Email Marketing 201:

Leveling Up with Segmentation, Automation,
and Optimization
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But first...

The Email Marketing 101 Checklist
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Email Marketing Roadmap to a Plan

Set Goals/KPI

t Budget
Define the Need £ \ >et Budge

. /
Define the Target | | Plan Strategy

Plan Messaging & Select Channels &
Content Tools
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Our Email Marketing Checklist: Roadmap
1. Set goals & budget

2. Target a market / Market research / Find customer insight
3. Planning (workflows, content calendar, segmentation approach)
4. Select the right tools (email, surveys, mobile, testing, analytics)

5. Plan messaging/content (including personalization, testing &
optimization)
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Our Email Marketing Checklist - 101 Completed

v" Choose an email marketing platform

v Create prominent signup forms/page(s) on our website
v Create a Welcome email or series

v" Create a cross-channel content plan

v Create an inactive subscriber re-engagement campaign

Ask Jess at the break for the 101 slides if you missed 2016, 2017, or 2018 workshop
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Our Email Marketing Checklist... Continued

Monitor deliverability & mitigate inbox placement issues

Upgraded (high-speed) list growth

Onboarding Series (for new buyers/users/members) and other automation opptys

Segmentation & personalized content approach

Data Integrations (&/or tools)

Budgeting for Email Marketing program boosters

Reporting & optimization approach

Creating and maintaining a testing strategy/plan

Birthday Campaign (if appropriate)

OO0 00000 D0 D

Email platform migration checklist (if/when needed)
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Deliverability

Monitoring and then Mitigating
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Email Marketing Conversion

& DIRTY LITTLE SECRET

of email marketing is that
15% of email marketing
never makes it to an inbox

Source: ReturnPath, 2018
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Deliverability // Inbox Placement

What's green, minty and upside down?
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Deliverability Sleuthing 1.0

* You may have a deliverability problem if...

Open Rate
35.00%
30.00%
25.00%
20.00%
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5.00%
0.00%
NN N N N N N

Your open rate takes a nose dive!
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Deliverability Sleuthing 2.0

* You may have a deliverability problem if...

Uoman Sece Bounces Unsubs Complainis

yahoo.com

gmail.com
hotmail.com
aol.com

comcastnet

Your open rate at just ONE domain takes a nose dive.
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Deliverability Sleuthing 3.0 (paid)

* You can tell if you're most likely having even subtle deliverability/inbox
placement issues using seeding services like ReturnPath, 2500k or

GlockApps.

THIS SATURDAY, find your inspiration
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https://returnpath.com/
https://250ok.com/
https://app.glockapps.com/

Checking Your Authentication

Send yourself a proof at a Gmail or Inbox by Google address
2. Open the email

3. Go to the more arrow (next to Reply) and click Show Original

[Test] Welcome to a new World of Renting -

Resi Residerio nio@residenc com yi malléd seas1 mosy net Nay 30 (4 days ago) - -

\

&Q residerio

\* .
. !* There is a perfect home.
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Checking Your Authentication

Send yourself a proof at a Gmail or Inbox by Google address

Open the email

Go to the more arrow (next to Reply) and click Show Original

Find “SPF" and "DKIM" at the top and be sure they both say “passing”

W=

SPF: PASS with IP 148.105.13.249 Learn more

DKIM: 'PASS' with domain mail249.sea51.mcsv.net Learn more
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Check Your Send Score

O Check your IP address’ Sender Score (free with a free account) at
SenderScore.org

Sender Score Metrics for 13.111.28.24
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https://senderscore.org/

More Tips for Correcting Issues

d Contact your ESP to determine if there's an issue with your entire IP
address/block of addresses.

d Slow your sending throttle manually down to 50,000/hour for 24 hours
and watch to see if inbox placement improves.

ad If it doesn't, you may want to go as low as 50,000 in a day and WAIT 24 hours
before sending the follow up batch.
O Send to ONLY your engaged subscribers (known openers/clickers) for
a while until the problem resolves itself.

O NOTE: If this works, you may need to cleanse your list as you may have gotten a
spam tram on your list by accident
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Upgraded List Growth

Paid Acquisition for Faster Growth
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Growing Emails by Email: Referrals
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Growmg Emails by Emall Referrals
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Growing Emails by Email: Partners

v" Choose a relevant, symbiotic partner who has the attention of your
target audience

v" Swap content, not lists

v Offer value and entice subscribers to opt in directly for your emails
v' Swapping offers may not always fit
v' Exclusivity of the offer matters
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Growing Emails with Paid (Media)

v Unless you offer ecommerce, garnering an email ”; “"@"""‘“""‘"515;“
. . . Q, Search
opt-in should be a goal for media campaigns
B B8 ® & =
e o, . At Home
v Pay-per-acquisition email ad placement e

Get 10% off your next At Home purchase when
you join INSIDER PERKS today. Refresh and

v Custom audience targeting savethisséring

(Pair with your existing email list to find more

people like your best subscribers/customers)
SAVE 10%
OFF YOUR NEXT VISIT

v Partner with data vendors (where possible)

Jess’ Onlyinfluencers.com Article: Why You Should Befriend the Media Team
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https://onlyinfluencers.com/email-marketing-blog-posts/best-practice-email-strategy/entry/jessica-best-email-list-growth-2-0-why-you-should-be-friend-the-media-team

Growing Emails with Paid (Media)

Where does your audience spend time? How ELSE can you reach them?

o Email Recoipt :
Your driver will haryd you your order when CARGO Store
parked
Please rate your experience Please enter your email
* Kk ok Kk Kk jpest@barkleyus.com

CARGYD Offers
T

APRATI BRINGS
THE HAPPY

=

S
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WORKSHOP: Perfect Partner Match Making

1. Partner up with someone next to you. 3 . O O
o

2. Learn about their product/service & buyer.
3. Brainstorm partners for each other that:

v Are complements, not competitors

v Have similar buyers or prospects

v" Have similar need states

JESSICA BEST



Onboarding Series

& other automation opportunities

JESSICA BEST Email Marketing 201: Leveling Up with Data @ @ @



Email Marketing Automation: Onboarding

The life cycle of a subscriber

Use triggers and engagement
indicators to determine how much to
send to your subscribers over time.

— Graph source: Jeanne Jennings
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Email Marketing Automation: Onboarding

Post-Purchase Feedback Emails

Trogtie Viewsng 3w omal? Try ey

INDIGO WILD"

Ay mere sabiral wrd go's ve rosast v 2 ' ’ I

Hey Jonathan Zimmerman!

