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Where the Data Comes From

» Benchmark Survey of 1,763 Email Marketers
» Consumers & Media Survey of 1,438 Adults
» Lab Tests & Partnered Research

» Special Report — International Email

» Special Section — 12 Points to Increase Response
» 800+ Case Studies
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Marketing in 2009: More w/Less
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The Downturn: Email ‘Benefits’

0 Reducing Adding

Web 2.0 (social network marketing) 20%

Emailing to house lists

Paid search on Google, Yahoo!, etc. 33%

Telemarketing

Online display advertising 43%
Mobile marketing
Direct mail 52%
Event marketing 57"/9

Radio/TV ads  83%

Emailing to rented lists 43%

Print advertising 60%
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Problems w/Email? Look Internally

Recipient mailboxes are swamped,
and all email suffers

Delivering on the promise of
relevance to our list

Deliverability

Spam is eroding trust in email

Email doesn't get the
budget/attention it deserves

Willingness of people to opt-in to
emaill lists
Other
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Poor Attitude = Poor Email Programs

Email is a good tool in the toolbox, and 44%,
it's cheap. We bump it up a few
percent per year.

Email is a powerful tool and a direct line 31

to our customers - let's make sure °

we're iInvesting enough to stay relevant
and on top of the medium.

o s : \ 18%
Email is cheap and still working - why
invest more?
. . , . 7%
Email is basically free - let's keep it that
way.
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Tip #1. Get Aggressive

Companies who see economic downturn as an opportunity to expand their brand and business.
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Tip #2: Offer Real Benefits

@ Much more likely O Somewhat more likely

Guarantee to not share your

0,
address with other companies 23%

Special pricing for email

0,
subscribers 29%

Ability to customize how

0,
frequently you receive emails 30%

Ability to customize the
information you receive to 32%
meet your needs

'Firstlook" at new products,
services
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Tip #3: Anyone Can Segment

Segmented email campaigns by sales
cycle (l.e., customers vs. prospects)

64%
- 75%

Segmented email campaigns by user
detalls (past purchases, Web pages 62%
' d, etc. ; ; ; ; : :

viewed, etc.) 69%

Allowed email recipients to specify 5 -
) 37%
preferences for email content |
40%
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Tip #4:. Design for Reality
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Tip #5: Look Overseas
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Finally, A Look Ahead
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2009 Email Marketing Benchmark Guide

«205 Charts, 66 Tables and Images
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Marketing

Benchmark Guide

8 Eyetracking Heatmaps
"-_~, *Research from 1,763 real-life marketers

-] *6 new Special Reports including 12 Point Plan
—~!  to Increase Email Performance
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- *8 New "Notes from the Field" Case Studies

Special Teleseminar Attendee Discount: Save $100 offer ends 11/14

http://Email09Teleseminar.MarketingSherpa.com
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TELESEMINAR EMAIL MARKETING 24 HOUR SPECIAL:
Offer ends October 31, 2008

N
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2009_I 4 w Buy Email Summit ‘09 ticket and
Enn;?ll(eting s \ Email Marketing Benchmark Guide

Benchmark Guide

\today and Save %700

2009 Email Marketing Benchmark Guide

Practical Research To Improve Your Emails Performance
and Impact $397 — Regular Price
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4th Annual - MarketingSherpa
DbkeingSherpa Email Summit ‘09 Expo + Awards

EM@“_ SUMM'T '09 Discover the Latest Research and Case Studies on

Expo & Awards Successful Email Programs ~ $1,695 — Regular Price

TOTAL $1,392 for Both! Save $700 - If you reserve your ticket and Benchmark Guide by October 31
http://teleseminaremailspecial.marketingsherpa.com




