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How today’s email marketers are connecting, engaging
and inspiring their customers

About this study

Email continues to reign as one of the most profitable channels for marketers and
a valuable touchpoint in the path to purchase. However, as most marketers today
know, customers don’t see in channels, they engage with a brand. The ability for
customers to access information anytime and anywhere, share their own brand
experiences and influence the purchase decisions of others has elevated the
expectations of how brands market to their customers.

Last year Experian Marketing Services’ 2012 Email Market Study provided insight
into how leading brands were using specific email tactics. This year, we surveyed
marketers across nine different verticals about their marketing initiatives to shed
light on the ways they are continuing to evolve their email marketing tactics to
create more integrated, customer-centric programs. Specifically, the study will
provide you with benchmarks to gauge your own programs and examples of how
today’s marketers are using email as the hub for cross-channel marketing programs.

Key highlights

As customers grow more accustomed to using different devices and channels to access
information and communicate in their everyday lives, they fully expect brands to intelligently
respond and react, in real-time, to their needs. For email marketers, this requires a deeper
understanding of their customers and the ability to deliver the most relevant, timely and
optimized messages based on all that they know about each customer.

By evoking data-driven strategies leveraging a mix of channels, today’s email
marketers are able to make more informed decisions and develop intelligent ways
to connect and engage with their customers, while inspiring them to become loyal
brand advocates.

The following are the highlighted trends, proven tactics and areas for improvement
in email marketing that we've measured and observed over in the past year.

Growing trends

* Popup windows: Forty-five percent of marketers use pop-up windows on their
Website to collect email addresses. This number more than doubled from last
year (a 107 percent increase).

* Responsive design: Brands are looking for ways to deliver the most optimal
experience to mobile customers. This was exemplified by the use of responsive
design in 2013, which more than doubled from the previous year.
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 Social influence and brand advocacy: Promoting social networks in email
increased in 2013, with Pinterest having the biggest increase of use, followed by
Instagram, which is now being promoted by 39 percent of brands surveyed.

Proven tactics

* Activity segmentation: The majority of today’s marketers (83 percent) segment their
email campaign audiences by past activity data, such as open and click activity.

E-receipts: Of all e-receipts, those with up-sell and cross-sell features have the
highest click and transaction rates.

Real-time triggering: Second abandon cart reminders (a follow up abandon
cart message to an initial email) garner an average 54 percent lift compared to
just sending one abandon cart message, while browse emails that are based on
products or categories a customer has surfed achieve a 3.4x increase in revenue
compared to other promotional mailings.

Reactivation: Confirmed opt-in mailings have 3.3 times higher click rates than
other reactivation emails.

Customer loyalty: Brand loyalist (customers who usually buy more, eliminate
competing brands and products from purchase considerations, and tell others
about their positive brand experiences) click significantly more on surveys,
review requests and “follow us” links for social websites, than non brand-loyalists.

Room for improvement (what marketers could be doing better)

* Customer preferences: Sixty percent of marketers do not give customers
the option to select the types of emails they want to receive, and only 30
percent of marketers let their customers decide how often they want to be
mailed. While actively asking for customers’ preferences is a step in the right
direction, it is also important for brands to monitor and record how customers
are interacting on websites, via email, and on mobile devices, and ensure
they are sending relevant and engaging messages based on that information.

Customer data hygiene: The majority (80 percent) of retail brands collect email
addresses through a point of sale (POS) system entered by a sales associate,
which is a method that has a high potential for error. However, there has also
been an increase in the use of technology to collect email addresses, with
increases in the use of the iPad® and the start of mobile SMS, as well as utilizing
data hygiene tools to mitigate and correct email typo errors at POS. Marketers
should continue to find and improve upon customer data collection and hygiene
methods to avoid the negative impacts of inaccurate data on email deliverability
and overall effectiveness of marketing campaigns.
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Personalization: The majority of marketers ask customers for data, but then
don’t use it to personalize their emails. In fact, 70 percent of brands are not
personalizing emails sent to subscribers. Remember that your customers are
offering you access to this personal information and expect you to use it to send
more targeted, relevant and personalized messages to them.

Connect

The increasing volume and variety of available channels gives marketers the
means to connect with customers in more meaningful and relevant ways than ever
before. For example, more channels equate to more data collection opportunities
— data that can be used to better understand their customers and fine-tune
marketing over time to reach the largest number of high-value consumers. With
the increase of customer data available, it is becoming more important for email
marketers to understand how their customers are engaging with their brand
across all channels.

Not surprisingly, of the brands surveyed, the large majority market in multiple
channels, with almost 100 percent active in email, Web and social.

In which channels does your company currently market?
100% [~ 98% 96%
80%
60%
40%

20%

0%
° Email Mobile Social Print Store Web Broadcast

Source: Experian Marketing Services
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9 Did you know?

Mobile adoption increased moderately in 2013 (17 percent); SMS or MMS are
still only being used by 28 percent of brands.

While 71 percent of brands market in the mobile channel, the majority are not
optimizing the potential to connect and engage with their customers through a
range of different mobile marketing tactics. This is often the case for how brands
are interacting in other channels as well, email included. Marketers need to not
only be present in the various marketing channels available, but really start to
engage with every customer touch-point and continuously learn more about their
customer behaviors and preferences through each channel.

Do you currently send SMS or MMS campaigns?

80% —
60% [

40% [

21%
20% [

7%

n/a ,  nh/a y n/a 0%
0,
0% Yes, both Yes, SMS Yes, MMS Any yes No No, but we plan
SMS and MMS to within a year

W02 2013

Source: Experian Marketing Services
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Data collection tactics

We surveyed marketers regarding their data collection tactics. In 2013, more
brands collected additional customer information beyond email address and are
using a variety of channels and devices to capture data.

* Marketers collecting birth dates, in addition to email addresses, increased by
54 percent over 2012 survey results.

e Twenty-nine percent more brands are collecting customers’ ZIP codes.

* The majority of marketers (45 percent) acquire mobile customers via a form
on a Website.

Ninety-eight percent of brands use Websites to acquire customers’ email
addresses, while only 62 percent of brands use social media for email acquisition.

Of the 97 percent of marketers that collect email addresses in store, 80 percent
are collecting through a sales associate entering the data into a POS system.