While your rececd trip Is fresh in your mend, wart 1o Belp Imgeowe

CONSIDER THIS ZUM SAMPLER
A WELCOME GIFT FOR ENTERING

airfine service? Take this guick survey, Whether your fight was
0ood or Bad (or arrpwhere in Batween ), your fTeedback can help

guide future engrovernents In travel

Ploase take a moment to answer this question:

On a scale from 0-10, how hkely are you to recommend
Sl Alrines Lo o friend or colleague

Mot at all Kaedy t alremwly ety

o
w
.

.

6 7 8 9 10

Okay, we couldn't help but notice that you recently placed your first
order with Indigo Wild. (Swear, we're not stalkers or anything.)

So we want to scratch your well-moisturized back if you scratch ours.
Just feed us your totally-honest-even-though-it-feels-like-we're-
bribing-you-feedback in this guickic suryey and we'll send you a
FREE Zum Sampler Pack, stacked with tons of Zum samples, If you
order something online in the next five days.

The full survey takes aboat 3 minutes. That's a¥ it takes 1«

help advance better quolty in air ravel

FINISH QUICK SLIRVEY

We know you LOOOOOVED your Indigo Wild products (we've been We lock forward 1o hearing and isarming from you
watching you through the window...kidding), so take this chance to do

another "hello cdean, goodbye dirty” dance

lake Survey Now

Thank you

Use Promo Code NEWB 713 when you check out to get
your FREE Zum Sampler Pack.

this Sike only. IF the abowve ik does ot work 9o o Ao L s nd b3 oo

Cffer expres Sunday /10783 ot 12159 om, CSY
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Email Marketing Automation: Onboarding

Onboarding new partners or users | oo e

‘EmesLuence
Marketing Platform

Welcome!

1 YyOUr Cusiom Dranded lempides. You've Nad your Test Tul raning. Yo '
1 ol SLANed N YOU! emfiuence Mataling Prarorm account

Here are a few handy video overviews of some of the more common festures you'l be
using
- v ‘e -

- - e YOU'R D@ recenng a M SOm ) e mas From us SO TS O way of sayng
Veloome 10 emfiuencs S0 of gt marketng If you have any queshons that the
Help Secton doesn't answer, Jon't hesitate 10 reach out 10 us

" W "
. » - ke pw e sae e
-y A Sara, Jessica and the enlire emfluence leam are heve 10 help

Von Lifebun
-
J S
AW 190 Sheet Satte 2200 aneas Ciy MO G495
esesenn
-

vl mafaling  setel made redalng Wedeg pages  Serveps | Moy
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Email Marketing Automation: Onboarding

Nurturing new customers (and introducing new offerings)

GET YOUR

FRIENDS TO
JOIN.

N

12

We e ks A RATE THAT MAKES

FREE.

[ ]

| cTdedRomt!

NO COST. NO HASSLE. JUST

MOST BANKS IRATE
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Email Marketing Automation: Nurture

Nurture series to support... supporters

1st Social
Donor Share

Let’s do this again

v ors e and ¢ ties  fus

. N N A N | e
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Sample Workflow: Onboarding

!
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Email Marketing Automation:

Journey-based Email Series (literally)

Post Purchase 2.0
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Email Marketing Automation: RFI Follow Ups

Nurture series to nudge into action // automating sales tasks
Wiwwieias Winnesaao Winnvieiao Winwigzao

A NEW LEVEL STEP INTO TECHNOLOGY. EXPERIENCE

=G LUXU‘% PERFORMANCE. THE HORIZON
\— S Ay QURABILITY.
h.;:;x; |

. ’




Email Marketing Automation: Convert
Nurture Series to nudge into action
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GET OPPORTUNITIES.
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HERE'S A HANDY CHECKLIST TO HELP
YOU GET STARTED:

@ Complete FAFSA

@ Schedule enroliment testing
@ Browse for a Major

@ Get in touch! We're here to help

HAVE QUESTIONS?
Q euar Q 703.323.3000 [5J) EMAIL
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WORKSHOQOP: Email Series Workflow

 Create a workflow for a new customer or prospect automated series:
* Who is the audience/segment?
 What is the offer? (WIIFM?)
* What is the subject + preheader?
* What is your hero + headline?
* What are your CTA(s)?
« What are your supporting modules, if any?

* How does it play with your cross channel strategy, L
i.e. social/web content?

* How does data play a role in content, audience, decisions?

JESSICA BEST




Personalization

Using data to know our subscribers

JESSICA BEST Email Marketing 201: Leveling Up with Data @ @ @
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Inline Personalization in Email

Profile data, purchase data, etc.

At Home Spring Into Color For Under $30 - It's All About Color This Spring at home | The Home Decore Superstore Spr Feb 3

At Home Jessica, Spring Into Color For Under $30 - It's All About Color This Spring at home | The Home Decore Super: Feb 1

"y han o 'wr L aamrdan v Ty om (A "Aa»

Jessica, Spring Into Color For Under $30

e - g - - - L A -
AR Home <repiesiSemad sthome com>» Uns e te

at hame spirit
B 2220202020 e B 15.000 BONUS MILES OFFER

S emmg® e g .

Spring Refresh 3 ROUND-TRIP
Under $30 2L AWARD TICKETS

T wld N ay w Vg S et

I's raineng style and savings in every color of the ranbow

L sowmt wuts on oy ot NS
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Customized Email Content

Self-reported data, engagement tracking (clicks), etc.

NllT ALL HUMES
ARE BREATED EUUAL .

:‘-; S

NOT ALL HllMES

CENTRAL FLORIDA

HUTTIG DEALER DIGEST

Visit the Central Florida homepage and see what's new

potlight Product Spotlight
Hello, dealers! @/{é’x% Modern Style,

J - Peau: of Mind
N Cl 2C »

Jdesring more

moder
“ QpPOON

befor
to Start

ARE CREATED ElJlIAI.
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Customized Email Content

Partner company or 3™ party data*

PERSONALIZE
[HESE WARM KNIT
SIYLES e FALL o2 4
. . =
W B

Birthday #2 -9.25 <

NTAL | Text Achwly

Birthday #2 -9.25 -
STV  Text Activwey

Birthday #2 -9.26 -
RTAM | Texy Activey

Birthday #2 -9.25 -

RTARL | Teml ' ALy

Binnday #2 -9.25 -
WTML | Toxd | Actwity

55 Boy

v Yystemn Aobvren

85 -Gin

T8y Systeom Adoran

J5-54 Boy

r Yystem Adrmen

35.54 Cint

r Yystem Adgiven
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Email Marketing Segmentation

Approaches

an
Legend: E E Requires automated database integration

R~
9 Requires additional investment/tools
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Segmentation by Interest (Content/Product)

 Defined by customer (s/he opts in T
by topic)

Gender

d Can include geographic/location
based targeting when asking the
customer which zip/store is closest

to them.

