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introduction

E-mail: the 21st Century Addiction?
The e-mail marketing agency eROI reports in an October 2006 article simply titled E-mail 
Addiction Growing, that some 61 percent of their survey respondents said they continue 
to check e-mail even while on vacation, and 56 percent reported a high level of anxiety if 
they can’t access their e-mail. Not only that, two out of three people surveyed said they read 
e-mail every day of the week, 90 percent read e-mail six days a week and 75 percent respond 
to e-mails six days a week.

Two-thirds of respondents expect to receive a response to their e-mail the same day. More 
than 50 percent can’t wake up or go to bed without once checking e-mail.

Interestingly, most respondents – 55 percent – admit they feel e-mail takes up more time in 
their life than it should – which clearly illustrates that there is an addictive relationship with 
their e-mail inbox for many people! 

Other points that demonstrate this continued addiction are that two-thirds of people 
surveyed read e-mail every day of the week, 90 percent read e-mail 6 days a week and 75 
percent respond to e-mails 6 days a week. Lastly, over half of us can’t wake up or go to bed 
without checking that inbox one more time.

For e-mail marketers, however, this same sad addiction can work in your favor; your 
recipients are anxiously (or perhaps just eagerly) checking their inboxes every day – often 
more than once a day – which means your messages have a somewhat “captive audience.” 
Your job then is two-fold: create powerful, persuasive, informative e-mail messages, and 
make sure they arrive safely in your prospect’s inbox. 

IntroductIon
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The Conundrum of Marketing via E-mail
Everyone seems to agree that e-mail marketing is one of the most effective and powerful 
forms of Internet marketing available today. After all, it is quick to deploy, provides 
immediate measurable results, and usually delivers a high return on investment.  

But there is a down-side.  Successful e-mail marketing requires experience, expertise, and 
knowledge of the constantly changing e-mail filtering, spam-eradicating, firewall-building 
software industry. It has been said that more than 20% of all e-mails have problems with 
delivery – which significantly erode response rates. 

It’s not enough to build a list of interested customers or clients, send them your informative, 
engaging e-mails once a week or once a month – and market products or services to them 
in the process. You’ve got to know how to get the messages delivered, and then read by the 
recipient – at least far enough to ensure the all-important click-through. 

In other words, creating compelling e-mail messages is only part of the process –  
the messages are absolutely worthless to you if never received by list members.  As a  
result of corporate and ISP filters, blacklists, and constant e-mail address flux, permission-
based marketers face many obstacles in their attempt to deliver solicited, confirmed-consent 
messages to the inboxes of customers and subscribers with whom they’ve established 
relationships.

So this is the topic of the first section of this e-book: deliverability. With e-mail, that’s simply 
the ability to complete delivery of a message to a recipient’s inbox. This is, however, (as I’ve 
said) only part of the e-mail marketing conundrum – once your message is in the proper 
inbox, it does you no good whatsoever if the recipient doesn’t open it. What can you do to 
ensure that your message is read at all? 

That’s why the second section will cover the all-important topic: persuasiveness – those 
all-important factors that consistently increase the open and click-through rates for your 
marketing messages. The question you can ask is, “Have you written an e-mail that compels 
the reader to click through to find out more or get what is offered?”

We’ll close with resources you can use to create a powerful, purposeful, targeted e-mail 
marketing campaign starting today – with a reasonable guarantee that your message will 
arrive intact, as you intend it to be seen, and that your recipient will open it – to find your 
powerful marketing message!

Note: This e-book is littered with acronyms: IMAP, SMTP, POP, and SPF, just to name  
a few (and no, that last one has nothing to do with sunscreen)! There’s a glossary at the  
back of the book to help you with these all-important, yet rampantly confusing (at least 
initially) terms. 
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The Benefits of E-mail Marketing
Despite all the controversy and challenges surrounding e-mail – the constant battle to get 
legitimate e-mails through spam filters, and those uncooperative ISPs – e-mail and e-mail 
marketing are thriving. The benefits of e-mail communications to both the enterprise and 
the consumer are virtually unquestioned – yet not often clarified. 

