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® Numerics ®

1 Shopping Cart, 26
80/20 rule, 221-222
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acquisition costs, 35-38
action words, 202-205, 207-213
addresses, e-mail

collecting legally, 45-46

full disclosure during collection, 48-49

using for identity, 146
administrative tasks, 66-67
advertising, unfamiliar, 284
advice, including in e-mails, 217
advocates, defined, 95
aggregating information, 216
alternating justification, 188, 190
amount of e-mail, 52-53
analyzing Web site visitors

click path, 263-264

conversion percentage, 264-266

landing pages, 260-263

ROI, 266-267
anchor links, 167
animated GIFs, 181-182
announcement format, 116-117
announcement templates

holiday greetings, 321

press releases, 320

procedural e-mails, 322
announcements, 74, 77, 93, 110, 123,

124, 146

appointments, call to action to make, 212
art, created, 180-184
associated return, 35
attributes, HTML, 310-311

audience

defining target, 69

identifying, 18

interests, 258

knowing, 196

perception of spam, 41
audio/sound files, 155, 171, 284
authentication, 247, 252-253
automated tasks, 66
automatic content filtering, 248
awareness, 22-23
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background colors, 131, 139, 155, 300
background images, 119, 186-187, 283
base profit, 29
behavioral feedback, 22
behavioral interests, 94-95
best practices, 25-26, 45-46
billboards, 19
block text, 118
blocked e-mail
defined, 240-241
reducing
block lists (blacklists), 244
challenge response systems, 243
firewalls, 244-245
spam traps, 244
blocked images, 132-134
blogs, enhancing with e-mail, 276
bold text, 118, 154-155, 212, 293
borders, 118-120, 124-125, 134, 139, 183
bottom justification, 190
bounce rate, 228-229, 262-263
bounce reports, 240-241
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bounced e-mail
defined, 240-241
hard bounces, 241
soft bounces, 242
boxes as borders, 120
branding, 11-13, 100, 109, 121, 134, 135-140
broad-based objectives
financially based objectives, 62-66
overview, 61-62
time-based objectives, 66-67
Bronto Software, 231
bulleted lists, 162, 182, 294-295
business cards, 88-89
buttons
icons used as, 183
sign-up, 86

oo

calendars
events on, 77
marketing campaign, 81
calls to action
constructing, 201-203
e-mail
forwarding, 206-207
printing, 205
reading, 203-204
saving, 204-205
filling out forms, 208
frequency of, 55-56
immediate, 22
making a purchase, 207
making appointments, 212
multiple, 112, 213-214
phoning, 212-213, 277
registering for events, 210-211
requesting information, 210
templates, 55
using click-through data to test, 259-260
visiting
physical locations, 209-210
Web sites, 208-209
CAN-SPAM Act of 2003, 39, 44-50,
98, 102, 145, 146, 150

capital letters, 150, 250, 281
captions, 133, 154, 159
category-specific questions, 91
centered justification, 188-189, 277
challenge response systems, 243
change of profile confirmation, 316-317
change of profile requests, 316
checkboxes, 48, 86-87
clarity, 14
click here links, 282-283
click path, 263-264
click rates, 220
click reports, 166
click-through data
overview, 256
using for intelligent follow up, 258-259
using for testing offers/calls to action,
259-260
using to target offers, 257-258
click-through rate, 232-233, 268
clip art, 181, 283
closed-ended questions, 269
cluttered layout, 284-285
cold prospects, 28
collection of e-mail address, 45-46, 48-49,
84-89
color
of clip art, 181
definitions
background, 300
text, 299
of fonts, 158
names, 297-298
numbers, 298-299
schemes, 12
columns, e-mail
combination of column layouts, 130-131
placing images in multiple, 190-191
rows of multiple columns, 128-129
single column, 123-124
two columns of equal width, 124-126
two columns of unequal width, 127-128
combining
e-mail with RSS marketing, 275-276
multiple calls to action, 213-214
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value and relevance
combining different types of value,
220-222
matching relevance to value, 222
overview, 219-222
commercial e-mails, defined, 45
company names, 12
competition, researching, 195
compression, 176
conciseness, 14
confirmed permission, 100-101, 105-106
Constant Contact, 26, 290
consumer interaction, developing content
based on, 19
contact forms, 208
contact information. See collection of
e-mail address; customers
content
based on consumer interaction, 19
blunders
boring subject lines, 283
click here links, 282-283
cluttered layout, 284-285
distracting images, 283
excessive punctuation, 281
length, 282
links that surprise, 284
repetitive messages, 284
unfamiliar advertising, 284
unfamiliar From addresses, 282
creating promotional, 196-197
determining, 13-16
e-mail
arranging to appear in preview pane,
134-135
in line with audience expectations, 50-51
organizing into themes based on
objectives, 74-80
positioning visual anchors and, 120-122
required, 46-47
ESP-based services, 25
filtering
automatic, 248
user-controlled, 249-252