Favorite Flavor

PREFERRED STORE*

FOR WHICH MEAL OCCASIONS DO YOU ViIsIT
WINGSTOP? (CHECK ALL THAT APPLY)

Lunch

Dinner

‘ JESSICA BEST



Segmentation by Interest (Content/Product)

0 Defined by email engagement (opens, clicks, etc.)

B )

' \ . ' s
LEARN MORE ASDET XIX COMMEMTY.

SEND PESTS PACKING ~ £HEAN LESS: T - SCALE DOWN

YOUR UTILITY BILLS.

NERTIAGENSel S Can
== L1 Email Marketing 201: Leveling Up W wrys ssar a ssus sevstanes.




Segmentation by Interest (Content/Product)

O Defined by email engagement at hame .
. The Home Décor Superstore GET TO KNOW THE SUPERSTORE
(opens, clicks, etc.)
O Defined by on-site engagement/ podrn et
browser history (if we are allowed e .

é:é to capture and can integrate
cookies/browsing behavior)

JESSICA BEST



Segmentation by Interest (Content/Product)

O Defined by email engagement
(opens, clicks, etc.)

O Defined by on-site engagement/
browser history (if we are allowed
E:E to capture and can integrate
cookies/browsing behavior)

O Defined by purchase (if we can
—~ integrate with transaction database
or import of one-time batched use)

(

«
Wisconsin Mac & Cheese 470 | 940 Cal
- ’ A classic blend of cheddar and Jack cheeses, cream and
‘”‘;' )!: e clbow macaroni
‘ Q! & Casr {)' x
» B .
({- e e s -~
‘ - s .. »

T —— S

~

Choose Size

Regudar Smal
° (+ 562%) (¢ S475)

Customize

Azd Vegetaties Sace Sub Noode
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Segmentation by Value (Product/Customer)

O Best Customers - top 20% BLA

only $39 99
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Segmentation by Value (Product/Customer)

1 Best Customers - top 20%

d Triers, first time buyers, samplers

Give Stikwood a try.
We have plenty of samples. '
.. ~“-~0& ;
N ;_- ol Dy -
EW SAMPLES A dmn || —
VIEW SAMPL ‘;-—- :_“.. ~ .\:.:”‘
] O
’.bC‘OI
o o s [
pC—N

StikPick Sample Set LEARN MORE
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Segmentation by Value (Product/Customer)

1 Best Customers - top 20%
d Triers, first time buyers, samplers

d Other more complex/real-time

%:E Recency, Frequenq./, Monetéry
segmentation requires syncing
purchase/transaction data and/or
can be done as “look alike”
segmentation, using demographics
appended regularly or in real time
to your database.

SEGMENT DESCRIPTION

SUPER Fly frequently and have a good
FAN experience with our airline

(25 2%Sof (measured by NPS). This is the

datz.abase) airline’s most profitable group.

This group looks to be

LOOK ‘Trending Toward Super Fans’

ALIKES based on memberships and

(16.1% of good experiences, but haven't

database) flown much... yet.

JESSICA BEST



Segmentation by Demographics

If we know trends in our database by demographics, i.e. females tend to
buy this way, this item, etc., we can collected demographics to begin
segmentation from Day 1.

Email | . Varaton A

[ ——— Ferale
Gender Choose a Gender —
Vake

Favorite Flavor

Welcome Emadl

. Varation B

Warning: asking for gender adds a little friction to your sign up form!

‘ JESSICA BEST



Segmentation by Demographics

Emailing our engaged/VIPs more often

JESSIC/

Tite Dale
s " ~ 5.8

Senrt @ Unigue Veows @ Total Views @ Unigue Cicks ¢ Tolal Chchy =

Warning: Secretly knowing demographic
information can feel creepy! And might be illegal.

lil Marketing 201: Leveling Up with Data @ @ @



Segmentation by Activity Level

* Openers

e Clickers

* Silent Buyers (no email
activity, but they've bought)

* Sleepy Subs (no email or
purchase activity)*

*Campaigns to these folks can
all be done manually/
periodically or automatically.

Wedreuiay Thaursday Fr li.l! Satar day
3 4 P § 3
AT ITIM PR WPRAG COLLICTION CLIARAACYE TO ) 2 Y TOM MMANDO
WG OO0 LECON RN INGASID &
nasinr g
7 4 ) 10
SALT I SATURE CLULMMANCT MESEND TO NON
DPINIRS AL ABT) INCALID 2
nasinr
4 * Se———
14 1S 16 1 1)
. - W COLLICTYON 1A UM
PFROARD RINANCES CORLELTR, :
YOMAL LT ENCALID 0
fsnr g
pal 22 b3 | 24
WACE ITIM PN TS NTW CTALICTION AR O3 LARANCE REAANDER WAL IV AN
AEAANMDER YO MON OM v INCAZID &
naLinr g
p: | : P |
PROAKD ITIVE PRANG LTI A S
WAL AnT INCALID 9
nasinr g
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Segmentation by Journey Stage/Need State

Content focused on:

Researching IRATION
Pricing/Trying/ stikwood
Shopping

o ' ‘
Reordering

‘ JESSICA BEST



"Segmentation” by Buying Cycle Stage

(Automated Emails)

Awareness \_____/
Consideration E
Conversion U

Retention D
Graph source: Jeanne Jennings
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Sample Automated Workflow: Product Fit