* There was an overall increase in the use of technology to collect email addresses
in 2013, with increases in the use of the iPad (six percent) and the beginnings of
acquisition through mobile SMS.

U Trend alert

Collecting email addresses through Website pop-ups

Email address collection points on Websites saw year-over-year increases, with the
largest changes seen in headers and pop-up windows.

Forty-five percent of marketers use pop-up windows on their Website to collect
email addresses. This number more than doubled last year’s survey results with a
107 percent increase. In addition, 28 percent of marketers are now collecting email
addresses in Website headers — an 89 percent increase over last year.
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Example:

Anthropologie displays
a pop-up to all new
visitors inviting them
T to sign up to receive
ccessories  house & home  online exclusives sale search O promotional emails'

There you are—we've been
aLl Ll I I im waiting for you!
° Let's stay connected, shall we?

>

Where do you collect email addresses on your Website?

100% [—
84%
The use of pop-up

windows to collect
email addresses more
than doubled in 2013!

50% 45%

0%
On the At site On a dedicated In the In the Pop-up window  Pop under
homepage checkout email page header footer or layover

W02 [ 2013

Source: Experian Marketing Services
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m Trend alert

Using technology to collect email addresses in store

More brands are using technology to collect email addresses in store in 2013
compared to 2012 survey results, with increases in the use of the iPad (six percent)
and the start of the use of mobile SMS (ten percent) over the last year.

How are email addresses collected?
100% —

80%
60%
40%

20%

0%

iPad POS system - POS system - On paper Mobile SMS
entered by entered by sales
customer associate

W02 2013

Source: Experian Marketing Services
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9 Did you know?

Confirmed opt-in (COI) mailings have high response rates

In today’s email environment, we have seen increasing concerns about list
health, list hygiene and deliverability. COl mailings is one method that a number
of brands use to enhance the quality of their lists.

Experian Marketing Services conducted a study on COI mailings sent by 10 brands
between January 2012 and March 2013. The study compared initial sign-up and
reactivation COI mailings to Q1 2013 benchmarks and found that both types of COI
mailings have lower unique open rates, but much higher unique click rates than
the benchmarks.

COl signup emails

40% — have 2.7 times higher
click rates than
32.6% welcome emails
30% — COl reactivation
mailings have 3.3 times
20% |— higher click rates than
? other reactivation emails
10% [~
0%

Unique Opens Unique Clicks

[ COlI Sign-up (pre-welcome) [l CO! Reactivation
[ Q12013 Welcome benchmark Il Q12013 Other reactivation emails

Source: Confirmed Opt-in (COI) Mailings Study, Experian Marketing Services
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j*? Best practices

COI mailings

COIl mailings are a best practice after POS sign-up to ensure address accuracy, or
for any brand that is choosing to be extra cautious about its list health and growth,
regardless of source.

cmermpon sz | AMeErican Eagle Outfitters® sends
MEN =~ WOMEN SHOES CLEARANCE emails to inactive subscribers
“E asking them to “click to confirm”
their subscription. This is a good
example of a COl mailing designed
to re-engage inactive subscribers
and ensure continued deliverability.

AMERICAN EAGLE
OUTFITTERS

gOU STILL WANTIO REGEIV!
E QUTFITIERSSN

UPDATE PREFERENCES

SHOP OUR SUMMER COLLECTION & GET AN EXCLUSIVE

25% OFF + FREE SHIPPING

AT AE.COM NOW THROUGH 6.10

[ cLick To GET YOuR copE |

SHOPNOW |

An Experian Marketing Services' Study | Page 9



2013 Email Market Study

Which of the following processes do you use for data hygiene?

27 percent of Experian

Marketing Services’

clients use COI for
35% — inactive subscribers

29%

30% [~
25% [~
20% [~
15% [~
10% [~
5% I~

0%

27%

Data hygiene provider Confirmed opt-in Confirmed opt-in None

Source: Experian Marketing Services

Check out Experian Marketing Services’ ebook on Confirmed Opt-In for more
examples of ways you can improve list hygiene and deliverability with COI mailings.

9 Did you know?

Using a data hygiene service like data quality from Experian Marketing
Services on email address can:

e Catch and correct syntax errors
¢ Verify a mailbox exists

* Suppress spam traps and risky email addresses
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m Trend alert

Asking customers for more information

Marketers are requesting more information from their customers to improve their
brand experiences. This year, 18 percent more marketers collected customers’
birth dates, and 16 percent more marketers collected customers’ ZIP® codes than
last year.

What pieces of data do you collect in addition to email address?

80% (—  78%
5%
70%
60%
50%
40%
30%
20%

10%

0%

Firstname Lastname Date of birth  Zip code Full mailing ~ Country Phone Mobile Gender  We only collect
address number phone email address
W02 [ 2013

Source: Experian Marketing Services
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Customer preferences

We surveyed marketers on how they collect customer preferences to enable more
relevant messaging:

¢ While the majority of marketers market in multiple channels, only 7 percent
market based on customers’ channel preferences

* Only 35 percent of marketers ask their customers how often they would like to
be mailed

» Seventy percent of brands are not personalizing emails sent to their subscribers

B Did you know?

Sixty percent of marketers do not give customers the option to select the types of
emails they want to receive.

While actively asking for customers’ preferences is a step in the right direction, it is
also important for brands to monitor and record how customers are interacting on
Websites, via email, and on mobile devices, and ensure they are sending relevant
and engaging messages based on that information.

Can your customers select the types of emails they want to receive?

60%

60%

50%

40%

30%

20%

10%

0%

Yes, based on Yes, based on Yes, based on No
email types product category channel preference
types

Source: Experian Marketing Services
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* Best practices

Ask for customers’ channel preferences

Today’s customers are constantly bombarded by marketing messages and are
continuing to tune out those that are not meaningful and relevant to their everyday
lives at an alarming rate. Lifting response, therefore, cannot be achieved and
maintained solely by increasing frequency. Lift can only be generated by engaging
customers with intelligent interactions that take into account their personal
information and preferences.

Example:

fedescoomn | Ship | Track | Manage | Office/Print Services August, 16 2011

Fed Email? Text? Both?

FedEx® offers customers
the choice of receiving
notices about service
delays by email and/or
text message.

