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Presentation Notes
This study was sponsored by two offices in the Department of Energy: The Office of Energy Efficiency and Renewable Energy, Weatherization and Intergovernmental Program and the Office of Electricity Delivery and Energy Reliability.Why this study?The Recovery Act provided billions of dollars to state energy offices and local governments to fund energy efficiency, renewable and other energy-related projects and programs. Primary objectives were short-term job creation and significant energy savings, with an emphasis on shovel ready projects where available. Other objectives include using the Recovery Act to jumpstart sustained clean energy efforts that could outlast the Recovery Act performance period. Our study looks at how state energy offices chose to allocate those funds and how those programs interacted with existing utility customer-funded programs.We examine these choices and interactions for insights into an emerging and increasingly complex world of multiple program administrators and funding sources. Our research suggests the Recovery Act experience has clear implications for the future of U.S. energy efficiency. We use the term utility customer-funded programs for ratepayer-funded energy efficiency programs



Email Campaign Overview
• Choose email service provider (ESP)

– A must for professional email campaigns
– ESPs provide proper HTML formatting; manage opt-outs, make testing, results 

measurement and legal compliance easy, and more
• Build your email list

– Start with list of current /past participants
– Use all means: your website, events, social media, referrals

• Strategy – build your email campaign mix
– Plan long-term email strategy as part of marketing plan
– Deliver a variety of content at different intervals

• Design your template
• Develop and refine process each mailing

1. Choose recipients – segment database
2. Create email – technical and content 
3. Test and send
4. Process responses, bounces and opt-outs
5. Evaluate results and refine campaign

1/27/2017 2

Presenter
Presentation Notes
This is an overview of the steps – we’ll go into each of this in a little more detail later in the presentationNot necessarily done in this order – can be done concurrentlyESP - Different service levels are available from low-cost DIY services like MailChimp to full-service email marketing firms such as Pinpointe that can provide some of the manpower to manage your lists, provide detailed reports and offer integration with salesforce and other software and servicesYou probably already have a good email list of people – either program participants or people who’ve made inqurities – but are you using ALL of the channels available to build your list?  We’ll talk more about this in a little bit.One-shot emails are not what you’re looking to do. You’ll want to develop a long-term strategy for the email portion of your total marketing and communication strategy.  You can use email communication to serve different purposes (e.g., periodic newsletter vs time-sensitive announcements) – so you’ll really want to think through the purpose for each of the various types of email campaigns you might send. And each different type of message can be on a different time interval.You’ll design your template (maybe more than one – for different uses). Your ESP will probably provide free templates and/or an HTML editor.Of course the template needs to tie in with the rest of your marketing materials – but avoid being too ‘designy’ with embedded style sheets (CSS) – different email clients do not handle them the same. Simpler is better.Each mailing will represent a chance to learn from the results and refine your process – for increasing response and/or streamlining.  This is a high-level look at one possible typical cycle for a single email campaign.



Legal Requirements Overview
• CAN-SPAM: The legal requirements for commercial emails apply to for-

profits and non profits and are good policy and etiquette for any purpose
 CAN-SPAM: http://business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-

business
 CAN-SPAM for nonprofits: http://www2.guidestar.org/rxa/news/articles/2005/staying-on-the-

e-mail-up-and-up-can-spam.aspx?articleId=791

• Header Info: “From” “To” and subject must be true and accurate.
• Address: Include physical company address; registered P.O. box is OK.
• Unsubscribe: Must provide easy and conspicuous way to unsubscribe with 

link in email or online. Must honor requests within 10 business days.
• Ad Disclosure: If you’re sending an commercial message (ad) to people 

who have not opted in, identify it as an advertisement. 
• Sharing: Don’t share email address of those who have unsubscribed.
• Harvesting: Don’t randomly generate email addresses or collect email 

addresses from non-legitimate sources.
• Monitor: Check up on your email service provider to make sure they’re 

following your policies.
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The CAN-SPAM act of 2003 set national standards for sending email and required the FTC to enforce it.CAN-SPAM applies specifically to COMMERCIAL electronic email messages – i.e., any email whose primary purpose is advertisement or promotion of a commercial product or service – and more specifically, to UNSOLICITED commercial email messages.So - CAN-SPAM may or may not apply to your emailings, but it provides great guidelines for good email etiquette - which email marketers recommend everyone follow for all an organization’s mass emailsUpdates to the law now allow a federally registered P.O. box to be used for the company address – but it’s much more friendly to provide a physical address.