frequency of change, 53
groupings, 122-123
lengthy, 53-54
providers, 223
text links, 119
theme, 53
valuable
calls to action, 201-214
combining different types of value,
220-222
combining value with relevance,
219-220, 222
finding help with creation of, 223
inherent value, 214-219
offers, 194-201
overview, 193
value, 43
conversion percentage, 264-266, 268
copywriting, 136, 179, 223
costs, 34-38, 66
coupons, 75, 94, 146, 197-199, 205
created art, 180-184
customers. See also repeat customers
acquisition costs, 27, 29
asking for descriptions, 197
asking for shortcuts, 218
choosing target audience, 69
cost to obtain, 35-38
expectations of, and e-mail content, 50-51
interacting efficiently with, 67
interest information, 91-94
recognition messages, 78-79
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database applications, 84-85
deliverability
blocked e-mail

block lists (blacklists), 244
challenge response systems, 243
defined, 240-241
firewalls, 244-245
spam traps, 244
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deliverability (continued)
bounced e-mail
defined, 240-241
hard bounces, 241
soft bounces, 242
filtered e-mail
automatic content filtering, 248
sender reputation, 246-248
user-controlled content filtering,
249-252
overview, 239
sender authentication methods, 252-253
demographic information, 92
design, e-mail, 109-140
branding e-mails to enhance image,
135-140
determining proper format
announcement, 116-117
event invitation, 115-116
newsletter, 112
overview, 110-111
promotional, 113-115
layout
adding visual anchors, 117-120
combination of column layouts, 130-131
overview, 117
positioning visual anchors and related
content, 120-122
rows of multiple columns, 128-129
single column, 123-124
two columns of equal width, 124-126
two columns of unequal width, 127-128
overview, 109
preview pane, 131-135
desktop e-mail programs, 164
Direct Marketing Association, 10
directions, including in e-mails, 218
disabilities, 155
disclosures, 48-49, 78
discounts, 92-93, 96, 114
distracting images, 283
distribution lists, 103
document files, 173-174
domain names, 89
DomainKeys technology, 252
driving directions, 205, 209

oF o

echo calls, 213
efficiency of customer interaction, 67
electronic mail-merge, 32
elements, HTML, 307-310
e-mail. See also e-mail marketing; e-mail
surveys
addresses
changes, 242
links to, 301
lists of, 45-46, 67
filtered, reducing
automatic content filtering, 248
sender reputation, 246-248
user-controlled content filtering, 249-252
forwarding, 11, 20, 71, 206-207
printing, 15, 20, 23, 205
procedural, 322
reading, 203-204
replies to, tracking, 236-237
saving, 15, 23, 131, 204-205
tracking reports
bounce rate, 228-229
click-through rate, 232-233
non-bounce total, 229-230
open rate, 230-231
overview, 227-228
Email Experience Council, 288
e-mail link encoder, 164
e-mail marketing
benefits of
awareness, 22-23
feedback, 22
immediate action, 21-22
branding, 11-13
combining with other mediums, 10-11
E-Mail Service Providers, 23-26
messages
content, 14-16, 19
design, 16-18
evaluating, 20-21
targeting, 18
overview, 9
Email Sender and Provider Coalition,
47, 106, 288
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E-Mail Service Providers (ESPs)
bounce reports, 240
coupons, 197
creating links, 162-163
database applications, 84-85
header information, 143
HTML, 152
HTML templates, 109, 111, 135
image descriptions (alt text), 133
image links, 191
image references, 177
link-tracking code, 256
list management, 67
navigation links, 167
purchased/rented lists, 104
reputation of, 247-248
services, 23-26
tracking reports, 227-233
trends, 47
unsubscribe requests, 49
visual anchors, 118
e-mail surveys
creating, 271-273
planning
collecting data, 270
determining issue to address, 268
determining type, 268
implementing changes, 270
overview, 267
questions, 269
Email-Marketing-Reports blog, 289
emailstatcenter.com, 287
emailtrainer.com, 57, 82, 136, 179, 181, 223,
253, 260, 287
emoticons, 183-184
entertaining content, 218-219
entity codes, HTML, 306
Epsilon Interactive, 39, 51, 143, 147
essential information, 90-91
evaluating results, 13
event invitation format, 115-116
events
attendance, 63
calendars, 77, 110, 112, 261
call to action to register for, 210-211
grouping, 123