Which service delay notice serves you best?
of us wantto kn uts bt awray, but checking

No thanks, just email » Yes, instead of email » Both text and email »

Follow FedEx: [ (&) (28
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Frequency: Ask subscribers how often they want to be emailed

Only 35 percent of marketers let their customers decide how often they want to
mailed. By collecting customers’ message frequency and channel preferences,
brands can:

* Drastically increase customer engagement
* Decrease spend
 Avoid subscriber Spam complaints

Example:

about me contact me where i zip refer friends. Zl pcar@? g iVeS I-tS

Tel us how (and when) you'd like to hear fom us cu StO mers th eo pt | on
my contactinfo P .

of receiving different
Mobile ph ber: () Two- tivated. Learn how to text .

obile phone number: (4) Two-way acuvated. Learm how to types Of emall and/
my alerts t t | t b d
Alerts give you timely information about your resenvation. We do not charge for text alerts (however standard text messaging rates apply). or text alerts ase

text me email me

T on how and when the

Remind me 30 minutes before my reservation ends, and let me know if the

caris available for extension. Also give me a heads up if another member o t t t h

e o customer wants 10 hear

Wl See how to extend via text message f h

36 Hours to go Alert rom t € company.

Remind me 36 hours before my reservation is scheduled to begin

See you in an Hour Alert I

Remind me one hour before my reservation starts.

zoops! Alert *

That's Zipcar for oops. Send me a message if Zipcar needs to move my

resenvation. (This doesnit happen often.)
my communication preference

text me email me
Send me news or swest diiving deals ]
save
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9 Did you know?

The majority of marketers ask customers for data, but then don't use it to
personalize their emails.

In fact, 70 percent of brands are not personalizing emails sent to subscribers.
Remember that your customers are offering you access to this personal
information and expect you to use it to send more targeted, relevant and
personalized messages.

For example, emails with personalized subject lines have 26 percent higher unique
open rates than non-personalized emails (19.4 percent with personalization
compared to 15.4 percent without). The lift from personalization, however, varies
by industry. Personalized subject lines have provided the biggest boost in

unique open rates for travel companies (unique open rates of 28.5 percent with
personalization compared to 17.3 percent without).

Personalized subject lines have provided the largest lift in unique open rates for
travel and multi-channel retail emails

80% —

70% [—

65%

60%

50%

40%

30%

20%

10%

0%
Allindustry ~ Publishers  Consumer  Media and Business  Catalogers  Multi-channel  Travel

products  entertainment products retailers
and services and services

Source: Experian Marketing Services

Note: If you are concerned about data integrity (users entering inaccurate
information), we suggest using personalization with data from sources, such as
rewards programs, where a user is more likely to accurately enter his or her name.
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5*? Best practices

Ask customers to complete their online profiles

Start by welcoming new reward program members and reiterating the program
value proposition in a series of welcome messages. Once you have collected
members’ online profile information, use that information to enable relevant
messaging in future emails.

aeLe American Eagle Outfitters®
uadlver, = SENe (AEO) and Aerie® (a sub-brand
= = of AEO that carries women's

THANKS FOR SIGNING UF!

WE * OUR F intimates, swimwear and
\{|',’1,,\|\;|\:fy“ other accessories) execute a
pelh A T ¢ special life cycle campaign

to form a deeper relationship
with the brands’ customers,
educate them about the
loyalty programs and drive
conversion.

suwevouirs NEIEREN

MEM | WONEN | FOOTWEAN | COLLEGE + P30 CLEARANCE

HEY THERE,

GET REWARDED

FOR SHOPFING THETWO
BRANDS YOLU LOVE: AF & AFRIE

-
RECEIVE ACCESS TO EXCLUSIVE SAVINGS
QFPORTUMITIES AN G COLLECT REWARDS
WITH EVERY DOLLAR YOU SPEND.

THE GOODS REGISTER ONLINE

- EARM REWARDS WP TO 46% OFF FOR 243 ACCOUNT ACCESS, POINTS BALANCE
- ATPEQAL BRTHOAY SURFRISE AND PROGRAM DETAILS, FEGISTER ¥OUR
“BUY 5 AEAIE BRAS, GET THE 6™ FAES ACESUMT ANBRECEIVE 38 DOMUE ROKTE!

+ MEMBERS-ONLY SALES AND EVENTS
REGHTER NOW

-
YOU STARTED AT AE AND AERIE.

HERE ARE TWO GREAT DE

360-degree sign-up process (email, mobile, Web and in-store)

Take advantage of online data capture and welcome email messages to convert
online customers to loyal members. In the examples below, Famous Footwear
leverages online account registration forms to ask its customers for basic
demographic information and answers to “golden” questions that allow the brand
to gain insight into its customers’ shoe interests and channel preferences.
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Create an online account and become a REWARDS member.
current REWARDS membars
R ICCT BTN o RewAros Number here il st FFAMOUS'W"SM""‘” st
e BRI faowear: VICTORY 1S YOUR
-
W o= 8§
0 = 41
FAMOUS SRuNDS,
M = 31 your informatian e L FAMaUs
0 = aa e oy et o
0 - gm  Teems —— VICTURY IS YOURS
$1spent = 1 point
e mta Monte Pron Vlfell:omﬁ to REWARDS, where
How dons REWARDS work? Victory Is Yours!
. ::m .myl g Pe—
Ho Toroma 35
coruifcan (up @ §25)
“adcronn §
your email sodreas ped
» 26 bonus peinls whea you EmBAGE
pkirhy o) Ot motoe it 0. Born 00 PO,
FEuAROS s 2
[r—————"
R S|
y omai. e
= 100 bonus
.m,m mm s o Sinnary
200 SN | ALABAMA
Gancar
tellus move about you
[——
s o st e kit
£ [—————— Ty T
o s o tpicaty shop for? Moy
v orery 8 Toutss ‘communication pri
iy {Ages 047} Harushy
hy (s 89 Style incerests - click all that apply:
nwhat anauagn g0 you arfe 0 ectie conmnicaons s
Englien Busdoorbing
Sparish ‘High Heas
How would you peafer to receine fiture Revards. Gertort
Coms “echncal Running
s
i Fanhisrenia ATicties
-
Cayosuse:
P
it
{ i o