http://business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-business


Choosing your ESP

• Why use an email service provider (ESP)?
– Professional HTML formatting and special ISPs – avoids spam & bulk filters
– Legal compliance, testing, results reporting, managing opt-outs
– Can serve dynamic content per reader location or interests
– Can even include latest facebook comments in an email!

• Considerations for choosing an ESP
– Shop around for service and pricing that fits your needs 
– Features to consider (see notes): storage space, private IP, customer support,  

reporting, A/B testing, list segmenting, free trial, infrastructure 

• Shop ESPs
– An excellent comparison of 10 ESPs (from July 2010): 

http://groundwire.org/resources/articles/email-service-provider-comparison-
report-2010

– Other ESPs include: AWeber, Benchmark, Constant Contact, e-Dialog, Epsilon 
Interactive, Pinpointe, Silverpop, Topica, Yesmail, and many more
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Why use:Professional formatting and special ISPs avoid spam filters.Automatically complies with CAN-SPAM e.g., can set up a 1-click unsubscribe process, automatically processes opt-outs. Email storage, manage opt-outs, make split testing, results measurement and legal compliance easyResults include reporting on open rates, click-through rates – they can make doing A/B split testing (testing of different messages, subject lines) – and tracking the results of those – easierDynamic content – new features are coming out all the timeMany ESPs can provide dynamic content – Build one email, then display different content based on criteria you specify such as location or interests. For example, a newsletter about baseball may show news about different teams based on subscriber interests.They can use ‘merge fields’ to include the subscriber’s name in the salutation and in other parts of the emailThey can even include the latest comments from facebook in an email!Pricing: Some charge per email list size, some charge per # of emails sent per month. Features to considerEase of Use – How tech-savvy is your staff?Longevity/company reputation – how long has this ESP been around? Ask other organizations for their experiences/recommendationsPrivate IP address or Shared IP with very few users. The IP address from which an email is sent is like a phone number; it indicates the origin of an email. Just like you would not share a phone number with a large group of strangers, you do not want to share an IP address with other customers at your ESP. If your ESP makes you share an IP address with other customers, too many spam complaints against another customer could get your shared IP address blacklisted by a major ISP. Customer support and training. Your ESP should offer both online and phone customer support and tutorials/training to learn their tools.Good reporting. The ESP should offer a variety of user-friendly reports: deliverability success, open-rates, and click-through rates. CAN SPAM compliance. Your ESP should require customers to comply with the CAN SPAM Act and make it very easy to do so. A/B testing. Your ESP should provide split testing functionality - the ability to test different versions of your email to find what works best.List Segmenting. Your ESP should enable you to segment lists by demographic and other criteria. Targeting subsets of your list with content relevant to them leads to more successful email marketing campaigns. Robust infrastructure. A robust ESP has multiple, high-speed connections to the Internet through more than one source and hardware redundancy. This ensures reliability if one of the Internet connections fails or there is a hardware failure. However - The level of robustness you want to pay for depends on your needs. You may not actually need the most robust infrastructure.Free trial. Most ESPs offer a free trial. Do a test drive to see if the service meets your needs. No term contract. Don’t sign up for a service that requires anything beyond a month commitment. You want to be able to cancel and switch services at will. Shop and Compare: Make sure to read this comparison – though it may be somewhat out of date, it’s a great way to learn (quickly) about what ESPs can do for you and will get you thinking about what you really need. Ask colleagues at other organizations too.Questions to ask yourselfWhat is your email send volume?What is your email list size?Do you require profile management? (a system for letting subscribers choose which lists they want to be on and update their contact info)Do you need Salesforce integration?Do you require other integrations?What is your budget for email communications?Do you have someone (or several people) on staff who will manage your email communications effectively?Do you need to run a drip campaign? (an automated series of emails you can schedule and send to subscribers)Do you need autoresponders? (a triggered email that goes out when a subscriber first joins your list, or takes some other kind of action)

http://groundwire.org/resources/articles/email-service-provider-comparison-report-2010
http://www.aweber.com/
http://www.benchmarkemail.com/
http://www.constantcontact.com/index.jsp
http://www.e-dialog.com/
http://www.epsilon.com/
http://www.pinpointe.com/
http://www.silverpop.com/
http://www.topica.com/
http://www.yesmail.com/