invitations, 110, 127-128, 146, 319
registration, 237, 258
tracking attendance, 235-236
Exact Target, 26
expectations of customer, and e-mail
content, 50-51
explicit permission, 99-100
Eyetools, 117, 289

ofF e

facts, 15, 114, 162, 219
false positives, 246
FAQs (frequently asked questions), 77
Federal Trade Commission (FTC) spam
site, 44, 47, 288
feedback, 22, 24, 276
file attachments, 170-171, 248, 250-251
file formats, image, 175-176
fill out form (call to action), 208
filtered e-mail, reducing
automatic content filtering, 248
sender reputation, 246-248
user-controlled content filtering, 249-252
financially based objectives, 62-66
firewalls, 244-245
first-time customers, 28-29
Flash, 178, 264
follow-up e-mail, 11, 30-34, 66, 258-259
fonts
bold, 293
common, 153, 296
family, 296
in headlines, 158
italics, 293
overview, 295-297
selecting, 152-154
size, 297
underlining, 293
formats
defined, 75, 110
e-mail
announcement format, 116-117
event invitation format, 115-116
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formats (continued)
maintaining brand consistency with
multiple, 138-140
newsletter format, 112
overview, 110-111
promotional format, 113-115
image file, 175-176
forms
filling out, 208
sign-up, 314-315
Forward button, 206
forwarding
coupons, 198
e-mail, 206-207
frequency, e-mail
best day and time for delivery, 57-58
determining quantity, 52-53
frequency of calls for action, 55-56
overview, 51-52
proper e-mail length, 53-55
setting by relevance, 56
frequently asked questions (FAQs), 77
friends lists (white lists), 245
From lines, 142, 143-146, 164, 249-250, 282
FTC (Federal Trade Commission) spam
site, 44, 47, 288
full disclosure, 48-49
future incentives, 96-97

oG e

GIF (Graphic Interchange Format), 176, 181
GIF animations, 181-182
giveaways, 195, 199-200
goals
broad-based
financially based objectives, 62-66
overview, 61-62
time-based objectives, 66-67
e-mail themes based on
informational themes, 76-77
multiple themes, 79-80
overview, 74-75
procedural themes, 77-78
promotional themes, 75-76
relational themes, 78-79

focusing on, 80-82
narrowing definition of
choosing target audience, 69
determining why audience takes action,
69-70
how people find out about objective,
70-71
overview, 67-68
predicting when audience will respond,
72-74
setting ultimate goal of objective, 68-69
setting where objective will be
accomplished, 71-72
overview, 61
refining, 68
graphic design software, 153
Graphic Interchange Format (GIF), 176, 181
graphic text, 118, 139
grouped text links, 119-120
guest books, 88