360-degree sign-up process (email, mobile, Web and in store) — mobile

Take advantage of mobile usage growth and allow customers to enroll in rewards
programs through their mobile phone. The mobile sign-up example below enables
enrollment for Famous Footwear’s rewards program through a quick, easy and
convenient experience.

e, bes moblichiac

| 6=ARISTIOSEIVFTRNE |
(,-H.Mﬂus | Msg&data rates may apoly |

- | SCOREBIGWINS | SCOREBIGWINS | EEeice.
e otk . JUST BY SIGNING UP JUST BY SIGNING UP || regaime. Fopy ete i :

; | STOP to cancel
bngm.?lununmun 8 VITORY 5 10UES NICTOR1 IS YOURS Lok, STOP to canc .
BiteL//d2c e mobi/ta? ; " fiamcusnCostimas Huc )
You should receive your rewards “Required bt yoOur Rewars member £:
p=A245TIDSEIVETPES | mumber ehortly! b ' 1. Earn poinis
My tdaia ooty M0 2012 Brown ot Company nd its subsidiaries. ) ikt Ll e
2013 Brown ¢ pany and s subsid e con eamup te $100 &
lastmare” | yoarl MogRdata rates may

v sadranan | | L apoly

apartment | =
m @ | » = m g |[olEE Tt

An Experian Marketing Services’ Study | Page 17



2013 Email Market Study

Activities

From strategic email program planning to one-to-one message personalization,
data has long been used to help email marketers make more intelligent decisions.
What is changing so dramatically today, and creating massive opportunity, is

the rapidly growing quantity of activity data, particularly across digital channels.
While the scale and unstructured nature (e.g., Tweets, posts, reviews) of new data
sources can be daunting, this real-time activity and behavioral data is opening up
new avenues of opportunity for email marketers to engage their customers with
more coordinated and relevant interactions.

38 Trend alert

Segmentation

The majority of today’s marketers (83 percent) segment email campaign audiences
by past activity data, such as open and click activity.

What type of email segmentation do you use?

100% —

80%

60%

40%

20%

0%

Recency Value Past Past activity Demographics Engagement Language None
(time on list) transaction (open, click (gender, age, score (French,
activity) location) Spanish)

Source: Experian Marketing Services
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~—38 Trend alert

Activity-based remarketing campaigns

All types of remarketing campaigns increased in 2013, with significant increases in
customer activity and browse-based campaigns.

Abandon form or activity remarketing campaigns more than tripled this year
compared to last year.

What types of remarketing campaigns does your email program include?
90% [—

80%

70, 18%

70%

60%

344% increase!

50%
’ More than tripled
: 44%
0% in one year. 131% increase!
More than doubled
10 S3% in one year.
20% 31% e 30%

20%
15%

10%

0%

Abandoned Abandoned Abandoned Product Category Browseon Replenishment Back Thank you
cart cart series form or browse-  browse- sale instock for purhcase
(one message) activity based based (not order or
ship confirmation)

W02 B 203

Source: Experian Marketing Services
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URBAN OUTFITTERS
|WOMENS MENS APARTHENT SMLE |

Urban Outfitters remarkets to customers
based on items in abandoned carts that have
gone on sale, while serving up personalized
recommendations based on items in each
customer's own cart.

SOMETHING I YOUR CART
JUST WENT ON SME

) sentm

000

SOMETHING I YOUR CART
) JUSTENT ON SMLE } GET IT!

Kimchi Blue Lyra

Now $39.99

0U MAY ALSO LIKE

T‘lﬂb yw

R NSRS P
pommges e iy
$e2.00 $39.99 was $69.00 i
FREE RETURNS | & EXCHaNGes* > Now $39.99
VB Y o@ert wido o YOU MAY ALSO LIKE
Engage

From both a customer satisfaction and a deliverability standpoint, it is imperative
that marketers continuously seek out new ways to improve upon email
engagement. By capitalizing on data-driven email tactics and new trends in
creative optimization, email marketers can delight and enchant their customers
with optimal brand experiences that inspire more meaningful and profitable long-
term relationships.

E-receipts

Experian Marketing Services’ Q1 2013 email benchmark study reported the
continuation of a new trend in transaction-based emails: the offering of e-receipts.
An electronic receipt (e-receipt) is an alternative to paper receipts that customers
traditionally have been given at the POS. As consumers become more
environmentally conscious, more digitally savvy and more mobile, the
e-receipt has gained in popularity.
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A

* Best practices

Basic e-receipts

The example below displays a basic e-receipt, which is simply a digital version of
a paper receipt. Transaction details and the brand name are included, as well as
contact information for returns and customer questions.

Thark yeu for shopp ing ot ABS Eigles

Brand name

Thanks for shopping at ABC Styles!

Trans, 1820 Stare: 30710
Feq 002 T 1002
Cashier: 1487311 Sales: 14978711 5
Store details
555 PARK AVE

Mew York, MY §5555

“ iiT 37 I'ill 1ﬁ EH '::.’u’:i':

||III|I I|||||IIII|||IIIIIII|I Bar code

BOT 100021 E2003222013
24 i
H
ITEM #: ITEM DESCRIPTION: aTy: PRICE:
QBET532316885 Anb-Bas PacketBas 1 TE.OD
OBETEI2 11 BAAL Anb-Bac PocketBac 1 13500 ==
Purchase details
PFAYMENT METHOD; Subindal 16300
Tatal 18800
Credit 185.00
Tatal Tender: 183.00
Cliek here fof cur stare retum policy. Relevant pﬁliCiES

Source: Experian Marketing Services Q1 2013 Email Benchmark Study
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Fast facts

E-receipts further customer engagement

E-receipts provide an opportunity to further engage customers with your brand
and extend the relationship. To identify early trends in the growing practice of
e-receipts, Experian Marketing Services’ study looked at 12 brands that regularly
deployed e-receipt emails in 2012:

* Trends show e-receipts achieve higher open rates and revenue per email than
bulk promotional mailings

* Of all e-receipts, those with up-sell and cross-sell features have the highest click
and transaction rates

E-receipts have higher open rates, but lower click rates than bulk emails
35% — 33.7%
30%
25%
20%
15%

10%
4.5%
0.07% 0.06% 0.6%

5%

0%
Unique opens Unique clicks Transactions Bounces

. E-receipts . Bulk e-mail

Source: Experian Marketing Services’ 2013 Q1 Email Benchmark Study
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* Best practices

E-receipts can be enhanced to go beyond “basic receipts” by providing up-
sell and cross-sell opportunities as part of the e-receipt layout.