Barmer Ad
ek Theough
you
Lo o Wras rabes
PV D Do, ARAG ue !
e e I~
e ARG O REESTPROP
m=.|‘- D] - 10020
eyl Pyopenal™ l
Caveran wpsl
wnat yas gt Vave
Compary — * LEARN Wy —
e » 100 LI - 2.9
+ The ARAG Y
SOVENICE Laare adout your
Serd 10 Seben el phan opsona. Whae maben
"o DOWNLOAD ARAG bt
- p—r? - * Employer
L ":‘ I Logt Tewrmorsay
e BEQUEST PROS
o Nt
ey
200+ -y
LA N yoa Wha mabe
gt plan epiens. ANAL ey
Tonds e ton [ Sr—o * Employer
vy 4 MEQULST PROR
The ARAS D
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Sample Automated Workflow: Product Fit
S—

w. S — m. —— e T
Aowa o]
Madum Snk Memagng o docs bor

Lowracadate o
|—. wtﬂl. e o--:- Eprp— n—-;n | ddene] RakAmadie
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In order to USE data, you have to

have access to the right data in the
right systems.
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Setting Up for Success With Data in Email

Using your Email Service Provider as your Data Hub

—
— g .
-_— | -
- ' (QE
o g
- ° . { | ;-
WEB SION-UPS EMAIL CAMPAIGNS
=" I=: - 7~ \I
———— = 6_ K/
l MARKETING AUTOMATION
PAPER SION-UPS EMAIL PLATFORM

®

PROFILE CENTER

zapeer

1oy O B B
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Setting Up for Success With Data in Email

Using your Customer Relationship Mgmt Platform as your Data Hub

= == &

WES SION-UPS
Q} MARKETING AUTOMATION |
—_— EMAIL PLATFORM

CRM SYSTEN
[Parer s1on-ues ! .

B8 @ Tk
@ EMAIL CAMPAIGNS

22T

L
[
B

SALES TEAM INFO

PROFILE CENTER |

ONLINE ORDERING
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Setting Up for Success With Data in Email
Using your Data Mgmt Platform (DMP/CDP) as your Data Hub

ONLINE ORDERING

POS SYSTEM

CRM

EMAIL PLATFORM

EMAIL PLATFORM

PROFILE CENTER

MOBILE APP

REPORTS

WEB SIGN-UPS

SMS SIGN-UPS

3RD PARTY DATA

JESSICA BEST



To view this emadl as & web page, cick hire

N NOODLEGRAM

MENV LOCATIONS ORDER GIFYT CARDS CATERING

X
GET YOUR GROWN UP «
. g M A c {g E H [[S [ Wisconsin Mac & Cheese 470 | 940 Cal
A classic blend of cheddar and Jack cheeses, cream and
A_'-

$”

‘I‘v-"‘ L" ,‘ —~.'

\\"“ AL '

clbow macaroni
v

Hi Jessica Choose Size

Our Grown Up Macs won't be around much longer St

$0 come on down to get the nostalgic, creamy, (+ 5475)

cheesy dishes featuring adult flavors kke Buffalo

Chicken, Bacon Mac & Cheeseburger, or BBQ

Pulled Pork. Bring your kid-at-heart appetite in for Customize

a bowl before the Grown Up Mac's are gone.
Asd Vegetaties fawce Sub Noode
Asational Optiors Extes Meat or Tofy
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Integrated Data-Driven Marketing Plan

Status Quo |

— —O
S
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Ideal State




Integrated Data-Driven Marketing 1.0

Lead Nurture 1.0 —— 1
e date I'M—’ | Oubours Cal
P & Soowd Sy Pronpect Suss
w
FIELDS CAPTURLD:
I vas e Fudd

JESSICA BEST



Integrated Data-Driven Marketing 1.0 Pivot

|
Outbound Cal
[ Call Conter &| wehn 24 hours
mmedate Alert Emad Queue (usually witin 1iv)
1
|
Pad & Sooa
Neda
netaliely synced L

Automaled Emad
Pardct | teatrng Trasater
FELDS CAPTURED Markesng
Fast and Last Naeme, Aetoemanon Trarstoe
Emad, Phone, Area of Plattorm ?
Study, Peeferred Path Dyt conmtent
socthion based on
Avea of Shudy
A Cthery ‘
Cetan
Lead Nutiure
Acsomased Emad
D SICOwN
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Integrated Data-Driven Marketing 1.1

Irvmedutn Aot Frmade—ge| Call Corner | Oubourd Cad
[e
Wes e
Pad & Soocal | > Lead Fom ‘h)
NVeda
. B SeerOR—— Leas Nurtse

s haedy Spwed Actomates [mad
[r——
fffffffffff Paor
Fost andd Last Nave, Marketrg
Emal. Phose, Area of ASIMAIOn 4®
Sy and Pretered Pantrm
Pas . Lead Nuture
1 Ausomated Emad

L o]

peendl O INg [ G Emad

—

— 1 Avtomases Fmad
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Integrated Data-Driven Marketing 1.2

= =
e T O S0 Ador T E Outoure Cald
Pad & Soow j Cal Conter Upcates 10 Prospect Saom
| .
O

ormert
Daned on e of
Sty
orvoln
'
Penorat et
i

Pa—— w-wm,_,_. Kol I el [
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Budgeting for Add-Ons

in your Email Marketing
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What's the Value of a
Subscriber?

JESSICA BEST



Value of an Email Subscriber

KCDMA
"Every time we send an email, we avg $.50/email address in sales. So we
send multiple times a week!" LeaBailes @ TheSock101 #KCDMA

New Research Webinar 100,000 $1450 $31,245 $0.31
Free Research Download 100,000 $1450 $24,996 $0.25
New Customer Referral 1,000 $85 $3,513 $4.03

ANNUAL TOTALS/VALUE PER SUB 100,000 $75,000 $2,000,000 $20.00

JESSICA BEST @ @ @



Lifetime Value of an Email Subscriber

Revenue Per Sub

X
Avg Years on List

What are you willing to budget
to acquire a new subscriber?

JESSICA BEST



Estimating an Email Marketing Budget

ltems for your budget:
1. Cost to create and deploy email marketing

2. Cost to acquire subscribers/grow your email list

3. Cost to measure and optimize your efforts

JESSICA BEST



Estimating an Email Marketing Budget

* Budget for email creation & deployment costs
« Email Marketing (or cross-channel) platform - priced by volume &/or contact count
« Email Marketing copywriting/design - in house vs freelancer vs agency

* Email Marketing mobile/mobile-responsive HTML development - you can stick to
template-based, starting doing in-house dev, or use a service like Email Monks
(free first order at that link!)

* Email rendering testing - spot checking your own inboxes vs Email on Acid or
Litmus. (Litmus also has the option to see time spent with email, email client, etc.)

« NOTE: You can buy 1-off tests from Litmus via MailChimp for $3, called Inbox Preview.