o o

hard bounces, 241
headers, e-mail
defined, 141
example, 144
HTML elements, 291-292
From line, 143-145
overview, 141-143
Subject line, 147-150
using e-mail address for identity, 146
headlines, 158-160, 184
heat maps, 117
holiday greeting template, 321
horizontal lines and rules, 120, 293
HTML
attributes, 310-311
color
background, 300
names, 297-298
numbers, 298-299
text, 299
columns, 124
elements, 307-310
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entity codes, 306
fonts
family, 296
overview, 295-297
size, 297
headings, 291-292
image descriptions (alt text), 133
links
e-mail address, 301
image, 301
locations within pages, 302
non-HTML resources, 302-303
Web address, 300-301
paragraphs, 292
tables
creating, 303-304
table-based pages, 304-306
text treatment
bold, 293
bulleted lists, 294-295
horizontal rules, 293
italic, 293
numbered lists, 294
underline, 293
hyperlinks. See links

o]e

icons, 182-184

images
anchor tags, 167
blocked, 132-134, 184, 231
choosing file format, 175-176
combinations of, 186-187
created art, 180-184
defined, 175
descriptions (alt text), 133, 155
distracting, 283
file size, 176
for links, 301
making into links, 191-192
overview, 175
photographs, 178-179

placing properly in e-mails, 187-191

positioning, 175
references, 176-178

text images, 184-185
URLs, 177-178
immediate action, 21-22
immediate incentives, 96
immediate purchasers, 30-31
implied permission, 98-99
incentives, 15, 65, 89, 95-97, 103, 199
incidental explicit permission, 99
individual filters, 250-251
informational themes, 76-77
inherent value
defined, 193
entertaining content, 218-219
facts/research, 219
informing audience, 216
instructions/directions, 218
overview, 214-219
tips/advice, 217
inherited contact lists, 102-103
in-person information collection, 88
in-store purchases, tracking, 233-234
instructions, including in e-mails, 218
interaction, 19, 67
interests, customer, 91-94
Internet Protocol [IP] (server) addresses,
142-143
Internet service providers (ISPs)
personal e-mail addresses, 146
server addresses, 142-143
spam complaints, 40
trends, 47
interviews, 216
intradocument links, 302
invitations, 115-116, 123, 124, 146
ISPs. See Internet service providers
italics, 156, 293

° ] °
JPG or JPEG (Joint Pictures Expert Group)
format, 176

justification, of images, 187-190
just-noticeable difference, 139



330 E-Mail Marketing For Dummies
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keywords, 274

o/ o

landing pages
bounce rate, 262-263
linking to, 261-262
overview, 260-261
landscape images, 119
layout
adding visual anchors, 117-120
cluttered, 284-285

combination of column layouts, 130-131

determining, 16-18
ESP-based services, 24
overview, 117
positioning visual anchors and related
content, 120-122
rows of multiple columns, 128-129
single column, 123-124
two columns of equal width, 124-126
two columns of unequal width, 127-128
white space, 55
left justification, 188-189
legal issues
address collection, 98
ESP-based services, 24
spam, 39, 44-47
length of messages, 53-55, 282
LIGHTGROUP, 314
lines, 119
links
action word, 203
additional content, 112
anchor, 167
calls to action, 15
click here, 282-283
contact information, 66
coupon, 197
download, 165
e-mail address, 164, 165, 301
event registration, 237

forwarding, 23, 206
grouping, 123
image, 301
to landing pages, 261-262
locations within pages, 302
logo, 180
making images into, 191-192
navigation, 159-160
non-HTML resources, 302-303
online resource, 67
outside information, 195
RSS, 276
sign-up, 85-87, 106, 274-276, 314
surprising, 284
survey, 272-273
text, 86, 119, 156, 162-166
text-only transcript, 155
unsubscribe, 24, 44, 49-50
Web address, 300-301

list brokers, 104-106

lists, e-mail. See permission-based e-mail

lists
logistics, 24
logos, 12, 43, 100, 121, 135, 139, 180-181,
190, 191
loss leaders, 200

ol o

marketing

benefits of

awareness, 22-23

feedback, 22

immediate action, 21-22
branding, 11-13
combining with other mediums, 10-11
E-Mail Service Providers, 23-26
messages