E-receipt enhancements may include:

* Website navigation and shop online links

* Colorful layouts and sections for promotional images
* Links to related brands

* Links to social media sites

* Product recommendations

e Dynamic sale or inventory banners

¢ Opt-in to promotional emails

e Surveys
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9 Did you know?

Although customers have just made a purchase, transactional emails (eg.
order confirmations, shipping confirmations and return confirmations) are a
great means of garnering an additional sale.

According to Experian Marketing Services’ Q3 2013 Email benchmark study, the

highest transaction rates (for transactional mailings) were seen in those emails
that included upsell or cross-sell sections.

Mailings with cross-sell sections had higher transaction rates
1.2% —

0.97%

1.0%

0.8% —

0.6% 0.60%

0.47% 0.51%

0.4%

0.2%

0%

Order confirmation  Shipping confirmation Return confirmation

[ Without cross-sell [l With cross-sell

Source: Experian Marketing Services’ 2013 Q3 Email Benchmark Study
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Example:

Thank you for shopping at ABC Styles.

ABC Styles

TOP RATED ONLINE EXCLUSIVES NEW

Thanks for shopping at ABC Styles!
555 PARK AVE

New York, NY 55555
QUESTIONS? Call 1-800-555-5555

80710002182003222013

Trans.: 1820 Store: 80710
Reg. 002 Till: 1002
Cashier: 1497811 Sales: 1497811
Item # 0667532316865

Item Description:  Anti-Bac PocketBac

Visit our new

Quantity 1

Oiscount €79 SoHo Storel
Price: 115.00
Item #: 0667532316865

Item Description:  Anti-Bac PocketBac

Quantity 1

Discount (65.75) T
Price 78.00 Store Hours:
Total Discount: (12.50) Mon-Sat 10am-9pm
Subtotal: 193.00 Sun 11am-8pm
Total: 183.00

Credit: 183.00

Total Tender: 193.00

You May Also Like:

Arden Top Silk Jacket Combo Day Dress Reese Silk Blouse

Price: $212.00 Price: $79.99

STAY CONNECTED: ﬁ D ﬁ

Price: $152.50 Price: $120.50

Source: Experian Marketing Services’ Q1 2013 Email Benchmark Study

How today’s email marketers are connecting, engaging
and inspiring their customers

Enhanced e-receipts generate:

=y,
Z)
n>

Up to 600% INCREASE

(0.18% basic to 1.26% enhanced)

Transactions

Up to 125% INCREASE
(0.04% basic to 0.09% enhanced)

_ 9o |
s Revenue per email
Up to 360% INCREASE

($0.05 basic to $0.23 enhanced)

Source: Experian Marketing Services

Note: When designing e-receipts, it is imperative to follow current CAN-SPAM Act
regulations in place for transactional emails. The Experian Marketing Services’

white paper, “Point of sale email: Managing compliance, privacy and deliverability

with in-store email acquisition”, has specific recommendations for making sure
your e-receipts are compliant.
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Creative trends

Brands are always looking for the best way to deliver an optimal and engaging
customer experience. As such, emails are becoming more active, with the use
of animations and videos more than doubling since 2012, Additionally, the use
of responsive design, which ensures emails render optimally on all devices, also
more than doubled.

Tips for email animation:

e Animations in emails are comprised of three components: the number
of frames, color, and actual overall size of the animation (the size it will
appear onscreen)

* The key is to keep the video or animation as small as possible; you don’'t want it
to take up the entire width of the layout

e Smaller is always better, so when considering adding animation in email, keep
those file sizes down

Which of the following features have you used in your email creatives?
80% —

74%

70%

60%

50%

40%

30% |—

20% |—

10%

0%
| \'S of o\ xeh N
veiie e\ A . \Y
\,\o&\ \(ec’“\l\ed\aQ 0P Qo (oo N\\«\a&e
ot
(35‘)

ag(av“ axed

e
‘ SO o
R NC AN

202 B 2013

Source: Experian Marketing Services
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@ Fast facts

It is important to make sure that your email creative is designed for mobile.

Mobile opens are on the rise, and there’s no indication of the trend slowing down.
The following data is taken from Experian Marketing Services’ 2013 client survey
and the 2013 Email plus mobile report:

 Half of all unique email opens occur on mobile devices
* The majority of unique clicks (39 percent) occur on mobile devices

* Twenty-four percent of brands have done no email optimization for mobile
devices, but 24 percent of those respondents are planning to in the next year

i*? Best practices

Optimizing for mobile

Make sure your emails are as visually appealing and as user-friendly as possible
— think about how they will look on a smaller screen and how customers might
interact with touch keypads.

The email from Free People below is good example of the mobile optimization
features and tactics brands can leverage to deliver their on-the-go customers a
more mobile user friendly experience, such as:

e Streamlined navigation
* Slimmer design

* Larger copy

* Mobile app call-outs

e Larger, tap-friendly calls to action
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Example: Mobile friendly email design

£ogqrag

J‘Cg e [ irnen m

m Trend alert

Responsive design

Responsive design templates can
automatically adjust email layouts or (grids) to
deliver a consistent experience for customers
across platforms. Case studies of brands
testing responsive design have shown
increases of up to 63 percent in click rates and
18 percent in transaction rates when using
responsive design.

Brands testing responsive design
have seen up to a

03 percent increase

in click rates

and an
18 percent increase

in transaction rates

Source: Experian Marketing Services Email plus mobile interactions report
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* Best practices

Optimizing emails for mobile with responsive design

There are still some “traditional” email marketers that feel that making a design
adhere to a mobile template or grid is cause for creative compromise. However, if
you look at the following side-by-side comparison of a desktop and mobile email
using responsive design, you can easily see that both versions maintain artistic
integrity, while optimizing for the viewing platform. Responsive design does take
longer to code, so you should always plan extra development time, but the final
results can make the extra time worthwhile.