G . ®
WM e‘s litmus ;!;

Email Monks

JESSICA BEST


https://order.emailmonks.com/monastry/complimentaryfirstorder?utm_campaign=First%20order%20Free&utm_source=Display&utm_medium=Web%20pop%20up&_ga=2.220800216.1365949250.1528092384-778215022.1528092384
https://kb.mailchimp.com/campaigns/previews-and-tests/test-with-inbox-preview

Estimating an Email Marketing Budget

* Budget for email list acquisition - How much are you willing to pay for a
new subscriber? (Hint: Calculate your LTV of an email sub first!)
« SEO to drive organic growth with people who are looking for your answer/solution
AdWords/PPC to target need states (shopping vs buying words)
Partnerships -- sponsored emails or swapped content
Paid media/advertising

Register to Win promotions/offers - social sign up, refer a friend, etc.

A Google DoubleClick |
AdWords FLUENT

Ad Exchange

JESSICA BEST



Lifetime Value per Acquisition

* Big Brothers Big Sisters Kansas City’s average # of months for a
recurring donor via the website = 60!

 Rather than only give credit in GA for the first donation (i.e. $25), they
changed the value of that conversion to $25x60=%1,500

* They're ready to invest a lot more to acquire that recurring donor now that they
know the value.

* The annual revenue from email sources on the website is ~ $30,000, so
they were ready to increase their investment in an email platform from
$5,000/year to $15,000/year to try to increase that impact via
automation.

JESSICA BEST @ @ @



Estimating an Email Marketing Budget

* Budget for email marketing optimization & measurement

» Google Analytics is FREE, easy, and fast. Other options may make sense eventually
(but, honestly, probably not).

* Google Data Studio is FREE and fairly robust. Other options may make sense once
your marketing team grows past a few folks or when you have other systems to
plug into your reporting.

» Paid upgrade to a mid-tier or enterprise-level Email Marketing Platform (like
Hubspot or emfluence) that comes with built-in A/B testing tools and/or dynamic
content capabilities.

Google
Data Studio ONE-TO-ONE, AND THEN SOME’

§ Google Analytics

JESSICA BEST



Estimating a Budget

When you're ready to invest more to “turn up the volume”...

« ReturnPath for tracking inbox placement will become a necessity at some point
(when your list is over 200K). (2500k or GlockApps are also options.)

* Subject line optimization tools like TouchstoneTests.io can help you “guess right”
on subject lines that will likely convert, based on the best performing SL globally.

* Movable Ink or Live Clicker offer creative boosters using motion and dynamic
content that can lift engagement.

« Certona, Selligent, or any number of product recommdation engines can add the
powerful brains of machine learning to your dynamic content capabilities.

* If you want to “spy” on what your competitors are sending, try ReturnPath,
eDataSource, or for a quick-n-dirty (less expensive) option: MailCharts.

[R] Return Path Touchstone” Movoblem

JESSICA BEST


https://returnpath.com/
https://www.touchstonetests.io/
https://movableink.com/
https://www.certona.com/
https://www.edatasource.com/

Email Marketing Reporting & Analytics

that leads to actual Insights and Optimizations
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The Analytics “Brietf”

- Wby b -
Maatarement and Aasdytins Fias IMAP] - Chant [/ Praject or Campaign o LaunCh

2018 Wonka “Meal™ Candy Lawrch

e

Before you start each = —

——

project or campaign, - e

.

- e —

gain alignment with e S
your Goals, KPls, and — = e pe—
= oar Owner .
RACI to be sure you're = [ e e
MAP Stakeholders 8 e cxmmsitire i o e

kicking the ball in the o E——r =
right direction. B ——— m——

Wy das s ans grmass s
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The Analytics “Brietf”

Measaroment and Aasdytis Fas INAF| - Thast || Pragast or Campuign

IMPORTANT: These =—
e ==
nesd an owner to “sign = Reporting Cadence
off” on them -- one from ————
w Dally yntil then _due dates
Strategy and One from —— —————— p—— Weelly wnti e then _dye dates
“client” or product ] [ —— =L R TS IS R AP PP
manager. S Cowmeyemti________ duednes
S j i w Quarterly ured die dates
6. Approval
Ao pr oved by
Chient / Date

JESSICA BEST




Data for Email Marketing Optimization

Diving into the data to glean insights, not just stats .

=

Subscriber New

1.00%
0.80%
060% o

0.40% .
0.20% =
000% <
X
-0.20%
Accoas 1o waler it accoma o odutation
accens o work 2ccom ove 2l B Be ornd
DT s e SN 4 O Laiess 00 M2
e MDA OF Cur Pawin Lavly
Wt Leron, (o wnow. e oy
m% Opened Mm% Openers who Click €% Recipients who Donate " Bl ve cew g g Bcees b Se s 41 o free
ol Smn i hangvy Tres Lde
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Data for Email Marketing Optimization

Learn from top performers to systematize finding what works

Our #1 Draft Pick? This Deal: Opening Day: It's Savings
Season

Spirit loves a strong draft just as much as anyone

Besides, a ittle breaze goes a long way on these wam There's nothing quite like opening day, America. The

summer days. But, we don't believe draft picies should cheering fans, the rivalries, the victories — it's without a

be analyzed for "upside” or "potential.” No, the only doubt a great pastime. And we know you love it. And

thing you should consider for your pick i savings. That we know you know we know you love it. Better yet, we

N mind, this deal shoukd be a no-brainer for your #1 know you have another pastime you love: saving
JESSICA BES‘I[ overall pick. Book now and save! : money on travel! So book this opening day deal now

and follow vex ir team on the madd!



Setting Up Google Analytics for Email

WATCH OUT: If you're using Excel/Google Sheets formula to create your URLs,
you have to watch out for question marks (?) in your original URL.

URLs can use ?item=something to help direct traffic to the right sub-page, pre-fill information
on a page, or track information about the incoming visitor, like UTM strings do. (Ex

?utm_source=pardot)

However, a URL can only have 1 question mark, then every other definition has to be
&item=something. The FIRST utm item is preceded by a ? But then the rest use &. If you have
a URL that uses a question mark already, the utm items all have to start with &.

