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=n MarketingSherpa Methodology

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

Survey of Email Marketers — 1,927 in October 2005
In-depth interviews for case studies — 500+
Lab tests and partnered research

“Best of” research from dozens of expert sources including
research firms, usability labs, elite vendors, etc.
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Open Rates Are Falling
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Conversion Rates Are Up

Click to purchase — UP 28%

Orders per email delivered — UP 18%

Reported conversion rates — UP slightly

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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Hmirketingsherpa | [1OW Much Does Spam Bother Us?

‘Are you less trusting of email because of spam?’
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Source: Pew Internet & American Life Project 2005
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‘I routinely check my spam/junk folder for legitimate messages.’

Don't know/No

response
3%

Disagree
45%

Agree
52%

Research drawn from:

Source: Bigfoot Interactive, August 2005 © 2006 MarketingSherpa, Inc.
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Audience Size Segmented Not Segmented

Opens Clicks Opens Clicks
< 5K 50.50% 11.70% 5.60% 0.60%
5K — 10K 48.80% 9.00% 3.90% 0.30%
10K — 50K 28.50% 7.60% 4.00% 0.50%
50K — 100K 13.40% 4.00% 3.70% 0.80%
> 100K 13.10% 1.10% 3.50% 0.20%
Averages 30.86% 6.68% 4.14% 0.48%

© 2006 MarketingSherpa, Inc.

Source: Topica for MarketingSherpa, October 2005
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Mailing Frequency and User Control - Sales Offers
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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

Research drawn from:
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Source: Silverpop, September 2005
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Research drawn from:

Suggestions:

1. Request alternate address at paid
sign-up

2. Screen pop-up (try DHTML)

3. Go offline

© 2000-2006 MarketingSherpa, Inc. This presentation is not for distribution. Thank you.
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;ﬁrkeﬁngsherpa Is Email The Problem?

‘Advanced’ tactics: dynamic content, A/B offers testing and segmentation
by user details
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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://Sherpa-Email-Research.MarketingSherpa.com
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v Have a killer campaign (+ results)
that needs its due praise?
v~ Nominate yourself for any of 12
categories including:
= Best Email Newsletter
= Best Opt-In Campaign (growing
your list)
= Best Ad in Third Party Newsletter
= Best Welcome Note
= Best Autoresponder Series
= Best Personalized "Triggered'
campaign
= Best Viral Email
... and even Best SIG!

Your deadline — March 315t

A Em@il Summit

o' Chicago; April:20-21,2006
v Join 300 Email Marketers in Chicago,
April 20-21, 2006
v Highlights include:
= Networking with 300 of your peers
Email Marketing Expo Hall

21 Case Studies presented by top email
marketers in every industry including:

American Airlines
ConAgra Foods

Conde Nast

Doubleday Entertainment
hpshopping.com

IBM

Kaiser Permanente

Office Depot

$200 off Early Bird discounts ends Feb 15t:
| http://Email-Summit.MarketingSherpa.com
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