content, 14-16, 19

design, 16-18

evaluating, 20-21

targeting, 18
overview, 9
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constantcontact.com, 290
Email Experience Council, 288
Email Sender and Provider Coalition, 288
Email-Marketing-Reports blog, 289
emailstatcenter.com, 287
emailtrainer.com, 287
Eyetools, 289
FTC spam site, 288
Spam Arrest, 289
stockxpert.com, 290
Marketing Sherpa, 21
marketing strategy, fitting e-mail into
branding, 11-13
combining with other mediums, 10-11
media
analyzing, 10
choosing, 13
mailing lists, 94
messages
content, 14-16
design, 16-18
evaluating, 20-21
length of, 53-55, 282
memorable, 13
repetitive, 284
targeting, 18
Microsoft Office 2007, 26
Microsoft Outlook 2007, 186
misspelled e-mail addresses, 241
mobile devices, e-mailing to, 277
mood icons, 183-184
multiple themes, 79-80
multiple-choice questions, 269

o\ o

names, text link, 165-166
narrow columns, 127-128, 190-191
navigation links, 159-160, 167-170
networking, 33-34
new subscriber templates

sign-up forms, 314-315

sign-up links, 314

welcome letters, 314-315

newsletters
format, 112
template, 318
non-bounce total, 229-230
non-click responses
e-mail replies, 236-237
event attendance, 235-236
in-store purchases, 233-234
phone calls, 234-235
nonexistent e-mail addresses, 248
numbered lists, 294

o () o

objectives
broad-based
financially based objectives, 62—-66
overview, 61-62
time-based objectives, 66-67
e-mail themes based on
informational themes, 76-77
multiple themes, 79-80
overview, 74-75
procedural themes, 77-78
promotional themes, 75-76
relational themes, 78-79
focusing on, 80-82
narrowing definition of
choosing target audience, 69
determining why audience takes action,
69-70
how people find out about objective,
70-71
overview, 67-68
predicting when audience will respond,
72-74
setting ultimate goal of objective, 68-69
setting where objective will be
accomplished, 71-72
overview, 61
refining, 68
offers
competing, 195
coupons, 197-199
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offers (continued)
creating promotional content, 196-197
defined, 194
determining, 70
giveaways, 199-200
incentives, 199
limited time, 114
loss leaders, 200
overview, 194-196
promotional templates, 319
refining, 72
second-chance, 259
urgent, 201
using click-through data to target,
257-258
using click-through data to test, 259-260
Office 2007, 26
one-time surveys, 272
one-time touch, 30
ongoing surveys, 272
online information collection, 85-88
online purchasing, 62-64
open rates, 220, 230-231
open-ended questions, 91, 269
opinions, 216-217
options calls, 213
Outlook 2007, 186

oo

paragraphs, 151, 158, 282, 292
PDF (Portable Document Format),
112, 173, 176, 205, 249
permission-based e-mail lists
asking for permission
deciding on permission level, 98-101
inherited lists, 102-103
protecting your e-mail list, 104
collecting contact information, 84-89
deciding what information to collect
essential information, 90-91
gathering behavioral interests, 94-95
list member interests, 91-94
overview, 89
list brokers, 104-106

offering incentives to increase signups,
95-97
overview, 83
personal information, 90
phone calls, 15, 212-213, 234-235, 277
photographs, 178-179
physical addresses, 46
physical explicit permission, 99
physical locations, 209
planners, 57-58
planning e-mail surveys
collecting data, 270
determining issue to address, 268
determining type of, 268
implementing changes, 270
overview, 267
questions, 269
PNG (Portable Network Graphics)
format, 176
point size, text, 156-157
Portable Document Format (PDF),
112, 173, 176, 205, 249
Portable Network Graphics (PNG)
format, 176
portfolios, sample, 313-322
portrait images, 119
positioning images, 187-191
postcards, 89, 259
preferred customers, 92-93
press releases, 92, 94, 115-116, 123, 320
preview pane, 131-135
price premiums, 29
print, information collection through,
88-89
printing e-mail, 205
privacy, 24, 78, 94, 97, 104
procedural themed e-mails, 74, 77-78,
127, 322
professional information, 90
professionalism, 47-51
profit and loss statement, 36
profit-per-sale, 35-36
promotions
creating content, 196-197
format, 113-115
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grouping, 123