Everyone interested in using e-mail as a marketing tool needs a Web site or at a minimum, a 
“landing page” to send readers to; I think this is obvious. Naturally you can harvest e-mail 
addresses of your offline current customers and clients – as well as prospects if they contact 
you in person or over the phone for further information. But, a Web presence makes it easy 
for people who may not have otherwise found your business to sign up for your newsletter 
or e-mail updates. And, let’s face it; your e-mail campaigns are indisputably cheaper per unit 
than sending direct mail through the U.S. post office. Not only that, e-mail can also be far 
timelier: No long delays in receipt. 

But to what extent do you consider the value of your e-mail campaigns beyond those facts? 

Benefit #1: Driving Traffic to a URL
The primary use of e-mail is to drive click-throughs to a URL, through persuasive writing or 
a strong offer, where the reader then makes a purchase – or surrenders their e-mail address in 
exchange for a free report or other tantalizing offer.  

To be sure, any e-mail campaign is (or should be) driven by one or more measurable 
goals: increased sales, increased Web site traffic, improvements to fundraising via donor 
contributions, increased issues coverage, or even additional votes come election time. All 
genuine and worthy goals – and each provides an obvious benefit to your business. 

But there are other benefits that are not so direct or measurable. And if you only consider 
and measure the direct, quantifiable results of your e-mail campaign, you may be under-
recognizing the value of your e-mail program.  

Benefit #2: Branding and Positioning
Every e-mail you send is another opportunity to connect with your customers and position 
yourself as you’ d like them to see you in the marketplace. Every e-mail is an opportunity to do 
so much more than simply achieve yet one more sale or click-through. 

It’s important then to make sure your e-mails truly reflect your brand: through your content, 
language, tone, imagery and colors. Do you have a current offline ad campaign? If so, 
integrate either the images or the messaging into your e-mails – but more about that later, 
as it relates to deliverability and visual integrity. Graphics can often be omitted or worse yet, 
distorted in the delivery process; and poor presentation is exactly what we don’t want!
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Benefit #3: Solid Relationship-Building 
Your e-mail campaign may also be an opportunity to manage and further enhance your 
relationships with your customers. Let them know you’re responsive to their needs and 
concerns and provide an easy way for them to reach you – via e-mail.  

I often receive e-mail messages from Amazon.com, which “based on my previous purchases” 
offer me updates on new merchandise that they feel may be of interest to me. Now, that’s 
relationship-building! 

Benefit #4: Providing Useful, Timely Information 
Effectively building relationships with your list members takes care and thoughtful 
planning. The content of your messages should demonstrate how much you know about your 
customers, their interests and preferences – like Amazon in the previous example. 

In addition to providing your customers with the right content, your message should also 
be informative and engaging. Is your content written with flair? Basically, you could ask, are 
your e-mails worth reading?

Your e-mails are an opportunity to educate your customers or provide additional 
information.  This can be particularly valuable if your product is somewhat complex and 
benefits from more thorough explanation. 

If your e-mail results in a sale, that’s absolutely wonderful. But please, don’t forget the value 
of sending a message with relevant, timely information; thereby letting your customers know 
you’re being proactive in trying to provide them what you think they need and want. 

For instance, I receive many e-mail newsletters that provide wonderful information that I 
can use immediately to improve my professional as well as my personal life – and I’ve never 
purchased a thing from the senders. However, this doesn’t mean I won’t ever buy something 
… and in the meantime, I’m delighted to save their e-mails, and even forward them to people 
I feel may be interested in the content. Now, that’s e-mail marketing at its best!

There is another “camp” in e-mail marketing, however; where such informative, relationship-
building, “feel-good” messages are not a focus. Rather, it’s the “selling”, the “promotion” that 
gets the attention. Both perspectives are useful – it’s truly a matter of choice how you want 
to affect the recipients of your e-mails. 
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If you’re sending out e-mail messages to your list, and many of them come back as 
“undeliverable”, there could be many reasons – some of which may not be readily 
apparent. According to the experts, even the best successful delivery statistics can 
hide deliverability problems.

