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Facts not opinion:

be,
MbrketingSherpa MarketingSherpa Methodology

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

following research sources:
1. Survey of Email Marketers — 3,637 in November 2006
2. Lab tests and partnered research

3. “Best of” research from dozens of expert sources
including research firms, usability labs, elite vendors,
etc.

4. In-depth interviews for case studies — 600+
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First the good news...
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The impact of
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The impact of
email is
increasing
significantly.
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Country: United States | United Kingdom | Canada | Other

First Name:|

Last Name:l |

Address: Apthuite;’Business:l |

|
|
City:| | State/Province:
|
|

Zip/Postal Code:| Home Phone:l |

E-mail Addre55:| Confirm E-mail Address:l

Country: United States | United Kingdom | Canada | Other

First Name:|

Last Name:|

Apt/Suite/Business: |

|
|
Addre55:| |
|
|

City:|

State/Province:

Zip/Postal Code:|
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E-mail Addre55:|

|
Home Phone:| |
|
|

Confirm E-mail Addre55:|
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O High ROI O Medium ROI O Low ROI
1
Landing page copy 43.2% . 32.4% 24.3%
|
a |
1
A/B testing - email 40.7% - 51.9% 7 40k
offers
|
. |
1
Subject line tests 40.0% - 45.0% 15.0%
|
1 1
|
A/B testlng - email 34.4% - 59.4% 6%
creative
|
1 1
Landing page creative
- . 33.6% 54.3% 12.1%
(images, formatting)
|
|
| 1
Text only messages | 13.8% - 44.8% 41.4%
1
) 0% 20% 40% 60% 80% 100%
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Knowledge and know-how for financial advisors July 2006

New US study says contact still key

A brand new study released June 20 by 1.D Power and Associates says that for investment
firms, "personalized attention and knowing when to contact clients builds attachment.” It says
the "right” amount of contact averages “three to four times a year.” Clients that have a higher
level of commitment, whether achieved through frequent contact or through the quality of their
relationship with the investment representative, are more valuable and generate more
referrals.

And here's some good news for advisors who may worry about the effectiveness of their
brand. As the chart shows, the client experience is paramount. And there is still lots advisors
can do to make sure that experience is a good one!

Drivers of client commitment for
the full service investor industry

84%
Experience

Research Drawn From:

= MarketingSherpa 16%

Em a“ Brand Image
=
Source: 1.0, Power and Associates, 2006 Full Service Investor Satisfaction Study.
ZMuaur?kEtlng : - Publisher: 1.0, Power and Associates,

Benchmark
M

G uidE : Tall material in this email is copyright Ariad Custom Communications, 2006, except where otherwise indicated, and
1 may not be used without prier written permission. This cepyright is strictly enforced.
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Research Drawn From:

Reputation 85%
Content 15%

Reputation 83%
Content 17%

Reputation 79%
Content 21%

Adelphia CompuServe Mail.com USA.net
Reputation 44% | Reputation 100% | Reputation 100% | Reputation 78%
Content 56% | Content 0% [ Content 0% | Content 22%
AOL Cox MSN Verizon
Reputation 100% | Reputation 50% Reputation 32% | Reputation 86%
Content 0% | Content 50% Content 68% | Content 14%
ATT Earthlink Netscape Yahoo!
Reputation 90% | Reputation 77% Reputation 88% | Reputation 80%
Content 10% | Content 23% Content 12% | Content 20%
Bell South Gmail NetZero

Reputation 97% | Reputation 100% | Reputation 90%

Content 3% | Content 0% | Content 10%

Cablevision Hotmail RoadRunner

Reputation 79% | Reputation 40% Reputation 100%

Content 21% | Content 60% Content 0%

Comcast Mac.com SBC

Source: ReturnPath, Sender Reputation Causes Email Delivery Issues 83% of the Time, September 2006
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Commercial filtering - 61% |

applications or appliances ‘

80%
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| | |

Client-side filtering - 27%)| ! ! !

applications (Norton, |

McAfee, etc.) 58% |

T T |
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Private blacklists - 37% : |

maintained by your | |

organization alone 41%| !

