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v Data for our reports, case studies and
newsletters is gathered from the following

research sources:

In-depth interviews for case studies — 500+
Survey from B-to-B Marketers - 5,000+ per year
Lab tests

“Best of” research from dozens of expert sources including
Research firms, Usability labs, Analytics software vendors, etc.
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Open Rates
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féﬁrketingsherpa Clickthrough Rates Are Stable

Clickthrough Rates
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gﬁrkeﬁngsherpa Conversion Rates Are Up
Click to purchase — UP 28%
Orders per email delivered — UP 18%

Reported conversion rates — UP slightly

Research drawn from:

Source: MarketingSherpa, October 2005 and DoubleClick Q2 Email Trends Report
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;ﬁrketingshema The Email Audience Hasn’t Peaked
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;ﬁrkeﬁngsherpa How Do We Define Spam?
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Snirketingsherpa | 1OV Much Does Spam Bother Us?

‘Are you less trusting of email because of spam?’
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—:‘(;};rkeﬁngshe,pa Are People Aware Of False Positives?

‘I routinely check my spam/junk folder for legitimate messages.’
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gﬁrketingsherpa We Mail Too Often! Or Do We?

Mailing Frequency and User Control - Sales Offers
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Research drawn from:

Tip #1: Test Frequency

1. Test frequency on your best/worst
segments

2. If you have a preference center, do
not allow specific control of
frequency

3. Don’t send too infrequently
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Housing Deals in San Francisco
Discover hidden real bargains in the heart of San Francis
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Tip #4: Whitelisting

Source: Silverpop, September 2005
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Suggestions:
1. Request alternate address at paid
sign-up

2. Screen pop-up (try DHTML)
3. Go offline

Research drawn from:
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;ﬁrkeﬁngsherpa Is Email The Problem?

B Marketers who aren't using achvanced tactics O Marketers using acvanced tactics
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Our research team
welcomes feedback
and/or questions.

Stefan Tornquist,

Research Director
StefanT@Marketing
Sherpa.com

MarketingSherpa, Inc.

499 Main Street

Warren, Rl 02885

(877) 895-1717

Outside the U.S.(401) 247-7655
http://www.MarketingSherpa.com

How to get your own copy today:
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v 310 charts & Eyetracking heatmaps

v Results data from 1,927 real-life
marketers' campaigns,

v 25 additional studies into one handy
Guide for you

v For more information or to order call 877.895.1717 or
http://EmailMarketingGuide.MarketingSherpa.com
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e Additional Resources for Email Best
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BILL

Practices

The -

Quiet

Revolution
in Email Marketing

NUSSEY

The Quiet Revolution in Email
Marketing

oA first-of-its-kind resource that details the
shift in email from a simple mass media
tactic to a savvy marketing and customer
communications channel

*More than a dozen case studies and
actionable answers from leading brands
(including CNN, Staples and The Bombay
Company)

*An online community featuring an
ongoing blog, quarterly events, a
companion workbook to the book and
more.

www.QuietRevolutioninEmail.com
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Practices

Silverpop Resource Library - Complimentary white papers on
the latest industry topics, including:

*Deliverability: What the Pros Already Know
*Give Customers What They Want with Preferences
“The Digital Marketer” Silverpop monthly newsletter:

*Tips and top email marketing news so you stay ahead of
the latest trends

*Analysis of new technologies and legislative
developments in a marketer-friendly format

www.silverpop.com/preferences

-

.‘;“‘ silverPOP

© 2000-2005 MarketingSherpa, Inc. This presentation is not for distribution. Thank you.

20



