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Why Michael is speaking today
• Active in the permission-based email industry for 12 years

• Speaker at numerous ESP User Conferences around the US, as 

well as at regional DMA and national ASM events

• ClickMail is proud to have been an authorized Silverpop Agency over the last 2 • ClickMail is proud to have been an authorized Silverpop Agency over the last 2 

years

Resources/References:

• MarketingSherpa 2009 ‘Best Practices in Email Marketing Handbook’ (released a 

few weeks ago, we played a (small) part)

– Chapter 7 devoted to email reporting, metrics, and analysis

• ClickMail (and Silverpop) are sponsors of the EEC (Email Experience Council)

• Email stat center (www.emailstatcenter.com) and Jupiter Research

• Other sources are from input/feedback from our clients, anecdotal evidence, and 

our own experiential data



References:



References (cont.):

• Email Experience Council: The State of Email 

Metrics & Bounce ManagementMetrics & Bounce Management

• EmailStatCenter.com



Proving Your Worth with Metrics

• Conflicting Metrics

• Other Ways to Measure Metrics

• Danger In Not Measuring The Right Metrics, and • Danger In Not Measuring The Right Metrics, and 

Accurately

• Why to Measure

• What to Measure

• What Not to Measure

• Recognize Trends You Can Act On

• Tools That Do The Job 



Quick quiz: For an online/email marketer, the 

following is true: The top 2 challenges are…

A: Deliverability and relevanceA: Deliverability and relevance

B: Erosion of trust and competition in the inbox

Jupiter said A in 2007, 

MarketingSherpa said B in 2008



Conflicting Metrics

• Mailed Metrics

• Delivery Metrics

• Open Metrics• Open Metrics

• Click Through Metrics

ESP vs. Mailer (marketer)  



Conflicting Metrics

• The lack of consistency in calculating key 

performance metrics makes it impossible to performance metrics makes it impossible to 

establish industry benchmarks or to effectively 

compare results.



Conflicting Metrics: Mailed Metrics

• 83% calculate unique emails that are attempted

• 8% calculate all attempts, including repeat attempts

• When asked how the industry should calculate 

“mailed,” 86% of ESPs supported the “all unique 

attempted emails”



Conflicting Metrics: Delivery Metrics

• ESPs: 79% calculate all failures from total mailed

• ESPs: 21% calculate all hard bounces from total mailed

• ESPs: 0% calculate delivered to the inbox vs. spam folder• ESPs: 0% calculate delivered to the inbox vs. spam folder

• Mailers: 63% calculate all failures from total mailed

• Mailers: 11% calculate total mailed

• Mailers: 10% calculate delivered to the inbox vs. spam folder.



Email Response Metrics

• Email marketing consultants consider an open rate of about 

20% and a click-through rate of 4%-5% to be a highly effective 

email campaign.email campaign.

• 18.7% don’t know their open rates.

• 16.7% don’t know their click-through rates.

• 23.3% don’t know their conversion rates

- Internet Retailer 2006



Conflicting Metrics

• Deliverability Disconnect:
– “Delivered” is a core metric in email – used in almost every 

performance metric the industry relies upon.

Yet two-thirds of Mailers aren’t sure how their “delivered” rate is 

calculated.

– More than 80% of Mailers view Bounce Management as very 

important but only one-third of them have good visibility into bounce 

metrics.

Source = EEC



Lack of Standardization: Open Metrics

• ESPs:

• Mailers: 73% calculating open rates by dividing opens by total 

delivered



Email - It’s NOT just about clicks!

• The purpose of email marketing is to trigger an 

action – NOT only to get a click

Question – the very best element to optimize is…?Question – the very best element to optimize is…?
1. Subject line

2. Design elements

3. Messaging

4. Audience segmentation

a = the landing page!
• Remember – most of the time the

objective is looking for a conversion, and

guiding a prospect down that path



40/40/20 Rule

• For any campaign, 40% of the success will be from the 

messaging (copy, offer, urgency)

• 40% of the success depends on the audience (right segment, 

qualified, targeting)

• 20% will come from the creative (design, layout, 

imagery/graphics/rich-media, etc…)



Non-Click Responses to Email

• Higher brand awareness

• Non-email related purchases

• Email is forwarded

• Payment of a renewal or bill

• Inbound contact

• Visit retail location

• Visit website

• Showing up to an event



Danger in not measuring the right stuff or not 

measuring accurately

• Lost revenue opportunity

• What messaging works?• What messaging works?