Examples:

* https://www.athome.com/?utm_source=sfmc&utm_medium=email&utm_campaign=newst
oregeneva

* https://www.athome.com/on/demandware.store/Sites-athome-Site/default/Stores-
Details?StorelD=lllinois-
Geneva&utm_source=sfmc&utm_medium=email&utm_campaign=newstoregeneva

JESSICA BEST


https://www.athome.com/?utm_source=sfmc&utm_medium=email&utm_campaign=newstoregeneva
https://www.athome.com/on/demandware.store/Sites-athome-Site/default/Stores-Details?StoreID=Illinois-Geneva&utm_source=sfmc&utm_medium=email&utm_campaign=newstoregeneva

TIPS for Google Analytics UTMs in Email

Once you've created the full GA-UTM-tagged version of your URL, use
THAT as your link in MailChimp or your ESP. It won't affect your email
platform’s view of the results.

Send a test campaign to your proofing team and be sure that all links still
work with the UTM strings at the end. You can quickly spot errors like:

O Anchor links that don’t work once you add the UTM string.
d TIP: Add the anchor (#) at the END of the URL, after the UTM string

O Pages that don't work, i.e. if you had a ? in the original URL and forgot
to change the beginning of the UTM string.

d If you don't see your results, double check that you used lowercase
email (not Email) and that your utm_source is correct in all links.

JESSICA BEST @ @ @



Mining Google Analytics for Email Impact

A day or so later, you should see I A Web Site Data -
your test team’s website traffic .‘
results. a

In Google Analytics, go to <o e
Acquisition > Sources/Medium O mum ' —

OR...

Show Medium as your primary

JESSICA BEST




Mining Google Analytics for Email Impact

Primary Divmension u Medvom

Click to show Medium as your
primary dimension, then

Aiq

Melasr
Click on email to show all email 5
results, then
Primaey C Medium
. . mpaign

Add a secondary dimension for o hequetion
Campaign to see the traffic from . Megr AN Comonn |

O Users

each of your individual emails.
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Email Marketing Testing Strategy

Including Tested Ideas that Drove Proven ROI
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The Importance of Testing

One Day Inside a Fundraising Machine
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https://www.bloomberg.com/news/articles/2012-11-29/the-science-behind-those-obama-campaign-e-mails

Saturday Time of Day Test: Which Test Won?

Name Scheduled Date Subject . .

W7PatioFumitureEngagedD 3/14/2019 6:00 PM Your perfect Patio awaits HypOth esIS (a ka th e ASS um ptl O n/CO ntro I ):

W7PatioburnitureBngagedC 1%2019.3:00 P Your perfect Patio awaits 9AM sends out perform sending later in the day

W7PatioFumitureEngagedB 3/14/2019 12:00 PM Your perfect Patio awaits

W7PatioFumitureEngagedA 3/14/2019 9:00 AM Your perfect Patio awaits
Date/Time Sent Status Emails Sent Delivered Unique Opens Unique Clicks Click-Through Rate Open Rate Deliverability Rate
3/14/2019 6:05 PM Complete 887,700 886,477 135,979 13,787 1.6% 15.3% 99.9%
3/14/2019 3:05 PM Complete 887,983 886,938 132,130 13,271 1.5% 14.9% 99.9%
3/14/2019 12:05 PM Complete 888,065 887,055 128,755 12,947 1.5% 14.5% 99.9%
3/14/2019 9:05 AM Complete 887,968 887,211 122,609 11,979 1.4% 13.8% 99.9%
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Saturday Time of Day Test: Which Test Won?

# TrendioTest  Mow Well Test i What Defines & “Wirner™ Delivered  Opems Open % Ochs Okch-Ao-Open %
Wi | Yome of Ooy Sl P [ ngangend 5t & Trves Doinagind T Sy Comvmrenra
A T DOAN Send 41600 71500 LAISS 021 LN
8 LIODMW Sernd SA1.2%) 71.906 L AN 6.000 L L
C 3 00PW Sere SALNS e N H0aN 5% 4N
O 00N tend SA2 404 " anr ey 1o .-
We [ Tewe of Doy Nl B 1 ngaged ot & v, Drmagund P dany Croveama ) : : § :
A 3 0AN Send SA1400 71,500 LA1SN 6004 AN
5 LI 00MW Serd 54129 71.90% L3 AaN 6000 LR L)
€. ROOPM Sevd 100 v 10N CET TP
O S 00N Send A1 554 M7 R 7050 AN
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Saturday Time of Day Test: Which Test Won?

# TrendtoTest  How We'll Test It Conversions Conversion %
W4 | Time of Day Send IP Engaged at 4 times throughout the day  Comversices for Non-Openers
A. 9.00AM Send 21,263 3.91%
8. 12:00PM Send 20,629 3.80%
C. 3:00PM Send 20,966 3.87%
D: 6:00PM Send 21,123 3.89%
W4 | Time of Day Send 1P Engaged at 4 times throughout the day  Conversions for Openers
A. S00AM Send 4,351 0.80%
8. 12:00PM Send 4,446 0.82%
C. 3:00PM Send 4,440 0.82%
D: 6:00PM Send 4,233 0.79%
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The Impact of Testmg

el N G Ye e e )

. "Just one more step to complete your
spirit |
booking...” (WINNER)

_Jﬁ.'JJ-E\. -C/ .l.\./
~ T (AND SAVE) - .
e spirlt.:w Compared to:

For your upcoming flight... (-2.3%)

Spirit = Bare Fare

R Reminder! (-10.5%)

o Yt e ket e wr Did you see this? (-19.5%)

Fare 5 unbundied no “ee” bag. no "Tee” sode or

woler — Lt youu ¢+ 2 persorsd e Ofwr arfires Do

oces st o you vart e VPl | Look at all the ways you can save! (-59.8%)
Control
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The Impact of Testmg

"Your booking is almost complete...”

Compared to:
Got Baggage? (-1.3%)
Buy Early. Save Money. Hurry! Limited Time Only... (-18.9%)

Did you know? One personal item is induded with your

Bare Fare. Carry-on and checked bags cost extra I

(because every bag adds weight to the plane), 5o if you Don't Forget... ('25.3%)
need to bring bags, we'l need gas money. The good

news is that buying your bags online, and early at

sit.com wil saveyou scme serios cas. S0 g Missing Something? (-30.4%)

those bags now!