Building your list

• Build opt-ins – “permission marketing”
– Start with list of current and past participants
– Use all means to invite people to opt-in to your email list:  website, 

events, every phone call/contact, social media, articles 
– Let them know what they get for signing up! 
– Referrals via ‘forward this email’ link in your emails

• The sign-up process
– 1-step process – thank you/welcome
– 2-step – ask for confirmation
– (See notes for details)

• Rented/purchased email lists
– Use for announcing program startups/new major initiatives. 
– Important to keep lists “clean” (clear out all bouncebacks promptly)
– Make sure to code different lists and track and measure results
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‘Permission marketing strategy’ – building list of people who have given you permission to communicate with them.Always offer them something of value to them for signing up on your mailing list – e.g., helpful information and tips; “how-to” information for things they want to learn more about, and may be unable to find elsewhere; problem/solution case studies.Start with your current list of participants – past and present. Include all possible information in your databaseDatabase typically built with excel (your email sign-up on your website may place names in an excel document) – ESPs can easily import excelUse a variety of avenues for asking people to sign up on your mailing list – make sure the "sign up for our mailing list (or newsletter, etc)” button is very prominent on your home page and other pages, on your facebook page and on your twitter updates.  Have sign-up sheets at in-person events (or even better – a laptop so people can sign up electronically).Make sure to tell people what they will get if they sign up!  E.g., a monthly newsletter, program updates, tips, profiles of homeowner projects, etc..  Another great way to reach people, if you have the staff, is to write articles for other sites that are of interest to your potential program participants – and of course include a link to your own site – where a ‘sign up for our mailing list’ button will be featured prominently of course!You can also ask current subscribers/participants to forward your emails to people they think would be interested - one way is to include a “forward this email” link at the bottom of every email. Some organizations include that in the footer.  The sign-up process – 1-step or 2-step for your subscribersWhen people sign up via the online form on your website (or if you enter them by hand from an event, etc.,) you (your ESP) can confirm their opt-in status in 2 ways – a one-step process or two-step processA) one-step process: Once they sign up, you automatically send them a thank you/welcome email without asking them to confirm their opt-in. 	Your message lets them know they’ve signed up for your email list and tells them what they’ll be receiving (e.g., montly newsletter, updates, weekly tips, etc)	In that email – you can also ask them to add your address to their address book – make sure to give them the specific “from” addresses to add.Example text:“Dear [Firstname]:Thank you for signing up to receive ABC’s newsletters! You will receive a monthly newsletter plus periodic updates and news about the program.If you have questions about your subscription or if you received this message in error, please contact us:ABC123 Main Street�Boston, MA 01234info@abc.org�www.abc.orgTo insure you receive the newsletter you signed up for, please add jsmith@abc.org and newsletter@abc.org to your email address list.You may unsubscribe from this list at any time using the unsubscribe link at the bottom of every email.”B) Some email marketing coaches recommend a 2-step process for creating a stronger initial bond with the person – called a ‘double opt-in.’ (it also allows potential for drop-out).  When they click ‘submit’ on the website update, display a message letting them know they’ll receive a confirmation email.Example text:Thank you for signing up for our mailing list! A confirmation message has been sent to you with a link you must click on in order to begin to receive the information.  Open your email inbox and look for a message from newsletter@ABC.org with the subject “[ABC.org] Please confirm your subscription".  You’ll need to do this in order to begin receiving the information and tips you've signed up for.In the confirmation email, provide a simple link for them to confirm their subscription.Alternately, you could give them a checklist of options to receive a variety of types of communication from you – either by topic or by communication type e.g., newsletter, program announcements.In that confirmation email, you can also ask people to add you to their address book. Sample text:Thank you for signing up for our mailing list!  To begin receiving the e-mail updates you want, please reply to this email or follow this link.Please save this email for future reference. You may update your subscriptions, modify your password or e-mail address, or stop subscriptions at any time on your Subscriber Preferences Page. You may also opt out at any time by clicking the “unsubscribe” link at the bottom of an email from us. If you have questions or problems with the subscription service, please contact support@abc.org. 



