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November 2009 “The Forrester Wave: Email Marketing Service Provide  rs Q4, 2009”
Fig 1. Impact of Economy On Email Marketing Program s

“How has the current economic situation altered you r email program”

We're trying to make our communication more
relevant

\We need to pick up the slack for other, more
expensive marketing programs

48%

We're emailing more frequently
We lost staff

No change

Our budget was cut

Our budget increased

We've cut back on the humber of emails we
send

Other

Base: 218 email marketers who are customers of vendors in Forrester's Wave
Source: Q2 2009 Global Email Marketing Service Provider Forrester Wave™ Customer Online



November 2009 “The Forrester Wave: Email Marketing Service Provide  rs Q4, 2009”
Fig 2-1. Despite Challenges Marketers Have High Exp  ectations For Increased Email

Effectiveness
“What are the biggest email marketing challenges yo u expect to face in the next two

years? (Please select your top 5 challenges)”

/ Increasing open and click through rates 49% TOp five \
Finding new email subscribers 44% email marketer
Leveraging segmentation chgllepges
Managing email frequency and cadence .hlgh“ght
increased
Retaining current email subscribers optimization
\ Having adequate staffing resources expectations/
Integrating email with customer database 27%
Measuring email's impact on the bottom line 26%
Leveraging dynamic content 26%
Coordinating email with other campaigns 20%
Creating and managing email content 20%
Integrating email with social marketing 20%

Base: 218 email marketers who are customers of vendors in Forrester's Wave
Source: Q2 2009 Global Email Marketing Service Provider Forrester Wave™ Customer Online



SPAM and Email Continues To Overload



European Email Volumes Are Lower Than
Their US Peers

“Thinking about the last week, how many promotional email newsletters did you get in
your personal inbox (if you have more than one pers onal account, please add them?”

Don't know 24%

7610100

3%

51t075

26t050

1t025 36%

Didn't receive any promotional

. 17%
email newsletters last week

Base: Total Base = 12,982 EU respondents age 12+
Source: 2009, Q3 European Media, Marketing and Social Computing_EUS5 Banner Table -
FORRESTER



US - Driven By Increased E-mail Adoption and Frequen cy, Retention
Grows at a CAGR of 6.5%

2009 939 2675

13,874

2,859

993

2010 [T700 2036

011 W 3,050

14,000
o1 W 3,250

14,064

3,456
2013 _— 1,161
14,127
2014 F 1,219 >070
. 14,192
0 1,000 2,000 3,000 4,000 5,000

Annual Number of E-mail Messages per
Active E-mail Consumer

M Retention B Acquisition HE Transactional [ Spam

FORRESTER

Source: JupiterResearch E-mail Model, 03/09 (US only)



European Consumer Attitudes About Emaill
Remain Similar to Their US Peers

“Please indicate which of the following statements about email promotions you agree
with.”

| receive too many email offers and promotions 54%

| delete most email promotions without reading
them

Most email promotions | receive don'’t offer
anything that interests me

| often wonder how companies who send me email
offers got my name and email address

| wish it were easier to unregister from email
promotions | have previously registered for

| have unregistered from an email list | had
previously registered for

Base: Total Base = 12,982 EU respondents age 12+
Source: 2009, Q3 European Media, Marketing and Social Computing_EUS5 Banner Table -
FORRESTER



Irrelevant email and high frequency drive
churn and skepticism in the channel

“Which of the following statements about promotiona | offers you receive (not including
unsolicited spam email) do you agree with?”

Signing up for permission
email offers leads to more
unsolicited spam email

399)

| unsubscribe from email offers

because | get too much email

| do not trust that the > Skepthlsm

unsubscribe link in email offers
works

| unsubscribe from email offers

0
by clicking the spam button 26%

Base: 2,427 US email users
Source: JupiterResearch/NPD Consumer Survey (4/08) -
FORRESTER
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Often We Blast Away Into a Ghost Towns
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NO Lo
NGER
R
ELEVANT[ (it's m
e it’S nOt
You)

Do You Fly A Plane, Advertising Over Ghost Towns?



























Congratulations!

As Direct Marketers
Failure Is Acceptable
As Long as We Apply The
Lessons



Mass Adoption of Relevancy Empowering
Tactics Remains Low In The US

“Please indicate which of the following tactics you currently use (at least every other mailing) or you plan to start using
in the next 12 months in your e-mail marketing effo ~ rts?”

Subscriber Segmentation 0

Click to View 16%

Split Path A/B Testing 8%

Offers in transactional emalil 15%

Customer Segment Frequency Caps 12%
Dynamic Content Element 6%

Value Email Addresses 24%
Use customer reviews in email content 10%
i Currently use M Plan to use in the next 12 months

M No plans to use in the next 12 months ' Don't know

Base: 103 email marketing executives
Source: Q1 2009 Global Email Marketing and On-site Targeting Online Survey -
FORRESTER

Entire contents © 2009 Forrester Research, Inc. All rights reserved.