BUY BAGS NOW

JESSICA BEST



Why Use Email Marketing for Testing

v' Fast
v’ Easy
v Captive audience

v Big impact

JESSICA BEST



What to Test: CTA Wording

ares From $44 . 99* One-Way +

Vegas Vacations Trovbie Viewing this emadl? Try ths YIEW
Vegas Vace

spim SEE ALL DEALS

Fares From Feast On
>$239

= These Low
One-way Fares

Let's talk about hidden fees. Oher airdines will never
tell you they have hidden snack fees baked right into
their ticket price. Our Bare Fare allows you to pay for
JESS'CA BEST Just your seat instead of “free” snacks for the whole

cabin. So ether book with us or pay extra for that guy
wha'es making thece vour salary 40 swave o a tinv ban




What to Test: Subject Lines

Wingstop e-Club The Boneless Flavor Fix won't last long - Find your fix before July 30
Wingstop e-Club Grab a Friend and Dig In for just $20 - Find your fix before July 30
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http://getdatadriven.com/ab-significance-test

What to Test: Offer
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RIGINAL JUAN.

SPECIALTY F

ORIGINAL JUAN DAY

25% OFF
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SITEWIDE
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What to Test: Timing

Monday Tuesday | Wednesday | Thursday friday
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A/B Testing Methodology

v Make it REPEATABLE
v Make it ACTIONABLE

 State your hypothesis before you start: What would you
change tomorrow if you could prove it lifts?

* Plus, define up front how you'll determine a winner before you run the
test (by what metric)

« Test methodically against that hypothesis
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Test Methodically (Not Circumstantially)

Free Cone Day is Mon, March 20th!

0Q Nlgaand Fan Ous

~-
€,> FREE CONE DAY 0Q.com

CONE DAY MONDAY MARCH 20

JES I
 $RVE )

Julius League
Julius League
Julius League
Julius League
Julius League

Jullus League

$2 coupon from Cupid Julius League Trouble viewing this email? Try this. hit
This BOGO is bananas. And strawberries. - Julius League Trouble viewing this
Save on Strawberry with $1 OFF. -  Julius League Trouble viewing this emaid? 1
$1 OFF Tripleberry Premium Fruit Smoothie -  Julus League Trouble viewing i
$1 OFF Mango Pineapple - Three reasons 10 open this email Plus a BOGO Prer

When a berry meets a melon. Try it for $1 off. [QC1 CA-FR V-8) - Trouble viewin




How to Test Correctly

 Test mechanisms, not copy

* Emotion (Fear, Sadness, Humor, Happiness)
« FOMO (Availability Bias, Urgency, Exclusivity)
 Easy Button (Consistency Principle)

* Social Proof (Reviews)
* Practical Value (Save time, save money, earn money)

* Or test motivators:
* Public - easy to see
* Practical - useful/valuable
* Stories - part of a bigger idea

Jonah Berger's 6 Steps to Creating Contagious Content

JESSICA BEST


https://unruly.co/blog/article/2015/10/26/jonah-berger-6-key-stepps-to-creating-contagious-content/

Test Motivators

Ideas worth spreading WATCHM  DISCOVER

Alex Laskey | TED2013

How behavioral science can lower your energy bill

»
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How to Test Correctly

* Don’t test too many things at once

« Make sure your results are statistically significant

* Size of test segments
 Eliminate test biases/all other factors, i.e. timing

* Run your test long enough for real results, i.e. before your ESP
auto-winner pickers

JESSICA BEST


https://neilpatel.com/ab-testing-calculator/
https://conversionxl.com/ab-test-calculator/

“If you torture the data long enough,
it will confess to anything.”

Darrell Huff, How to Lie With Statistics
(1954)
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How to Test Correctly

* Don't torture your data. You can absolutely bend data to your
will... be careful not to make it.

« Don’t take results as law forever.

* Don’'t over test.

JESSICA BEST



When are you OVER testing?

Open Rate % Click Rate % Conversion Rate Lift

Control Version 18% 0.4%
Test Version 1 13% 0.3% -48%
Test Version 2 9% 0.2% -31%
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Email Marketing Tests that Drove ROI

“Mortal Kombat® Day "Mortal Kombat® Day

Composites vs. Porcelain Composites vs. Porcelain

AUTRAN Unique in Spain AUTRAN Unique in Spain

Hi Mr. Sarmgie Hi Mr. Sample,

"wo of he grestes! do~ia sealtetca professoras ‘ece ' lace Two of The greatesl dertal aeaihetics professcrais, face 1 face

Fwo sciutors 1o the Same DUDOSE. COMPOALEE VO DONCEIAN VONeens Two solitor for the same DUPoMe COMpORLeSE VEriuS DOMCOIAN Ve oors
A "Wortal Kombat™ In a single day. never seen befdone in this country A Wortal Kombat™ in a single day. never seen Delore in s country

Source:

R 500K Us & year of Negotatons 10 DAng 109ether two of the workS's ading asperts E 5008 US & your of fegotations 15 BANg 10T two of T work?'s lnading esperts

B h Ronaito Heala 8nd Sadney Kna 10 Oelend T i0eas » e Ang. 1ace 10 lace Ronaico Heala and Sdney ra 10 defend Pev idess n e fng. Tace 10 face
e ave.org WO profecton | would not mas £ WENOU profiection. . | would nol miss £
Mere you have all e information of e evert and prices — Here you hawe al Be rformation of the evert and prces

JESSICA BES

A\




Email Marketing Tests that Drove ROI

The Paradox of Choice:

An open box leaves room for

® L .
= consideration and hesitation.

Suggested donations give
© Your Monthly Donation

WWF® Csio st J so0 J s N oo | guidance and, done right, can

drive up donation amounts.

Source:
Behave.org
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Email Marketing Tests that Drove ROI

STERIE'

< Your results: A1R- SOASTED COFFEE

97"

Plus, free shipping on orders over $40!

Lunchpall wil be added after the order Is processed, Offer valid online only, Order
must be placed between 12am-11:59pm on Monday, December 1, 2014,

Clicks-To-Views @

Total Clicks &
227

Total Views ¢

Unique Clicks &
168

Title Date Sent ¢

12.1.2014 Cyber Monday AM 12/1/14 5:.01 AM 13214 2,126

Unique Views @

2616

12.1.2014 Cyber Monday Sunday PM 11/30/14 5:16 PM 13,220 2,744 3,837 216

Tﬁwms... .

1

Kansas City, MO 64108 RATERIOR T
03 e Mo QJOURBLOG L UNKEDIN
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Email Marketing Tests that Drove ROI

One-time modal

SPECIAL WELCOME OFFER

v 10% OFF

YOUR ENTIRE PURCHASE

Pervasive but hide-
away sign-up
option

UNLOCK MY DISCOUNT

Source:
Behave.org

MODELLS &%
A
SPORTING o'y

KICK A HELD GOAL AND WIN A

SPECIAL
OFFER

ON YOUR FIRST PURCHASE

KICK THE PIGSKIN
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Email Marketing Tests that Drove ROI (or didn't)...