Strategy

• Define overall goals of e-communications
– Allow time to formulate messages that support goals
– Don’t rush email campaigns – make each message count

• Define purpose of each email campaign
– How it fits into overall e-marketing strategy
– Each message should build on the last
– Different purposes may require different vehicles

• Examples of goals
– Announce new program, drive traffic to your website, build awareness, 

build reputation and relationship, grow your email list, get them to 
consider an action, get them to TAKE an action, conduct a survey 

• A key goal of a single email campaign
– Get people to open the email and read the message! 
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Define goalsIt takes time - It takes 10+ hours of staff time to develop an email newsletterDon’t rush a campaign to make a newsletter deadline for example - make each communication serve its purpose wellDefine purposeEach message should build on the last - – coordinate for consistency of message



Types of E-communication

• Email Newsletters
– Long-term relationship and reputation builder
– Provides information of value (news, tips,)
– Start slowly (e.g., bi-monthly) - deadlines roll around fast!

• Blog-style educational message
– 1-2 topics that go into some detail – include links
– Personalized 1 on 1 tone

• Announcements
– Program launches, program updates, white papers
– Send as needed - but consider no more than 1-2x/month

• Surveys
– Host survey online - provide link in email
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These are just a few examples of the kinds of communication you may want to do with email.The kinds of email communications your organization sends out can vary, depending on your goals.NewslettersNewsletters are not direct marketing tools. If you promised a newsletter and begin to send advertisements, you risk a high unsubscribe rate.Start slowly and infrequently – deadlines roll around fast – you want to make sure you can keep up with your commitment before committing to more.As we mentioned earlier, when you’re planning your email mix – you may want to send different types of communications to the same people – with each type of communication getting sent at different intervals.  Again – make sure the combinations of emails you send are no more than weekly or even bi-weekly! Everyone is busy and flooded with all kinds of emails. You want to inform and help, not annoy – which will lead to people unsubscribing.Depending on the type of organization you are and the kinds of actions you want readers to take, you may also want to send advocacy action alerts – only to subscribers.   AnnouncementsFor new program launches – send to opt-in and new namesFor changes/news about the programs; events; celebrations; progress; successes – send to opt-in list



Keys to email success

• Clarify the objective – focus each message
– Each email in the series should have one key objective, (e.g., introduce 

program; build relationship by providing useful info; call to action).
• Know your audience

– Only send information relevant to them
• Build your reputation over time

– Plan series of emails as part of overall strategy
– Provide content of value and interest in every email
– The goal is to have a conversation and build the relationship over time

• Email frequency: build trust, don’t be annoying
– Set expectations for content and frequency and stick to it
– Depends on purpose – 1x/week max; 1-2x/month

• Maximize your email open rates with strong subject lines
– Also – send emails on Tuesday, Wednesday or Thursday for best open 

rates
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Objective – As part of planning your mix of email types as part of your overall campaign, make sure each email has one primary objective. Keep each message focused on that objective.Audience. Know what’s important to your audience so that the value/information you provide in each communication is very relevant to their needs and interests - in the field/area of your offerings. E.g., “Tips to make your home more comfortable”The key thing that impacts open rate: REPUTATION – which you build over time –– along with subject line and “from” line. Reputation is built through all of your contacts with participants (great service) and prospective participants (providing information of value)Frequency – wherever you invite people to sign up for your mailing list or subscribe to a newsletter – make sure to let them know what they should expect. E.g., On your website or facebook page: “Sign up to receive our monthly newsletter with energy-saving tips and program announcements!”  Make sure you don’t send more frequently than you promised!Maximize email open rates: Subject line is critical  - we’ll talk more about this.  Also of course – email content – especially the first few lines.