There are many legitimate reasons why e-mail messages can’t be sent. People switch 
jobs or change ISPs, and don’t bother to update their e-mail address with everyone. 
But to really know why individual recipients aren’t getting your mail, you’ll need to 
look closely at the rejection messages – the bounces.

A “Bounce” Defined
In e-mail vernacular, a failed delivery is commonly called a bounce, because the undeliverable 
message literally rebounds back to the sender, often within seconds of being sent. There are, 
however, two types of bouncing going on. 

Remember those large, under-filled pinkish rubber balls used in the lower grades of 
elementary school? Those things were rather annoying – they didn’t really rebound back to 
the thrower, but more or less came back without much velocity or energy. This could be seen 
as a soft bounce – and in the e-mail marketing world, is typically due to a transitory problem. 
This could be where the recipient’s mailbox is full, or the recipient mail server is too busy.

Unfortunately, just because a bounce is soft doesn’t mean that repeated attempts to send 
to the address will be successful. Even if the address is legitimate, the recipient may have 
abandoned the e-mail account so that the mailbox is perpetually full.

So, a “soft” bounce may be the result of the receiving mail server refusing the connection, 
either because it’s in general too busy or because the connecting mail server is considered to 
be spamming. 

These refusals look something like this:

Server XISP.com is not accepting connections 

Connection refused by: XISP.com 

Sometimes, if your server is being “temporarily” blocked, the message will be 
categorized as a “soft” bounce, too:

1 Deliverability
Are Your Messages Simply Bouncing …  
or Are They Being Blocked?
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Anti-spam YISP.com has refused your connection as your mail server has been 
temporarily blacklisted. 

Then you’ve got those little, hard polymer “super balls”, available in those vending 
machines in pizza parlors, and arcades – our local discount store has a rack of them 
at the exit – in the attempt to capture just a few more cents from the parents of small 
children. You know what I’m talking about – these super balls rebound so hard, and 
so fast they could put your eye out if you’re not careful! This image is a hard bounce. 
In e-mail marketing, it’s generally the result of a permanent problem, such as that the 
recipient address just doesn’t exist. In that case, you’ll see an error like this one:

Requested action not taken: mailbox unavailable.

JOHNB@EXAMPLE.COM is not a valid user.

Basically, a hard bounces tells your mail server to stop trying to send to this address. 

Many ISPs use “hard” bounces to reject messages they consider to be spam. Spam is a 
scourge not only because it wastes your time to delete it from your inbox, but because 
it wastes your ISP’s network resources. A mail server that is busy processing spam 
has less capacity to handle e-mail people want to receive. The usual strategy ISPs and 
organizations have taken to combat spam is to block suspect messages or senders as 
soon as possible so as to keep their resources free for legitimate mail. In accordance 
with the “rules” of the Internet, they are supposed to inform the sender the reason 
why the mail was refused.

Here’s an example of that kind of message: 

 Message blocked for abuse. Please contact the administrator of your ISP or sending 
mail service.

Transaction Failed Listed in deny list.

While delivery failures are often frustrating, they really help you, by saving time and 
resources – simply because they let you delete the useless addresses from your list and 
keep it full of active, interested recipients. In-house software allows you to manually 
delete addresses, while also automatically disabling undeliverable e-mail addresses 
after three to five unsuccessful attempts. 

Those messages that say your mail is being blocked as spam, while troubling, are also 
helpful. If someone at a blacklist or at an ISP sees your mail as a problem, it’s good to 
know about it so you can contact them and resolve it quickly.  

There’s a bigger problem, and it comes when you don’t realize your messages are 
being blocked! It seems that more and more frequently, those same transaction 
messages that should be legitimately used to tell you that a recipient no longer exists 
are being used as a means of spam reduction.  In other words, the recipient’s ISP is 
telling you an “untruth” about the reason your message was returned.  
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For example, if you find that a domain with a previous track record of successful 
e-mail delivery suddenly shows a large number of non-existent users, it could be that 
there’s been a lot of turnover, but it could also be that you’re seen as a spammer and 
they’re trying to make you go away through rather dishonest means. 