Trend to Test How We'll Test It What Defines a "Winner"

A. Test - include top nav (4 links) (supported by click-through rate)
8. Control - no nav

|BOGO vs Buy One Get One 2-way split test to NonIPEngaged segment: Open / diick-through rate
A, Test - Buy One Get One 50% off In Subject (supported by transactions)
8. Control - BOGO 50% off in subject line

|Special Unengaged Subject Line  2-way split test to NonlPUnengaged Open rate/Re-engaged rate
A. Test — include mention of “We miss you" in SL (supported by click-through rate)

8. Control - no re-engagement messaging

t Content/Creative Delivered Opens Open % Clicks Click-to-Open % |
Depts / New Arrivals / Spring Trends / Flash Find 556,374 74,251 13.35% 6,855 9.23%
none 557,453 74 538 13.37% 6,658 8.93%

1.56% 1.69% -9.94% -11.32%

Buy One Get One 50% off In Subject 734,483 108,004 14.70% 6,154 5.70%
BOGO S0% off in subject line 735,407 106,340 14.46% 6,833 6.43%
-11.00% -23.00%

We miss you! See what's trending now: Modern Fi 553,296 4997 0.90% 818 16.37%
Trending now: Modern Farmhouse meets Barn Chi 553,487 5527 1.00% 1,004 18.17%
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More Testing Ideas: Test “Best Practices”

8 Weird Things You Didnt Kaow Where

Wiy the Vating Rights Act is So
Impartant

\ Tt

b

My

Mikshabke va. Smoothie: § Ways to

v The "rules” around length

v The "rules” around subject

line length

‘N | eveling Up with Data



More Testing ldeas:
Test “"Best Practices”

BIOWHOL'ES
SALE PRICES! °

FARES IN THIS DCAI. FROM — ey

P ‘_€:

v The "rules” around copy

v' The “rules” around CTA buttons Blowhole Sale Prices!
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Using Data for Email Marketing Optimization

When to make changes to your email program

at hame

You're So Close to

INSIDER STATUS

At Home You're Almost There... - Update your info and earn 10% off in-store. Register Now for Access | At Home Feb 12
At Home You're Almost There... - Update your info and earn 10% off in-store. Register Now for Access | At Home Feb 10
Birthday bonus Receiptless returns
A special offer for your Easy returns with the same

JESSICA BEST birthday credit card pta




Test & Learn

What metrics to watch:
v Views (Opens)
v Clicks
v Click-to-View rate

v' Conversions

v" Bounces
v' Opt outs
v' Complaints

(Purchases/Donations/Downloads)

JESSICA BEST



Test & Learn: Which One Won?

Most email platforms allow easy testing. Measure the right metrics!

Bulletproof button split test:

. Bulletproof button - button works for everyone, but failed spam filters

. Image button - no button with images off, but it passed spam filters
Click-to-
Unique Total open Unique Total click open
EMAIL VERSION Open % % click % % ratio
Newsletter w/image button 33.6% 64.0% 8.2% 11.8% 24.5%
Newsletter w/bulletproof 30.4% 72.1% 8.9% 155% | 29.2%
utton
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Using Data for Email Marketing Optimization
Resources - Watching OTHER people’s tests

CXL ™

https://conversionxl.com/research-studies/ https://marketingsherpa.com/

After (\)morkefingsherpa

https://www.nextafter.com/research/explore/

‘ JESSICA BEST


https://conversionxl.com/research-studies/
https://www.nextafter.com/research/explore/
https://marketingsherpa.com/

WORKSHOP: Create a Testing Plan

Draft your testing plan:

* What do you want to test/learn for your email program based on the
ideas/case studies you've seen in class?

* When/how often will you run a test? (When will you start, i.e. what size
will your list be before you start testing?)

* What metric will you measure each test's success by?

 Be sure to include:
* What you're testing + your hypothesis
» The creative distinctions/variations (the copywriting or design that you're testing)
* What metric defines a winner for you (You can have a primary/secondary!)

JESSICA BEST @ @ @



An Email Marketer’s Secret Weapon...
The Birthday Email, aka the Open Rate Champion

TWO M or your Sty
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Email Platform Migration

When to Migrate & Tips for Surviving

JESSICA BEST Email Marketing 201: Leveling Up with Data @ @ @



When to Migrate Email Platforms

* You need more space

* List Growth - i.e. you're scaling out of the great pricing of an entry level platform
» Data storage - i.e. images, PDFs, contact data fields are limited with your ESP

* You need more functionality
« Automation/Work flows
« Segmentation
* Integration/out-of-the-box plug-ins with your other tools
* Cross-Channel Campaign Management and alignment

* You need better support

« A dedicated IP address so you're “master of your own inbox fate”
 Strategic support, not just a Help Desk or Knowledge Base

JESSICA BEST @ @ @



How Long to Plan for Migration

* For very basic accounts, you should plan on at least 30 days to migrate.

 This is because you need to honor opt outs at least 30 days after your final send in
your old system. You'll export your unsubscribes one final time before you close
that account down.

* For each 10 segments/lists OR for every 50 data fields, add +1 month to
migration timeline.

 For each data integration, add +1 month to migration timeline.

* If you have to work with an IT team that isn’t part of your core business/marketing
team (i.e. another vendor), add another month for that integration.

* For each live automation (3-5 emails) that is in place in your old
platform, add +2 weeks to your migration timeline.

JESSICA BEST @ @ @



How Long to Plan for Migration - “Light”

“Contact

| N L AN
. gmR W emfluence
Constant Contact i © S— o XM E]
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How Long to Plan for Migration - Heavy

BlueCross BlueShield
of Kansas City

sSpirit eloqua ) responsys
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Tips for Successful ESP Migration

v Find out (early on) how to export the unsubscribes and BAD (hard
bounced) email addresses from your legacy ESP. It's harder in some
than in others!

v" Have the right people in the room for the training. Determine before
kickoff who will do what - map you process (see next) before you
setup.

v Take training in 2 stages: what you need to get migrated/setup + what
you'll need to really fly with additional features and options later on.

v Test your data integrations with a ‘staging’ account or sandbox. |
promise you'll lose less sleep.

v" Start thinking about integrations EARLY. Not all of your vendors will
play nicely with all ESPs, even though you own the data/are the client.
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