E-MAIL

By Al DiGudo

The Metrics
That Matter

Tips for increasing transactions, custormer loyalty and ROI

ay what you want sbour
c-mail. The fact is, it is the

backbone of online markering
and commumnications. E-mail remains

=

the top online marketing channel moday,
scoording to Fomester Research, And
for good resson. Mo other channel
provides such clear, consistent and,
quite frankly, unparalleled RO

While open and chickthrough mtes
iy not b wdhat they wene b the early
s of the medium, when B percent
Open rate were not unuael, e-mall soll
wing every time over other channels in
termas of retumm on the marketing dal-
log, Thae’s because todays e-mail i all
about precse mpeting and relevancy,
determining what makes o user elick
and then wing that mformation 1o
continually fire-nune commumications
b B browssers inen bisyers, buyes into
repeal customers and customers inlo
brand evangelss

Long gone are the days af barch
anel blast {and good nddance). Today's
e-minil is a medium whose succes &
built upon careful eesting and analy-
si, then continwal improvement and
enhancement of effors. What other
channel provides such sccountabiliny
amd clear measures of swcces! Fu]l'!.'
unﬂrnmru.‘lmg the SEmpdreenEs oo fonc s
CES4 OF Iultmr, thier et 1N L 1]1rr.'m,
Cim |1:"]|1 marketers achieve future trn-
uimphs more quickly and effectively ...
aeincd thsnt Fresans even greater RO

LArgotmarleoting g com

However, over the years in our
infusary we've srayed a bin from our
crue path, Widh all the metrics and
data we have at our disposal, its been

el pooveasy 1o get caght up in “anakysis
parabysis.” We have seen the formarion
of o sbew of roundables and commar-
tees, ol addressang the “hotest issaes™
in e-mail marketmg. And while these
growps have their value and these top-
ics certaindy are pertenent, somewhens
along the line, we've taken our eyes
off the prize.

Let’s face i, In the end, e-mail
iz about making money. The only
metric thar truly matters for a mar-
keter i RO

S, bet' et back to besics here. Lets
talk about the metrics we musg fully
grasp and be able w act on o drive
miare sles o betrer ROH.

E-Mail Math 101
The basec formuba used to mesure the
succes of your campagn in ey of
RO is the following:

# E-maly Seng X % Dielivered X %
Operied X % Choked X Average Order
St = ROH

While this m.TH'h:l.ps-. A VETRIT
|'4I.1-L|.'|:F View 1:l'frr.||.u|| R'D]. at n;L'r:. gEve
Ltu T ] hlg-puﬂ!m: e -.11"1]'-: e ent il
success of VO CAMGEHET in ferms of
refurm on 1!1: d-|:|||:_'lr.

'L_.'nn:.u.i-l.'r his h},‘rlr\-lhr-lr::li CAME-

paign: You e-mail a lse of 1 million
subscribers. Ultimaely, 90 percent of
those e-maiks are delivered; 30 peroens
of which ane opened. OF those that were

opened, 10 percent are clicked, result-
ing in an aversge onder size of 3100
Thie RO formula would kook Like the
chart shown below,

R

5100

S0, your posential RO on thissingle
el campaign wonikd be $2.7 million.
ot bl

X counse, these are purely hypo-
thetical numbers. But lets add one mome
!".l,Tl;ilwtrr.ﬂ mrmiber b0 the mix: your
coss. [If you take the projected revenue
generated by the campaign and divide
by the total cost of the campaign, then
wou can umchertamd the retum on each
marketing dollar you spend.

For instance, let’s say the cost of
the above camgpaign was 510,000 The
EpEIOn b

Toeal Rt Towal Cont of Camgpagn
= E'i,'ﬂ-l'l'“rl.'T :‘t{ﬂl'kl'hﬂg m’l’l"

&2 700, 00008 10,000 = $270

S0, for every dollar you spend, you
make 3270 Sart of o no-brxiner.
{eonirmed am fopr b}
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E-MAIL
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The power of e-mail lies noconly in
its abilioy 1o provide marketers a mea-
sure of scoess. [tabko is an actkenable
mesdium in which the markever can
review and utilize these metrics, quickly
change strategy, test new approaches,
and ultimately drive greater sucoess and
higher ROl on an ongoing basis

Improving ¥Your Pormunla
It's one thing to understand your e-mail
RN, and yet another o improve and
enhance your efforts o optimize the
mvimibers over time. What are some of
the best ways to boost your metrics and
see greater resuls? Take a look ar the
micest critical numbers and see where
ymmmqm:rvtirda:ljumdﬁm

The basic members to look ac

Dielivered e-mails. This s the rum-
ber of e-mails char acrslly made it
o the inbox. In a perfect world, thar
niusmber would be 100 percent. Buteven
for the most well-maineained lists and
highsest quality content, that number i
riot practical for many reasons—people
change jobs, e-mail addresses, erc. For
any rate under 95 percent, you may
want to review the data move closely.
Large numbers of bouncebacks can
pnvean thiere ey be a peoblem with your
list o youar e-meail content.