Content “Musts”

• All email campaigns/newsletters should include:
– Both HTML and plain text version

– Link to an online version of your newsletter – right at top of email
• Having trouble viewing this email? Click here

– Links to your social sites

– Footer: Home page and contact information including address

– Unsubscribe link and link to privacy policy 

– Also helpful – link for subscribers to update their information
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This email was sent to estuart@lbl.gov by jsmith@abc.org | Forward this email
Update profile/Email Address |Instant removal with SafeUnsubscribe™ | Privacy Policy
Company ABC | 123 Main Street, Suite 1 | Boston, MA 01234 | Home

• Footer Example:

Presenter
Presentation Notes
This is a list of ‘musts’ for all emails.HTML and plain text version – an estimated 50% of messages won’t automatically display graphics, and many people prefer text to HTMInclude a link to an online version of your newsletter/message – it’s best to put it right at the top in small text – before the salutation/message. And It’s a good idea to host each newsletter on your site for 30 days.To get ideas, look at some email newsletters you get – see what YOU like and what would be appropriate for your organizationLogo buttons for various social sites are readily available through your CSP. Use the style that fits with your template.In the footer you can also include a “forward this email to a friend’ link – great way to build your list

mailto:estuart@lbl.gov
mailto:jsmith@abc.org


When graphics don’t display
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You’ve probably all seen these – your email program doesn’t necessarily display the graphics in an HTML email.This is why it’s so important that you don’t overdo the graphics and that you DO make sure to include key text near the top of your message. When graphics don’t display, people will still be able to see the key message in the preview pane or get the content of the message.It’s also important to include a link to an online version of your newsletter – ideally at the top of your email.  



Subject and “From” Line

• Subject line is KEY factor in open rates
– Decision to open email is heavily based on subject and “from” line
– Email marketers recommend spending 1/2 of your time writing the 

subject and intro and 1/2 on content and design

• Make subject line short and specific
– About 45-55 characters maximum
– Make it accurate and specific as to topic, benefit or value offer 

• Good: “10 energy-saving tips for homeowners”
• Good: “ABC.Org March Newsletter”
• Not good: “Free Webinar Thursday!” (not specific)

• Sender “From” line – keep it personal
– Use a person, e.g., From: jsmith@abc.com

• More tips:
– http://www.pinpointe.com/blog/webinar-18-writing-tips-to-improve-email-

results
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In addition to familiarity with your organization and good reputation - The 2 key factors that affect whether people will open your email – are the subject line and the “from” line.  69% of folks decide whether to report an email as spam from the subject line.It pays off to take some time to write an excellent subject line.The subject line needs to be specific and offer something that your audience will find valuable – for example – “free webinar” doesn’t cut it!  “10 easy energy-saving tips for homeowners (free webinar)” is much better.Attention-grabbing is OK but never pushy of course!You may want to vary the subject line (and you’re definitely vary the body of the message) depending on who you’re sending to. Think about what your audience does or doesn’t know about your organization. For subscribers – and if your organization is well-known (e.g., a utility or a city) typically best to include the organization name or acronym.  In some cases, If the organization is new or not well-known and the email is going to people not already on your list – you may want to emphasize the program name, or the specific information offering rather than the organization name.

mailto:jsmith@abc.com
http://www.pinpointe.com/blog/webinar-18-writing-tips-to-improve-email-results


The Body of the Email

• The introduction – “Above the fold”
– The first 3 lines are generally what shows in the email preview 

pane – use this space well to engage interest/encapsulate point 
of the email

– Layout should allow recipient to immediately see important text
– Use personalized salutation: Dear [name]

• The main body
– Width – maximum 600-800 pixels
– Effective length depends on purpose of email