The underlying idea in this strategy is that spammers may not stop trying to send 
mail to an address if they’re being blocked; they’ll just go to another ISP or change 
their content so they can slip through. But if they receive a message that a recipient 
no longer exists, they’ll be tricked into taking that address off the list regardless of 
wherever they go to send their messages.

It’s hard to know how effective this tactic is against spammers. After all do they really 
take the time to remove inactive addresses? Probably not. But the strategy can be very 
effective against conscientious senders, who unwittingly remove these addresses. If 
there is a sudden increase in dead addresses at a particular domain, it could be that 
your mail just isn’t welcome anymore. 

 

Naturally, success at reaching all the addresses on your list is the ultimate goal. But 
reaching that goal doesn’t mean your worries are over. If you get a hundred percent 
success delivering to a domain without one single delivery failure, it may mean 
every address at that domain is still alive and kicking; or it could mean that the ISP 
has chosen to no longer provide non-delivery notices. That is to say, it could be just 
accepting all of your mail, and then dumping it in a bulk folder – or simply deleting it, 
without forwarding it to the recipients at all.

 

Helpful Hint: See if the same people are undeliverable several times in 
a row, or if they are still undeliverable if you change the format of your mail 
– plain text instead of HTML, for example. Set a limit of attempts, and if 
reached, delete the address from your list – or (better yet) contact the domain 
master to discuss the issue. (The standard “limit” is, among the marketers 
contacted, is the magic number “5”. However, some suggested 
“3” failed contacts as the requirement to open a dialogue with the domain 
master in question.)

Helpful Hint: If a domain is represented by more than a hundred 
addresses in your list, you should see some failed deliveries from time to time. 
If you don’t, check and see if there are any actions taken by the recipients. 
Are there any opens or click-throughs at all? If not, it’s probable the mail isn’t 
getting through. 



�SecretS of SucceSSful e-mail marketing

deliverability

Once you know that your mail is being blocked, you can take action to ensure that it gets 
delivered. This can be done by:  

Changing the format. If you’re sending in HTML, try sending plain-text. 

Slowing your sending speed. It’s possible that you’re sending too quickly for  
 the recipient mail server to respond. 

E-mailing the technical contacts for that domain. Show that you are  
 responsible and ethical, and they are likely to let your mail through. They  
 may have suggestions on how to improve your e-mail practices as well!

There’s one action you absolutely shouldn’t take: don’t change your sending IP address or 
domain in an attempt to trick ISPs that you are a different sender. 

It’s tempting if your IP address is being blocked to simply change to another one that 
isn’t being blocked – but that’s exactly what spammers do. No matter where you go, your 
reputation will follow you, so don’t “cut and run” to a different ISP. Rather work on your 
ISP relationships, and build a solid, credible reputation. If your reputation is good, ISPs will 
be happy to work with you to ensure your mail gets delivered.

The Issues in E-mail Deliverability Examined
If we examine the process of sending an e-mail, whether a personal message to a friend or 
relative, or an e-mail marketing campaign to hundreds or thousands of recipients, it would 
look like this:

You, of course, are the author, while the sender is your e-mail program; Outlook, Gmail, 
Hotmail, or other e-mail service linked to your ISP (Internet Service Provider). The Internet 
is that network of connections through which your message travels to get to the receiver ISP, 
which then delivers the message (hopefully intact and as you anticipate it to look and read) 
to your recipient. 