templates, 319

themes, 75-76, 79-80
prospecting sales cycle, 65
prospects, defined, 95
punctuation, excessive, 150, 250, 281
purchased/rented lists, 244
purchases, tracking in-store, 233-234
purchasing, 207

o () o

-

quantity of e-mail, 52-53

o R e

ranking questions, 269
rating questions, 269
reading e-mail, 203-204
really simple syndication (RSS) marketing,
275-276
reducing
blocked e-mail
block lists (blacklists), 244
challenge response systems, 243
firewalls, 244-245
spam traps, 244
filtered e-mail
automatic content filtering, 248
sender reputation, 246-248
user-controlled content filtering,
249-252
references, image, 176-178
referrals, 29, 63, 83, 95
register for event (call to action), 210-211
relational themes, 78-79
relationship (transactional) e-mails, 45
relevance
combining value with, 219-220, 222
and e-mail frequency, 56
reminders, 92, 100
repeat business, 63-64, 94-95, 268

repeat customers
overview, 27-28
sending multiple messages, 30-33
time efficiency of e-mail follow-up, 33-34
value, 28-29
repeat messages, 34
repetitive messages, 284
replies, e-mail, 236-237
reports, tracking
bounce rate, 228-229
click-through rate, 232-233
non-bounce total, 229-230
open rate, 230-231
overview, 227-228
requesting information, 210
required content, 46-47
research, including in e-mails, 219
responses
click-through data
overview, 256
using for intelligent follow up, 258-259
using for testing offers/calls to action,
259-260
using to target offers, 257-258
e-mail surveys
creating, 271-273
planning, 267-270
extending online presence
blogs, 276
mobile devices, 277
RSS marketing, 275-276
search engine optimization, 274-275
overview, 255
Web site visitors
click path, 263-264
conversion percentage, 264-266
landing pages, 260-263
ROI, 266-267
return on investment (ROI), 10, 30, 233,
266-267
ReturnPath, 41-42, 228, 230, 242, 246
revenue
increasing with repeat customers, 27-34
overview, 27-28
sending multiple messages, 30-33
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revenue (continued)
time efficiency of e-mail follow-up, 33-34
value of repeat customers, 28-29
lowering costs, 34-38
overview, 27
rich site summary (RSS) marketing,
275-276
right justification, 188-189
ROI (return on investment), 10, 30, 233,
266-267
RSS (really simple syndication) marketing,
275-276

oS e

sales, 62-63

sales cycle, 64-65, 66, 215

salutations, 160

satisfaction surveys, 268

saving e-mail, 204-205

scroll line, 169

search engine optimization (SEO), 274-275

sender authentication methods, 252-253

Sender ID technology, 252

Sender Policy Framework (SPF)
technology, 252

sender reputation, 246-248

senderscore.org, 248

SEO (search engine optimization), 274-275

server (Internet Protocol [IP]) addresses,
142-143

sexually oriented material, 47

shipping policy, 78

shopping carts, 164, 207, 261, 264-265

signatures, 87-88, 184-185, 190

sign-up forms, 314-315

sign-up links, 85-87, 106, 274-276, 314

sign-up pages, 275

sign-up process, 43

signups. See customers; permission-based
e-mail lists

soft bounces, 242

sound files, 173

spam

FTC spam site, 288
laws about, 44-47

minimizing complaints, 40-44
origin of term, 41
overview, 39-40
and Subject lines, 150
traps, 244
Spam Arrest, 289
Spam buttons, 40-42, 251
SPF (Sender Policy Framework)
technology, 252
spraying and praying, 74
stand-alone text links, 119
stated feedback, 22
stockxpert.com, 290
stories, 216, 218-219
style elements, text, 154-158
subheadings, 158
subject lines, 47, 147-150, 164, 249-250, 283
subscriber maintenance templates
change of profile confirmation, 316-317
change of profile requests, 316
subscription reminders, 317
subscription reminders, 242, 245, 317
surveys
creating, 271-273
planning
collecting data, 270
determining issue to address, 268
determining type, 268
implementing changes, 270
overview, 267
questions, 269
symbols, 150, 190, 281, 306