• Newsletters – 1-2 pages, list topics at top with links
• Announcements/calls to action – short, with links to site
• Educational blog-type can be a bit longer, with links
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IntroductionIdeally layout should not just have a giant template header filling the top portion of the email. Many emails do not immediately display images – so imagine what your email will look like if the images don’t load. It’s best to make sure key text is available/viewable in the to portionOne reason to keep graphics light and make sure the top of your message focuses on key text – when the images don’t display (which is the norm for most email settings) – you still want readers to get the message – with or without the graphics being displayed.Body of the emailLength – newsletters can be 1-2 ‘pages’ but make sure to include the topics at the top so people can jump to topics of interestFor announcements – a paragraph or 2 at the most is best. Include links to landing pages on your site for more informationFor educational communications – e.g., ‘blog style’ communication – in personalized voice – can be longer – but again, should include links to your site for more detailed informaion.A: A 'Call to Action' is your offer. For example, an offer a link to download a whitepaper, orregistration to attend a Webinar, that is a call to action. A call to action might also be: "please call me at…" or "please email me at: …" However we generally recommend usinglinks within an email when possibleQ: WHAT IS CSS?A: "CSS" means Cascading Style Sheet. For web design, it is considered best practices tocollect all style definitions and put them into a style sheet that can easily be referenced.However, email clients generally do not handle CSS styles well, if at all. Please refer to thenext question for more information on why this is important.



Email Template Examples

1/27/2017 13

Presenter
Presentation Notes
A few examples of clean, simple email templates – as seen in GMAIL - from some organizations that may be familiar to you!Some of the email marketers might object to having such a large header “above the fold” – though for subscribers who are well-familiar with the organization, that’s not such an issue.Three of these are newsletters; the Efficiency First email might qualify as an update – sent out as needed (recap of an event and next steps)



Avoid Spam Filters

• Spam filters assign ‘points’ to various words and phrases
– See how one program flags spam: 

http://spamassassin.apache.org/tests_3_2_x.html

• Avoid the following in your emails:
– Large graphics or heavy use of graphics with little text
– Excessive or repeated punctuation (!!!***) or ALL CAPS 
– Words like “free,” “money,” “guarantee,” “credit card” 
– Bright RED or GREEN fonts
– Don’t design in MS Word and export the code to HTML. Don’t attach 

documents; host them and provide a link in the email

• Clean old addresses out of your list regularly
– You may get blocked if you send to too many non-existent addresses

• Get “whitelisted”
– Use consistent “from” address 
– Ask subscribers to add you to their address book
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There are many different spam filters – here’s one example of the kinds of content that garners ‘points’ from spam assassinMake sure to design emails with lots of text. Some graphics are definitely OK – but in addition to being a spam-magnet, having lots of graphics makes your email pretty useless to folks who get text-only.Emails that are designed in MS Word and exported to HTML result in “sloppy” code that will be spam-filtered.Using an email service provider will greatly improve your chances of avoiding spam filters!Whitelisting is the term for subscribers adding your “from” address to their email address book. This is key for avoiding the spam filter.In the thank you/welcome email that lets them know they’ve signed up, ask people to add you (your specific “from” address) to their email address bookE.g,: “Thank you and welcome to ABC! You're receiving this email/[monthly newsletter] because you signed up via our website. Ensure that it the information you want keeps coming by adding us to your address book. If you need help adding us to your address book, click HERE – (then provide a link to a page with instructions for how to add your address to their address book).  Some organizations (like Netflix) include the following at the top of every email in small text. You may or may not want to include such regular – or periodic reminders:“To make sure our emails get to you, add info@netflix.com to your address book” The resources side at the end of this presentation has more information about whitelisting – including a page of instructions from Email Jedi that provides instructions for adding an email to the address book for various email clients ://www.firemailing.com/whitelist.html 

http://spamassassin.apache.org/tests_3_2_x.html


Technical Checklist
• Create email using HTML or online editor

– Don’t overdesign - fancy graphics can be problematic
– Do create “multi-part version” – Text and HTML
– Run a spam checker and proofread!
– Preview email in various email clients 

• Gmail, Outlook, Yahoo, AOL, Hotmail

• Sending and processing
– Segment your list, write email for that segment
– Do a test run – possibly an A/B split test
– Schedule with ESP/send – Tues/Wed/Thurs best
– Process opt-outs and bounced emails promptly