] | |

1 l l l

Public blacklists - 34% 1 1

maintained by people | |

outside your organization 35% ; :

| | |

| l l l

Open source filtering | | |

applications ! ! !

(SpamAssasin, etc.) 14% | | |

| | |

i | ! o 2004

Research Drawn From: ; ; (ReturnPath)
None ! ! @ 2006
. 0% l l

E;lq' l T 1 1 T 1
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2007 ' Source: MarketingSherpa and KnowledgeStorm, Behind the Firewall: B-to-B Email, November 2006 and

: =1 ReturnPath, Corporate Spam Filter Monitor Industry Study, July 2004.
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Compliance Failures by Category Total Failures CAN SPAM Failure Rate
From Line Accuracy 574 57.40%

No Postal Address Provided 229 22.90%

Bad Unsubscribe Option 158 15.80%

Subject Line Relevancy 80 8.00%

Sent through Open Relay 1 0.10%

Research Drawn From:
Sent to Harvested Email 0 0.00%
Sent to Forged Email Headers 3 0.30%

Source: Lashback Inc. for MarketingSherpa, November 2006
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#4. Improving Design

NB Web Express is independantly owned and ed by Express Blessings, Inc., ivenses of New Balance Athletic Shoel

It you cannot see the imsges in this e

Shop for New Balance:
Footwsar | Apparel | Accessories | Dunham

ays .

3

Stock up your fall wardrobe with Dunham dress casual,
hiking and industrial sfyles. Dusham's versafile foofwear
will take you from the office to oufdoor adventura without
missing a beat. All Dunham styles ars availoble in multiple
widths and sizes, no matter which frail you foks, there is o
perfect fit for everyonal

Men’s Dunham. Wigw Al ==

Nimble XT Two Evelet Leather  Contractor 6" Leather Cloud 8
Sale: $66.49 Sale: $69.99 Sale: §89.99 Sale: $83.99
Was: $54.99 Was: $99.99 Wss $119.93 Was: 511999
Women's Dunham. VAl

Research Drawn From:

Ranier Fremont Nimble XT Women's Dress Casual ~ Hemlock Slip-On
Sale: $62.99 Sale: $66.49 Sale: §59.49 Sale: §62.99
Was 335.33 Was 38439 Was 38498 Was 38533
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Source: MarketingSherpa and Eyetools, November 2006
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Are Consumers Viewing
Images?

/

-

At Least Occasionally Activate when in Statements

and Order Updates

Occasionally Activate from Companies with
Permission to Email Them

Occasionally Activate from Companies They Do
Business with

At Least Occasionally Activate from Trusted
Companies Without Permission to Email Them

At Least Occasionally Activate from Unrecognized
Senders when Contents are of Interest

83%

79%

7%

35%

0%

20%

40%

60%

80%

100%

J

Source: Epsilon, Default Image Suppression’s Effect on Consumers and Marketers, September 2006
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#5. Is Mobile Marketing in Your

-
AincengSherps Near Future?
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We don't see mobile applying to us in the near
future.

We're following mobile marketing, but won't be

0,
allocating resources in 2007. AICHD

We'wve allocated resources to test mobile

0,
marketing in 2007. gt

For the first time, we've allocated budget for 1 9u
mobile marketing campaigns in 2007. I

We've already spent money on mobile, but
won't be allocating budget on it for 2007.

Research Drawn From:

We've already spent money on mobile, and will 4.3%
be doing so again in 2007. '
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#5. Deep Fried Mobile
Goodness
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Our research team
welcomes feedback
and/or questions.

feedback@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:
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» 233 charts & eight Eyetracking
heatmaps

> All new results data from 3,637
real-life marketers' campaigns

For more information or to order call 877.895.1717 or
http:/EmailMarketingGuide2007.MarketingSherpa.com
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EM@IL SUMMIT ‘07

+ Bootcamp, Awards & Expo

Call (877) 895-1717 or

650 email marketers

25+ advanced Case
Studies

4 Interactive Labs on
measurement, design,
list growth & triggered
email

Bootcamp training day
Delivery clinic

Networking parties,
meals & lounge

http://07ZEmailSummit.MarketingSherpa.com
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