Responsive desktop email Responsive mobile email
M I,-'
:(\"'i."'"'-_.‘i o May 21, zo13 @ o=
JJM DISPATCH

Fitness | Gear | Travel | Advee

| i aT2T 2G 8:39 AM )
Mailboxes Inbox (25) Edit

May 21, 2013

Oit=idls  oispatcn

Fitness | Gear | Travel | Adventure

The 2013 Sw

mmer Buyer's Guide

Prossring the ssason's 2% must hae produc

The 2013 Summer Buyer's
Guide

It's that ime of year again. Presenting the
season's 329 must-have products,
including bikes, boats, surfboards, and

; 2 more.
[l 4 Travel Tech Essentials for 2013
Hiting the mad Bring Bass gadgets, and
noohes.

READ MORE »

READ MORE »

5 Legal Ways to

Need fo gain an edge?
These five performance
enhancers are safe and
won'l get you popped.
READ MORE »

Ji®

READ WORE »
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9 Did you know?

Responsive design works on all iOS and Android devices, as long as the
message is opened on the device’s native email app.

Problems arise when using Web-based apps, such as Gmail and Yahoo. These
apps don't always recognize the additional CSS coding that is needed in order for
these emails to be responsive and will open the desktop version instead. Gmail is
starting to show some compatibility, but rendering issues persist. As mobile opens
rise in popularity, we may see an increase in responsive recognition.

3*? Best practices

Optimizing Websites for mobile

Sixty-five percent of brands currently have a mobile site, and 19 percent more
plan on having one within the next year. Remind customers of the online mobile
experience through email, social media and in store.

FREE SHIPPING
ON ALL ORDERS OF *125 OR MORE

$7.95 FLAT-RATE
SHIPPING OM ALL ORDERS UNDER "125*

NEW ARRIVALS ~ TOPLOOKS  APPAREL  SALE SHOP MOBILE D

’ ONLINE ONLY!

7 37 PM WHEREVER YOU LIVE!
The Limited entices SEDRE BIB
customers to visit and
shop on their mobile 47% OFF
site with exclusive

YOUR TOTAL PURCHASE

Use promotion code SUPER47 at online checkout.

SHOP NOW »

email offers.

@lOQUil OUR SISTER BRAND IS PARTICIPATING TOO! SHOP ELOQUII »

FIND A STORE PRIVACY POLICY GIFT CARDS THE LIMITED CARD UNSUBSCRIBE l] L J @
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Do you currently have a mobile site?

No, but we plan on
implementing one
within the year

No, 19%

No, 16%

Yes, 65%

Source: Experian Marketing Services

m Trend alert

Recommendation engines

Overall use of recommendation engines increased from 40 percent in 2012 to 49
percent in 2013. While most brands (66 percent) use recommendation engines
on Websites, 41 percent are also using the tool to enhance transactional emails
(order/ship confirmation, etc.)
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Do you use a recommendation engine?

Yes, from a
third party

No, 51%

Yes, 17%

Yes, internal
program

Source: Experian Marketing Services

@ Fast facts

Personalized mailings can drastically increase engagement and transaction rates.

* Personalized promotional mailings have 29 percent higher unique open rates
and 41 percent higher unique click rates than non-personalized mailings

* Personalized, triggered mailings have similar lifts, with 25 percent higher unique
open rates and 51 percent higher unique click rates

* For promotional mailings, personalized emails generate transaction rates and
revenue per email that is more than six times higher than nonpersonalized emails

* Personalized, trigger campaigns result in more than double the transaction rates
of nonpersonalized, trigger mailings
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9 Did you know?

Cross-channel dynamic content

True cross-channel marketing platforms allow you to create a dynamic content
object once and apply it to an email message, as well as messages in other
channels. Check out our ebook for more information on how marketers can use
cross-channel dynamic content to create more personalized messages that are
coordinated and consistent across channels.

Real-time message triggering

One issue that’s often overlooked by marketers is making sure email programs are
optimized with triggered messages based on customer interactions or insights.
Although triggered messages may be slightly more time intensive at the outset,
they're the workhorses of an optimized email program.

E Fast facts

Triggered email messages are extremely effective and also help to engage
customers and keep them active on your list.

* Second abandon cart reminders (a follow up abandon cart message to an initial
email) garner an average 54 percent lift compared to just sending one abandon
cart message

* Browse emails that are based on categories or products a customer has surfed
achieve a 3.4x increase in revenue compared to other promotional mailings

* Thank-you-for-purchase emails achieve a 13x increase in revenue compared to
other promotional mailings
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A

* Best practices

Personalized automated emails that drive loyalty and conversion
Marketers can often get so caught up trying to get promotions out the door
that they ignore longer-term programs that can, ultimately, contribute more to
their bottom line and can help avoid the coupons and promotions scramble. To
customers, triggered response messages based on their actions are often very
timely and relevant.

Example:

20% Off vourhextOrsen

FREE SHIPPING OVER $70"

bare
necessities

ANTES DD+ PLUS SHAPEWEAR HOSERY SWIM MEN SAl

bare
necessities

BRAS SWIM PANTES DD+ PLUS SHAPEWEAR SLEEP MEN CLE

Thank you for your purchase.

P8 ¢

| A D
on (UT‘(]/\”Q pranas | .. . » '
when you shop through this email. |
=
[>svor o )

Calvin Kiein
Cotton Classic Knit Boxers 3-Pack

| —
| -
GET INTIMATE WITH US n m W
LBV o R
CUSTOMER SERVICE MY ACCOUNT ABOUTUS  RETURNS B EXCHANGES €Lk  LIKE THIS EMAL We'll save the items in your shopping cart

SELNIMAEN SR O AN

CUSOMERSERMCE | WYACCOUNT  ABOUTUS  RETURNS & EXGHANGES e This e

Hbarakchian-ouboundabandonzachectahmaicom

soacleterge borsnscomiten.com

et FREE SHIPPING’

on the items YOU LEFT BEHIND! tand everything else on our amazing site!)
when you shop through this email. Checkout Now!
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9 Did you know?

Welcome series

A welcome series provides a unique opportunity to acknowledge, educate, and
engage your subscribers. Such programs begin with an email expressing a sincere
“thank you” for joining the program and often contain a special offer. The series
continues with educational information, such as tips, best practices, links to how-
to videos, as well as special offers that keep your brand top-of-mind and rewards
subscribers for their continued interest.