Lyris recently made available their statistical analysis on ISP delivery rates for the 
second quarter of 2006. 1 The first quarter of 2006, deliverability rates saw a decrease in 
deliverability from that final quarter of the previous year; however this second quarter U.S. 
ISPs saw their deliverability rates improve by approximately 4 percent for both gross and 
inbox deliverability. Users with addresses with one of the top ten U.S. providers were 27 
percent more likely to receive their opt-in e-mail in their inbox than those who used one of 
the bottom ten providers (97.8 versus 70.6 percent). Who are the “top ten”, you ask? Here 
they are 2: 

•

•

•
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Rank ISP Name Gross Delivery 
Rate

1 juno.com 93.39%

2 netzero.com 93.20%

3 bellsouth.net 92.53%

4 adelphia.net 91.09%

5 att.net 88.41%

6 mail.com 71.07%

7 lycos.com 66.67%

8 iwon.com 64.08%

9 excite.com 63.51%

10 sbcglobal.net 57.28%

In April of 2006, EmailLabs published the results of a survey conducted on the issue 
of e-mail deliverability – and we make liberal use of their statistics in this section, as 
they are an extremely valuable “jumping-off” point for discussion.3

Some highlights from the survey, which assessed attitudes toward deliverability issues 
and the experiences related to them include:

Filtering by ISPs and corporations is the biggest delivery-related  
 challenge marketers say they face, with nearly 50% of all respondents  
 citing either ISP or corporate filters as the bane in their e-mail  
 marketing campaigns. Interestingly enough, another 25% said they lack  
 the expertise or resources they need to address their deliverability  
 issues. Don’t count yourself among those 25% – commit to taking the  
 necessary steps to circumvent delivery problem.

Marketers are beginning to understand that “deliverability” means more  
 than just getting an e-mail through a filter. Rather, the e-mail must  
 function properly for people to take the desired actions: links must  
 work, copy must be compelling, and above all, the visual image of the  
 message must have the intended integrity. Respondents split evenly  
 on how they defined “deliverability” – 43% cited “delivered to  
 recipients’ inbox” and another 43% said “delivered to inbox correctly  
  

•

•
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 AND rendered correctly.” A mere 11% said just getting the e-mail into  
 either the spam folder or the inbox was enough. 

Half of all respondents said they modified their e-mail templates in  
 order to boost their delivery rates. 

Another 25% said they adopted at least one authentication method:  
 Sender Policy Framework, SenderID, or DomainKeys Identified Mail  
 (more about this later).

 
EmailLabs discovered the following about e-mail marketers – perhaps you can see yourself 
in these findings. 

Finding 1: Most marketers monitor campaign-related metrics but do not make use of 
more detailed delivery reports.

While 82.4% of marketers say they monitor basic delivery rates, delivery-specific metrics 
such as bounces, unsubscribes and spam complaints provide key information, and shouldn’t 
be neglected. Knowing who is blocking your e-mail can help you target the problem and 
boost delivery. This information can turn up in either your delivery reports sent during and 
after a campaign or from a third-party audit.

Finding 2: Most marketers say they monitor delivery rates.

82.4% Yes 
13.0% No 
4.6% Not sure

Marketers who outsource, e.g., use ESPs (E-mail Service Providers) or agencies, are the most 
likely to monitor delivery rates (89.9%), while those who use purchased software are the least 
likely (72.5%).

Finding 3: Deliverability is a “significant” challenge for 3 out of 10 respondents.

30.5% Significant challenge 
51.8% Somewhat of a challenge 
10.3% Not a challenge at all 
 7.4% Don’t know/Not sure

When looking deeper at those respondents who reported significant deliverability 
challenges, it was found they were more likely to define deliverability as “inbox delivery with 
images and links enabled.” These folks are also the most likely to track campaign delivery 
metrics and ISP blocking.

 
 
 

•

•
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Finding 4: Filtering is the most challenging deliverability issue, followed by hard 
bounces and lack of knowledge. Here’s how the issues broke down for the respondents: 

48.3% reported filtering by ISPs as the biggest challenge 
45.1% filtering by corporations was the thorniest problem 
31.5% had too many hard bounces (“Run for cover!”) 
25.4% suffered from a lack of expertise or resources to address deliverability 
15.3% were appearing on blacklists 
11.8% had too many spam complaints 
 9.6% do not have any deliverability issues

Looking just a bit deeper, EmailLabs found that ISP filters are the top concern for marketers 
that use installed software for e-mail delivery (55%), while corporate filters challenge 44.5% 
of marketers who outsource e-mail delivery (e-mail service providers and agencies).