• Evaluate results
– ESP can report open and click-thru rates and compare to other emails
– Talk to ESP about what they count as an ‘open’

• Recorded webinar with some technical tips: 
http://www.pinpointe.com/blog/webinar-email-marketing-201-tips-to-improve-
email-delivery-prospectdb
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Creating EMAIL – your ESP should offer an editor tool that will help you design the multi-part version.Regarding overdesigning – the point is your message, not fancy graphics.  You can try to use something called a CSS (Cascading style sheet) but different email clients will treat it differently. We recommend not using CSS and keeping your email formatting simple.See resources for more information or talk to your CSP.Your ESP should also provide you with a spam checkerPreviewing the email – send the email to yourself under as many various clients (yahoo, outlook, aol, Gmail) as possible to make sure it looks good in all of them.Prepare your campaignSegment your list – Which piece of your campaign email mix is this?Write your email Choose appropriate recipientsSendingTest Run – Use a small number of people from your list to test the email technically as well as to test the message.  Once you determine the message is OK (via feedback or no feedback), send to the rest of your list.You can also doA/B Split Testing – use email campaign to test the effectiveness of a particular componentA/B split testing means to send two different version of your email (with the same content/message) to different people in your list.By sending out two different versions of your email to a small segment of your list and evaluating the results, you can learn how your subscribers or participants react to various approaches.  The higher performing email is sent to the rest of the email list. Split testing can really help you improve your marketing effectiveness - if you have a large enough list and clear objectives for the testingExamples of components you can test:Different subject lines (evaluate email open rates) – e.g., Tips for saving energy,  Home comfort tips, How to save energy in your homeDifferent HTML templates (which have the highest click-through rates)Different key messages in email (which have highest click-through or generate highest number of program inquiries, etc).Location of links in your emailEvaluating ResultsMake sure you and your vendor are on the same page as to tracking email open rates. Understand exactly what constitutes an “open,” and how they are reporting - and if clicks without tracking pixels count toward the open rate. Information on technical aspects of how emails are or are not counted as opened:http://www.golden-fire.com/blog/2009/03/30/how-email-opens-are-tracked-and-reported/



Resources
• Webinars and documents – general information

– http://www.pinpointe.com/resources
– http://www.pinpointe.com/blog

• http://www.pinpointe.com/blog/webinar-email-marketing-201-tips-to-improve-email-
delivery-prospectdb

– http://www.mailchimp.com/resources/
• Information on whitelisting

– http://aweber.com/blog/email-deliverability/how-to-get-whitelisted.htm
– http://www.blueskyfactory.com/support/whitelist/
– Example instructions to subscribers for various email clients:

• http://www.firemailing.com/whitelist.html
• http://www.aweber.com/faq/questions/283/How+Do+I+Whitelist+My+Address%3F

• Ideas for templates
– http://www.campaignmonitor.com/templates/
– http://www.jeffhendricksondesign.com/html-email-newsletter-templates/
– http://www.purple-dragonfly.com/html-email-newsletters.html
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Presentation Notes
A good bit of the information in this slide deck has been compiled and consolidated from material from Pinpointe, who offer a lot of useful info online for free. If you want to dive into more of the technical information and see examples of ‘best’ and ‘worst’ subject lines – and other information, I recommend ‘email marketing 101’ (content) on their resources page and ‘email marketing 201’ (more of the technical information) on their blog page. Information on whitelisting – the last link is a page of instructions for many of the major email clients (AOL, Yahoo, Outlook) – this is a great resource for providing that information on your own website to your own subscribers.

http://www.pinpointe.com/resources
http://www.pinpointe.com/blog
http://www.mailchimp.com/resources/
http://aweber.com/blog/email-deliverability/how-to-get-whitelisted.htm
http://www.blueskyfactory.com/support/whitelist/
http://www.firemailing.com/whitelist.html
http://www.aweber.com/faq/questions/283/How+Do+I+Whitelist+My+Address?
http://www.campaignmonitor.com/templates/
http://www.jeffhendricksondesign.com/html-email-newsletter-templates/
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