Thee remedies? First and foremaost,
always employ pood lisz hygiene and
peovide only valuable and relevant
informaren g0 your audience, [n this
age of spam, relevancy is key, Offer
only infonmation the subscriber has
revquested and & peminent o her needs.
Thien carefully review each campaign
ior anvy triggers than can ger your mes-
sape fagoed a8 spam. Keep in mind
[npermer service provider requiremens
s well, Follow dhe bead of the indivicisl
ISP in revms of particular protocols
and processes o ensure delivery of
VOUT TOESEIPE,

[t's trpomant oo note thar deliver
ability s a complex ssue, pamicularly
with the miyriad gaekeepers thar exis

4h

vocay v fight the spam plague aswell as
the lack of conimon incdhery standands.

Work with an e-mail service provider
whio has the technology, know-how and
relationships with 15Ps in place o gec
yous message to its intended tanger.

Opens. This is the number of |

e-mails thar acnuslly were opened by
vouir audience, Warch this metnic over
time, Sudden drops curside the nommal
trend may indicate a problem—ior
example, if you notice 2010 opens for
a major domain. Bur it also is a good
measurerent of the effectiveness of
your subject lines. Are your subjece |ines
bk ing readers! Do they mogihvaee the
weet b0 open? Do they inchade amy spam
filter triggers such as the word "free™

Teest subject lines 1o improve effective-

miess and BomT your open menne.
Clickthroughs, This metric ines-
suires engagement. Tid yvou per readers
to take action! [6d your commimica-
gion motivate them o move @ step fur-
ther along in the engapement process!
Perhaps make & purchase! Was your
offer on target! Did you march the
right offer to the right customes? This
is where the math ends and the sci-
ence begins, where the marketer must
comvert the browser into & buyer.

The Science Behind ROT
It%s time 1o move a few doors down from
math class roscience class. There truly
is 3 science 10 RO success in e-mail
marketing, Lnderstanding your cus-
toumier and providing argeted, relevans
offer toeach one based on preferences
and past behavior helps w build a rela-
ticrshig and penemte sipgnificant retum
on that relationship over time

Again, rebevance is the nule.

To vruly provide relevant infor-
emation, marketers must firse have an
understanding of their customer data
acrribures o idenify segmens—
whiether by acquisition source, demio-
graphics, preferences or past behaviors,

o8, cven mone powerfully, 3 combina-

| rion of the above. In this way you can

begin o anticipate the needs, interests
andd behavion of vour various segmenits
ro provide relevant content and peod-
et offers. Then s all about manching
the right offer to the nght segment.
Personalization—Le., e-mails thar con-
tain the name of the recipsent within
the sulject line andior content—is a
pood stare. However, dynamic content
e-mnls—these thar assemble content
on the fly based on specific agoributes
and behaviors of each segment—per-
form best. Such mctics can produce
incredibhy soccessul results, particubady
in e coniext of Sommente

The Next Motric: ROR

Yous might say char the next stage after
RO is BOR—retumn on relationshap,

HAHPHRHHRHPHRT

E-srcuil evebles marketers toopamize the
custormer relatiorship by engaging them
witlh rehevane i smation and offers at
every point in the buyving process. From
ACOUITING Customiers, 1o cross-selling
and up-selling them, to servicing them
through autcmated online mmnsactions
and trigeered evenits, to winning them
back once they've left, e-mail allows
marketers o speak o customess on i
erie one-roe-one basis in oeder o opti-
mize the customer relarionship.

As discussed, the ultimate measiee

| ofsccessin e-mail is ROJ, Looking at

that metric over time will gve market
ersa much betrer sense of ROR, While
RO is the nearterm calowlation and
memsurement (eg., campaign-driven
metrics), BOR & the retum on the
browcher relationship . .. onthe life cycle
of the cstomer.

1 yomn weaanis 13 buikd & eruly customer-
focused company that can beat coms-
petitos in the long term, foous on what
your customer nelationships—andd the
revenues genemied from them—book

likee cover time, ]

Al DiGiuaids is CEO of Zeta Inpersciive,
a full-serviee digital markeikng compary
with headiquarters in Mew York Cioe He
can be reached ae {2121 756-7570.
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