• Sales team will not know what to focus on

• Ability to do more with less



Danger in not measuring the right stuff or not 

measuring accurately

• Mislabeling bounces:
– Deleting good customer addresses– Deleting good customer addresses

– Failing to remove bad ones, risk blocking by ISP

• 30% of practicing marketers don’t take the time to figure out 

their actual rate of delivery

• 12% of practicing marketers have no idea how to characterize 

their organizations precise definition of delivery

- MarketingSherpa Email Benchmark 2008



Why Measure?

• Prove credibility

– Justify marketing strategy

– Prove how email marketing is an integral part of the marketing plan

Justify budget• Justify budget

– Email provides a far better ROI than any other marketing medium

• Inform management

– Creditability to show that marketing activities are working

• Practical & Actionable

– Know what works and what to improve



What to Measure

• Email Marketing Metrics

• Internal Benchmarks

• Trend Analysis• Trend Analysis

• Absolute Metrics



What to Measure: Email Marketing Metrics

• Sent 

• Delivered

• Opened• Opened

• Click through

• Bounced

• Unsubscribe

• Etc…

• (campaign data)



What to Measure: Internal Benchmarks

• Objective measurement for making marketing decisions

• Budgeting  

• Expand marketing channels

• Judging your results• Judging your results

• Marketing Investment

Benchmarks

Av. Delivery Rate 93.6%

Av. Open Rate 19.8%

Av. Click-Through Rate 5.9%

-Epsilon Q308 Email Trends and Benchmark



What to Measure: Trend Analysis

• Compute percentage changes

• Data variability

• Standard deviation• Standard deviation

• Statistical significance

• A/B testing



What to Measure: Absolute Metrics

• New campaign or technology

• Negative exceptions to trends

• Positive exceptions to trends• Positive exceptions to trends

• Mathematical errors



What Not to Measure: List Growth

• Avoid reporting solely on your list growth

• You have to prune your opt-in list

• Quality NOT Quantity• Quality NOT Quantity



Metric Analysis: Recognize Trends You Can Act On

• Insight into direction of your email marketing 

program’s performance

• Benchmark against your organization’s goals vs. clicks • Benchmark against your organization’s goals vs. clicks 

and opens



Tools that do the job:

• Flash based ‘widgets’

• Online ‘reportals’ that use API system calls to 

access data from ESPs (like Silverpop) 



What you already may know:

• API’s are highly effective at automating the launching 

of emails, and managing the flow of data between 

disparate platforms.disparate platforms.

What we’ve found:

• API’s are a fantastic tool to extract data to produce 

actionable reports.

“If you can’t measure it, you can’t improve it”



Case Study: SEMA

• SEMA -Specialty Equipment Market Association-

www.sema.org

– Flash-based dashboard that takes disparate data feeds and 

rolls them into a real-time reporting ‘mash-up’ module

– Mash-up: ESP & Experient

– Registration Emails Sent

– Data Collected at Experient for new registrations



Case Study: SEMA
• Query ESP via the API (every 2 hours) for new SEMA email 

campaigns sent

• Download all data from these campaigns

• Continue to download data from older campaigns (7 + days)• Continue to download data from older campaigns (7 + days)

• Query Experient (every 2 hours) for new registration data

• Massage ESP and Experient Data to find the results we need 
and place them in a separate Database

• Create an XML document every hour with the results

• Allow the Flash dashboard to display the results if 
connecting from an allowable IP address



Case Study: SEMA - Flash-based dashboard



Case Study: SEMA - Flash-based dashboard



Case Study: MDCH

• MDC Holdings - Richmond American Homes -

www.richmondamerican.com

– Online ‘reportal’ that captures/manipulates ESP campaign – Online ‘reportal’ that captures/manipulates ESP campaign 

data and produces customizable reports 

– Multi-tiered user access management

– Allow for different report types

• HTML / Excel / Emailed

– Metrics (Region, Division & Audience)

– Actual vs. Industry Performance



Case Study: MDCH

• Query ESP via the API for the last 99 Email 

Campaigns sent 

• Collect the data and place in the web-portal • Collect the data and place in the web-portal 

database (CMM built middle-ware/connector)

• Uses stored procedures to process the data and 

write reports 



Case Study: MDCH Reporting Dashboard



Case Study: MDCH Reporting Dashboard



Case Study: MDCH Reporting Dashboard



Q&A

• Electronic copies of this presentation are available – Contact 

ClickMail Marketing at 

• For a copy of the ClickMail White Paper “You’ve made it to • For a copy of the ClickMail White Paper “You’ve made it to 

the inbox. Now what? visit:

http://www.clickmailmarketing.com/resources/whitepapers.php

• For more information contact: 

sales@clickmailmarketing.com or 650-286-2110

Thank you!