@ Fast facts

Emails that are part of a welcome series outperform standard promotional
emails in terms of response and revenue earned.

According to Experian Marketing Services’ primary research across multiple verticals:

» Standard promotional emails have a 0.06 percent response rate and earn
$0.06 in revenue per email

e “Thanks for joining us” emails that kick off a welcome series have a 0.95 percent
response rate and earn $1.29 in revenue per email

WELCOME IN OUR IN-HOUSE DESIGN STUDIO
i TO THE PARTY
Now that we're acquainted..
ENJOY FREE SHIPPING ON US
Just u;n?’tEhLecnéo’:InE code:
N R]:SQR = And always remember...
E\\\‘%’ U; e ;, VVCT{‘L/I n/g I "1/(7 Fi LL(/
' ¢ ] i .
Q[ R A . Wt [ J l/l/'V]/j’ TV
Lo e wpel o
I([\.l|,11~1»{ > nvvd{ - b‘;[h ’“vl/r
e mef wey
4
‘I/’Ll wly ?j

THAT TALK BACK \

Lilly Pulitzer® welcomes its customers with a fun and
simple, mobile friendly email that tells the story of how
the brand came to be and an offer for free shipping on
their next purchase using the promo code: Welcome.
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Testing
* Ninety-four percent of brands perform testing on email campaigns

 All types of testing saw increases in usage in 2013

* Subject line and creative tests are the most popular among marketers surveyed
and are also seen as having the most impact (as shown in the charts below)

Of the tests you perform on your email campaigns,

80% which has had the most impact?

70% |—

62%

60%
50%
40%
30%
20%

10%
5%

oo o N, o

0%
Subject line Creative Frequency Time of Dayof HTMLvs Callto  Product

day week text action placement products

Source: Experian Marketing Services
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ﬁ Trend alert

Creative testing

While creative testing is the second most frequently used testing parameter,
there are many different dimensions of email creative that could possibly affect
subscriber engagement: layout, main image, call to action, color, size, etc.

What types of testing do you perform on your email campaigns?

100% —98%

80%

60%

40% 39%

20%

N o Q0N et A ot
. o\,\ \e‘li\ ea\\ \)e“c of & W \ oC o 6 \13‘\ N
S \)‘O\z‘e—‘(\e’a’d e < ((\eo yo©° \’\,(N\\, C,A\\\Oc\ \9\30 . JER (’(\e(\d‘i N\\)\’& o\\((\

PO o™ NS

Source: Experian marketing Services

Multivariate testing for creative

Depending on the number of factors you are interested in testing and the amount
of variations you have to test for each factor, the overall number of potential
creative combinations can quickly become rather daunting. Through the use of
multivariate testing, it is possible to reduce the number of combinations to test
down to a much more reasonable figure.

For example, if you are interested in assessing the effects of two different layouts,
two different main images, five different calls to action, two different background
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colors and two different sizes, you are left with 80 different email combinations
to test. In fact, a properly designed multivariate test can reduce the number of
combinations to test from 80 down to as few as 16, a much more manageable situation.

Single Full factorial Fra.ctionall
factor A/B design factorial design

Layout

Call to action

Image

Call to action Call to action

Easy to manage, but Broadest learning, but expensive Complex to design, but most
slow and narrow and often infeasible efficient and effective

Source: Multivariate Testing: Understanding multivariate testing techniques and how to apply them to your email marketing

strategies, Experian Marketing Services

Multivariate testing gives marketers the ability to easily identify which factors have
a significant effect (and conversely, which factors show little to no effect) on user
engagement, along with the identification of what the optimal settings of the email
factors should be in order to maximize subscriber response/engagement.

For testing techniques and ideas to apply them to your email marketing strategies,

view our white paper; Multivariate testing: Understanding multivariate testing
techniques and how to apply them to your email marketing strategies.

Inspire

Customers today are more vocal and influential than ever before. In fact, 77 percent
of adults on social media have shown support for a product, service or company
through their networks. It is important for email marketers to understand who their
brand advocates and loyalists are as well as what drives them, so that they can
continuously build upon that advocacy and strengthen relationships. For example,
results from a recent Experian Marketing Services’ survey show that loyalists
engage more with emails that include invitations to become a fan of a brand on
social media sites. By effectively leveraging the power of social communities and
vocal brand advocates, email marketers can gain new opportunities to expand
their reach, while building a loyal customer base.
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Customer loyalty

Did you know?

A recent study by Experian Marketing Services found that 34 percent of the
U.S. population consider themselves to be loyal to at least one brand.

The study also revealed that loyalists are more likely to respond to mobile
campaigns and to purchase products that are advertised on social media sites,
highlighting the importance for marketers to create loyalty programs that span the
customer journey, across all channels.

Brand loyalists mobile and social network attitudes

I do not buy unknown brands 80%
merely to save money
| usually only shop at my favorite stores 76%
because | know they have brands | like 67%

| like to share my
knowledge with others 63%

75%
| enjoy owning 75%
good quality things 63%

| usually read the
information on product labels

70%

. 69%
| always look out for special offers 57%

I'm always looking for new 60%
ideas to improve my home 52%

When buying toiletries, the brand

59%
| choose is very important to me 44%

| ask people for advice
before buying new things 43%

Price isn't the most important factor — 50%
it is getting exactly what | want 38% | | | |

0% 10% 20% 30% 40% 50% 60% 70%  80%

55%

Percent of each population

. Percent of loyalists . Percent of U.S. adults

Source: Building customer loyalty in a cross-channel world, Experian Marketing Services

Fast facts

Four quick facts about brand loyalists

* Thirty-four percent of the U.S. population can be defined as brand loyalists
(customers who usually buy more, eliminate competing brands and products from
purchase considerations, and tell others about their positive brand experiences)

* Eighty percent of brand loyalists claim they don’t purchase from unknown
brands merely to save money

¢ Loyalists welcome new ideas and respond with double the transaction rates on
campaigns highlighting new loyalty program benefits

¢ Loyalists provide significantly higher click rates on surveys and review requests,
as well as invitations to become a fan of a brand on social media sites

Source: Building customer loyalty in a cross-channel world, Experian Marketing Services
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“38 Trend alert

Mobile campaigns with coupons grew in popularity, as did location-based
messages, which more than doubled since 2012 survey results.