Finding 5: Marketers are generally satisfied with the delivery reports they get from 
their e-mail solution (in-house) or provider (outsource).

55.6% Satisfied 
26.4% Not satisfied 
18% Unsure

Note: When we analyzed responses according to how marketers deploy their e-mail 
campaigns, Email Labs found the highest level of dissatisfaction among marketers who host 
purchased solutions on their own servers.

Finding 6: More than two-thirds of senders check messages for spam content or 
coding errors, using content checkers and test accounts at major ISPs.

68.6% Check content  
20.9% Don’t check content 
10.5% Not sure

Marketers who don’t think they have a deliverability problem are also the most likely (75%) 
to evaluate their messages before sending. For all respondents, the most popular content 
tools are content checkers embedded within e-mail solutions (47%), test accounts (39.6%) 
and in-house spam filters (31.6%). Half of respondents use HTML editors to check for 
coding errors, while 32% use test accounts for HTML review and 26% use embedded 
HTML message checkers.

Finding 7: Half of respondents said they modified their e-mail templates to address 
deliverability problems.

50.3% Modified e-mail template 
24.2% Adopted authentication (SPF/SenderID/DomainKeys Identified Mail) 
21.7% No longer e-mail to non-permission lists 
20.4% Utilized the services of a delivery-monitoring solution 
16.9% Switched from a shared to a dedicated IP address 
16.9% Did nothing 
15.6% Formalized whitelisting process; established key ISP relationships 
10.5% Switched ESPs or moved from in-house to ESP 
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9.6% Switched to double opt-in 
5.7% Utilized a third-party accreditation service

Modifying an e-mail template can remove some elements that trigger blocks at ISPs, such as 
bad coding, over-large images and spam-like content, and it is cheaper than contracting with 
third-party vendors. 

Finding 8: Although 82% of marketers say deliverability is a challenge, less than  
10% say it was a top priority in 2006. Their priorities were:

31.8% Increase desired results 
25.5% Improved open and click rates 
19.5% Grow our list 
10.4% Improve deliverability 
9.7% Increase results from existing list 
3.1% Other

Business goals clearly outranked deliverability; which is often seen as a technical issue. But 
the problem with the respondents’ priorities is that the poor delivery is clearly hurting them. 
A better delivery rate is the key to raising success rates in all other areas, from list growth to 
open/click rates (and eventually) ROI.

Finding 9: Marketers say controllable issues such as permission practices, e-mail 
content and coding have the greatest impact on deliverability.

27.4% Permission practices 
26.5% E-mail content and coding 
12.8% Spam complaint and bounce rates 
11.9% Being on ISP whitelists 
5.3% On or off blacklists

Once again, marketers concentrate on factors they control directly (permission and content) 
although spam complaints, whitelisting and blacklisting generally have a greater effect. 

Finding 10: More than half of marketers who use ESPs (E-mail Service Providers) or 
other vendors for e-mail campaigns say they share the responsibility for deliverability 
with their vendors.

57.3% Shared responsibility  
22.7% Our responsibility 
20.0% Agency or ESP responsibility

It’s encouraging to see marketers assuming a share of responsibility for deliverability instead 
of just assuming it’s somebody else’s job; after all, e-mail marketing should be a team effort, 
whether in-house or when outsourced. 

Finding 11: Marketers would be more likely to pay for whitelisting services and 
delivery or reputation audits given reasonable cost and measurable improvement.  

47.5% Accreditation/whitelisting service 
43.6% E-mail/reputation audit 
39.7% Delivery consulting services/enhanced ISP relationships 
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28.0% Redesign/recoding HTML by third party 
19.1% Move to dedicated IP

In closing their report, EmailLabs commented on one major contradiction and what appears 
to be a lack of knowledge about what really is more likely to get e-mail messages blocked or 
filtered: 

The contradiction, they write, is that 8 out of 10 e-mail marketers say getting e-mail 
messages delivered is a challenge for their organizations. However, only 1 in 10 ranked 
improving it as a top priority. 