And Iin Europe Adoption of Relevancy
Empowering Tactics Are Low Too

“Please indicate which of the following tactics you currently use (at least every other mailing) or you plan to start using
in the next 12 months in your e-mail marketing effo ~ rts?”

Subscriber Segmentation 0

Click to View 16%

Split Path A/B Testing 8%

Offers in transactional emalil 15%

Customer Segment Frequency Caps 12%
Dynamic Content Element 6%

Value Email Addresses 24%
Use customer reviews in email content 17%
i Currently use M Plan to use in the next 12 months

M No plans to use in the next 12 months ' Don't know

Base: 103 email marketing executives
Source: Q1 2009 Global Email Marketing and On-site Targeting Online Survey -
FORRESTER

Entire contents © 2009 Forrester Research, Inc. All rights reserved.



More marketers embrace segmentation raising
the table stakes for those that “spray and pray”

“Which of the following customer data attributes ha S your company used to segment
audiences for email marketing campaigns within the past six months?”

S

Demographic data | —— 5 17

48%
48%

58%

Open rate

Geographic data 64%

Recency and frequency of purchase

Customer spending

Customer profitability

Acquisition source code of the list

Web site clickstream data
Customer service contact

OEU
mUS

Customer satisfaction survey

Widget interaction
Contribution to product reviews

Base: 103 email marketing executives
Source: Q1 2009 Global Email Marketing and On-site Targeting Online Survey @




Consumers’ Behavior and Marketers’ Lack of
List Hygiene Drive Delivery Issues

-

The action of marking e-mail as spam
by clicking the spam button predates
feedback loops

Approximately one-third of US online
users create a new e-mail address
each year

Addressable house list

FORRESTER















People Discuss Their Experiences




30 Entire contents © 2009 Forrester Research, Inc. All rights reserved.



How did so many people find out about this
video?

@

31  Entire contents © 2009 Forrester Research, Inc. Al rights reserved. FORRESTER



A lot of us assume it looks like this

-

32  Entire contents © 2009 Forrester Research, Inc. Al rights reserved. FORRESTER




Email is still a key tool in social communication

33  Entire contents © 2009 Forrester Research, Inc. Al rights reserved. FORRESTER



March 2009 “The Economy and Consumer Communication Patterns”

Disruptive Communication Patterns Continue
Except in Modes Where Costs Are Higher

For personal communications, which of the following have you used during the past year instead of usin g e-mail?

100%

59%
Cell phone
713%
IM
32%
28%
SMS text —
25%
: . 21%
Social sites q
22%
0% 20% 40% 60% 80%
Percentage of E-mail User Segment
[0 Overall 04/08 @ Overall 11/08

Source: JupiterResearch/Forrester North American Technographics Consumer Survey (11/08),JupiterResearch/NPD Consumer

Survey (4/08), n=27427-(overall e*mail Users; US){n = 273 (e-mail users from ages 18 to 24, US), n = 517 (e-mail users from ages 25 to 34, US)

FORRESTER



Three-Quarters Of US Online Adults Now
Use Social Technologies

FORRESTER'



Consumers Trust Technologies That
Promote Word Of Mouth The Most

FORRESTER'



European Consumers Are Trusting of Content in Emaill
Promotions
Email newsletters: Thinking about the sources of information about

products or services that you use, how much do you trust these
sources?

Base: Total Base = 12,982 EU respondents age 12+
Source: 2009, Q3 European Media, Marketing and Social Computing_EU5 Banner Table






Relevance empowered mailings delivers more
top and bottom line improvement than broadcast
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Dollars generated per month*
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Web Analytics
Type of campaign/tactics used
Base: 103 email marketers that currently use/plan to use at least one campaign

*Metrics and salary costs based on Forrester executive survey. Based on 2.8 million pieces of email per month, CPM ranges grow
with program complexity, assumes $39 AOV, 40% product margin
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Facebook MySpace

Who is Your Click? Who iIs Your Influencer?
Who iIs Your Advocate?




Recommendations to implement

Become an advocate for change. Assess your
organization's readiness to embrace change. Begin with
the end in mind.

Understand the value of your subscribers, focus on their
behaviors — segment and target to drive relevance.

Make it easy for consumers to share information with
a lot of people quickly

Learn about the specific social behaviors of your
customers before creating a social strategy

Use emall as the “connector” between the various
consumer touchpoints that you maintain

Test, test, test: Embrace the notion of failure!

FORRESTER'



Thank-you!

David Daniels
Vice President and Principal Analyst
ddaniels@forrester.com
001.732.282.0122

Learn more at:;
forrester.com

emailmarketinganhouraday.com
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