o e

tables

creating, 303-304

table-based pages, 304-306
tables of contents (TOC), 134, 168-169
targeting

audience, 69, 222

follow-up, 11

messages, 18

using click-through data for, 257-258
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templates
announcement
format of, 116-117
holiday greetings, 321
press releases, 320
procedural e-mails, 322
calls to action, 55
emphasizing important content, 121
event invitation, 115-116
HTML, 135
new subscriber
sign-up forms, 314-315
sign-up links, 314
welcome letters, 314-315
newsletter, 112-113, 318
overview, 313-314
promotional, 319
subscriber maintenance
change of profile confirmation, 316-317
change of profile requests, 316
subscription reminders, 317
for surveys, 270, 322
width, 134
testimonials, 15, 75, 114, 123, 162, 197
text
anchor tags, 167
applying style elements, 154-158
choosing font, 152-154
color, 299
headlines, 158-160
HTML elements
bold font, 293
bulleted lists, 294-295
horizontal rules, 293
italics, 293
numbered lists, 294
underlining, 293
images, 184-185
linking to files in e-mails, 171-174
links, 86, 119, 156, 162-166
navigation links, 167-170
overview, 151
sentence and paragraph length, 160-162
text-only e-mails, 169, 231
themes
defined, 75
informational themes, 76-77
multiple, 79-80

overview, 74-75
procedural, 77-78
promotional, 75-76
relational, 78-79
working from while writing Subject
line, 149
time-based objectives, 66-67
timing
best day and time for delivery, 57-58
determining quantity of e-mails, 52-53
frequency of calls for action, 55-56
overview, 51-52
proper e-mail length, 53-55
setting frequency by relevance, 56
tips, including in e-mails, 92, 215, 217
titles, 158
TOC (tables of contents), 134, 168-169
top-bar images, 119, 139, 186
top-of-mind awareness, 23
tracking
customer e-mail, 197
methods, 20
non-click responses
e-mail replies, 236-237
event attendance, 235-236
in-store purchases, 233-234
phone calls, 234-235
overview, 227
progress in meeting objectives, 81
tracking reports
bounce rate, 228-229
click-through rate, 232-233
non-bounce total, 229-230
open rate, 230-231
overview, 227-228
Web site visitors
click path, 263-264
conversion percentage, 264-266
landing pages, 260-263
ROI, 266-267
trained content filters, 251-252
transactional (relationship) e-mails, 45
trusted e-mail senders
complying with spam laws, 44-47
deciding timing and frequency
best day and time for delivery, 57-58
determining quantity of e-mails, 52-53
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trusted e-mail senders (continued)
frequency of calls for action, 55-56
overview, 51-52
proper e-mail length, 53-55
setting frequency by relevance, 56
enhancing e-mail professionalism, 47-51
minimizing spam complaints, 40-44
overview, 39-40

olf o

underlined text, 156
underlining, 293
uninterested people, 31
unsolicited commercial e-mail. See spam
unsubscribe options, 24, 44, 49-50
upper-left quadrant, 121-122, 124
urgent offers, 201
user-controlled content filtering
individual filters, 250-251
overview, 249-250
trained content filters, 251-252

oo

value
combining different types of, 220-222
combining with relevance, 219-220, 222
demonstrating, 9

value words, 148-149

variable calls, 213

verbal explicit permission, 99

vertical lines, 119
Vertical Response, 26
Very Important Customers (VICs), 95
videos, 172, 218, 284
visiting
physical location, 209-210
Web sites, 208-209
visual anchors
adding to e-mail, 117-120
positioning related content and, 120-122
visual impairments, 155

o/ o

w3schools.com, 125
warranties, 78
Web sites
call to action to visit, 208-209
links to, 300-301
navigation links, 170
visitors to
click path, 263-264
conversion percentage, 264-266
landing pages, 260-263
return on investment (ROI), 266-267
Web-based e-mail programs, 164
welcome letters, 48-49, 78, 100, 244-245,
314-315
white lists (friends lists), 245
white space, 55, 124-126, 285
words, text image, 184
written explicit permission, 99