What type of mobile campaigns do you currently send?
80% 75%
70%
60%
50%
40%
30%
20%

10%

0%

Promotional Promotional Location-based Service or Messages with
without with coupons / triggered social features
discounts discount codes messages

Source: Experian Marketing Services

5*? Best practices

Location-based mobile campaign
Case study: American Eagle Outfitters®

Stl’ategy [l ATET 3G 4: =
* Involve loyalty members in in-store window p—
‘ ewal .:'

decorations, turning the relationship collaborative ||
AE: Thx 4 subscribing

* Tie mobile SMS to stores D

rates may apply. Reply
HELP 4 help, STOP 2
cancel. Look 4 offers

Execution soon!
¢ Use SMS to drive members to local stores

25 janv. 2013 18:16
AE: Show Us What
You Love! Put A

* Provide customers with an opportunity to have a e

voice through their stores (Valentine's Day). The ool
message mostly focuses on the possibility of v i

having a personalized heart in the store window. o G
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* Best practices

Ratings and reviews using social voices

Case study: Product review test by American Eagle Outfitters®

Strategy

* Test to assess how displaying customer reviews or both ratings and reviews
actually influences performance and response

* Leverage other customers’ voices to promote the benefits of a service by product
* Social communities are strong influencers, creating a “viral” effect

* Asking customers to review is a form of customer recognition, showing that the
brand values their feedback

Execution
* Ratings and reviews were powered by Experian Marketing Services’ partner, Bazaarvoice
* Experian Marketing Services deployed the email test

AMERICAN EAGLE AMERICAN EAGLE AMERICAN EAGLE
OUTFITTERS OUTFITTERS

HAND.PICKED BY AE EXPERT ) FEATURING OUR HOTTEST DRESS AFFECTIONATELY PUT TOGETHER JUST _
(OU... AND YOUR VALENTI 2 ¢ & FAVORITE EXTRAS g \ FOR YOU... AND YOUR VALENTINE.
e T W \ [ooes T ]

A I.llllK IIF I.UVE = A I.IlIlK OFLOVE ) - ~*§ ALOOKOFLOVE ) < -

Results

* Ratings and reviews email received the best results
* Revenue per email: 16 percent increase

¢ Open rate: 3 percent increase
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Do you solicit ratings and reviews via email?

Yes, 51% No, 49%

Source: Experian Marketing Services

Social influence and brand advocacy

Many of today’s marketers are leveraging the power of social communities to
increase customer engagement and expand their brand’s reach. For example, the
following is a list of the percentage of Experian Marketing Services’ clients that are
using social tools and tactics in their various marketing campaigns to encourage
and enable social sharing.

* 33 percent of clients have used “pin it” buttons in emails
¢ 43 percent of clients have used “like it” buttons in emails
¢ 21 percent have used “tweet this” buttons in emails

* 15 percent of clients allow social sharing at checkout

U Trend alert

Promoting social media in emails

Ninety-six percent of marketers promote social media in headers and footers. For
example, the email on the next page from Steve Madden® prominently displays

an Instagram hashtag in the header and a call to action for customers to tag
photos of their floral looks with the hashtag to be featured on the brand’s home
page. Hashtag campaigns such as this one are a fun and effective way to engage
customers that are active on social media and organically expand the reach of new
products through the advocacy of fans and followers.
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STEVE MADDEN ™=

100%
90%
80%

70%

60%

50%

40%

30%

20%

10%

0%

o | & e sanzenns. @) @ O O O ©

How do you display or promote social media in emals?

With Instand ~ With “pinit”  With “like” With With In subject
banners alone buttons buttons  “tweet this”  sweepstakes lines
emails buttons  with social tie-ins

Source: Experian Marketing Services
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Promoting Pinterest and Instagram

When asked which social networks brands display or promote in emails, Pinterest
had the biggest increase compared to 2012, while Instagram is now being
promoted by 39 percent of brands.

Which social networks do you display or promote in emails?

100%
80%
60%
40%

20%

0%

Facebook Twitter YouTube Google+ Pinterest ~ WordPress/ Instagram None
Blogger/
other blog

W02 20

Source: Experian Marketing Services
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9 Did you know?

Forty million photos are uploaded to Instagram every day.?

Photos are hot! Use photographic visuals to tell your story, engage your
audience and draw customers to your brand. Don't have great photos? Let your
users tell the story.

Example:

“%E. FREE SHIPPING ON ALL ORDERS*

STARTS TODAY. ENDS SUNDAY.

]
otte best-selling #Mobium running shoes.
c and tell @puma what you think.

»

JUST ARRIVED @ THE PUMA STORE:
‘Wamen, & Mobium Elite Running Shoes

(Try ‘em. You'll §P'em.)

Puma® sends emails to customers promoting interaction with the brand on
Instagram. By incorporating eye-catching Instagram photos in the body of the
email and a call to action to send photos of its “brand new, best selling #Mobium
running shoes” to its Instagram handle, Puma® entices customers to spread
awareness of its new product through organic brand advocacy.

2Source: The State of Social Sharing in 2013, WebHostingBuzz
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Conclusion

Whether you are looking for ways to collect and harness more customer data,

or engage and inspire your customers with more optimized campaigns, this
study gives marketers a current look at strategies and tactics brands are using to
improve email engagement and leverage email to drive cross-channel marketing.

Survey results should provide you with benchmarks which you can reference to
evaluate your own email programs or use as a factor when determining new ways
to leverage your mix of data and channels to create more intelligent interactions
with your customers.

If you are looking for strategic or tactical guidance to create more intelligent
interactions with your customers through integrated email marketing, contact your
Experian Marketing Services account team, call 1 866 626 6479, or visit us online at

http:/www.experian.com/marketingservices.
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Experian
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About Experian Marketing Services

Experian Marketing Services is a global provider of integrated consumer
insight and targeting, data quality and cross-channel marketing. We help
organizations from around the world intelligently interact with today’s
dynamic, empowered and hyperconnected customers. By coordinating
seamless interactions across all marketing channels, marketers are able to
plan and execute superior brand experiences that deepen customer loyalty,
strengthen brand advocacy and maximize profits.

Intelligent interactions. Every time.
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