The void in knowledge revolves around spam complaints; it seems marketers don’t 
realize how such complaints can influence message blocking and filtering. Nearly 
90% of respondents track hard bounces and unsubscribes in each delivery, but only 
58% monitor spam complaints. Also, 53% say their e-mail content and coding or 
permission practices have the greatest influence, but only 13% cited spam complaints.

What Can Be Done to Increase E-mail Delivery Rates?
Simply put, what can you do to ensure receipt of your messages? First, let’s agree on one 
thing: delivery begins when a recipient grants permission to receive your messages. If your 
e-mail marketing strategy is based on this premise, delivery challenges are significantly 
lessened. 

Saying that, we can then examine the factors which can hinder or prevent solicited e-mail 
delivery. Let’s review these now: 

ISP-blocked incoming mail. The most common version of ISP  
 blocking. Many ISPs, especially large ones, maintain internal blacklists  
 of IP addresses that are denied any incoming connections. Frequent  
 customer complaints about traffic from particular sources are the most  
 common cause of this kind of blocking. ISPs tend to block IP ranges  
 without any notification, as they routinely handle complaints about  
 hundreds of thousands of individual e-mail sources.

ISP-blocked outgoing mail. Your ISP can block outgoing traffic to  
 another ISP. This is rare, as most ISPs block incoming traffic, but it’s  
 not unheard of. 

Distributed content filters. Several anti-spam companies help ISPs  
 and enterprise customers cope with the influx of unsolicited e-mail.  
 These blocking systems employ complex content analysis processes that  
 scan message content and create message “signatures” that are  
 distributed among the filtering company’s client base.

Public list. Publicly accessible blacklists and whitelists, maintained by  
 volunteers, are often used by smaller ISPs and companies without  

•

•

•

•
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 dedicated e-mail administrators. Listing criteria can be reliable or  
 arbitrary, depending on the list owner’s preferences. Administrators  
 select the lists that most closely match their company’s policy.

ISP content filters. Similar to distributed content filters, ISPs often  
 employ content filters created internally or adapted from others. Content  
 filters scan for a variety of red flags. They can even learn new patterns  
 in spam e-mail, such as inserting periods in words that would normally  
 trigger a block. 

User content filters. Almost every e-mail client provides junk mail  
 filters. These vary widely in complexity; Microsoft Outlook’s filter  
 simply searches for offensive keywords and key phrases, whereas more  
 rigorous filters can be configured to run from a user’s desktop.

User lists. Recent upgrades to e-mail applications, including AOL,  
 MSN, Yahoo!, and Outlook, allow users to compile their own blacklists  
 as well as whitelists of individual and domain addresses. There are  
 also “challenge/response systems” which extend this process by  
 requiring non-whitelisted senders to respond with a code or other  
 confirmation before their messages are delivered. Spam Arrest is one  
 such service (http://www.spamarrest.com). 

Message bounces. As I mentioned earlier, a “soft” bounce is a  
 temporary failure where the e-mail wasn’t delivered but may be  
 retried in the future. This group also includes the “hard” bounce, where  
 the message is permanently undeliverable. Naturally, we want to  
 minimize the number of “hard” bounce-backs, those permanently  
 fatal messages that mean complete loss of contact, and there are a  
 number of ways to do this. The first requires cooperation from the  
 recipient – as they are the ones who need to add your e-mail address to  
 their “accepted” messages list.  

How to Easily Get into a Recipient’s Whitelist  
or Address Book

Getting the “From” address added to your recipients’ address book or personal whitelist 
is increasingly a crucial step in getting your e-mails into the inbox, instead of going into 
the spam or the trash folder. More and more people, both in corporate settings as well as 
individual e-mail users, are adopting the use of spam filters. You need to remind people 
to take the step of adding your “From” address to their address book/whitelist. Consider 
adding a single sentence at the top of each of your e-mails. 

•

•

•

•

http://www.spamarrest.com
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Here are three examples of effective reminder statements: 

To ensure our e-mail is delivered to your inbox, please add the e-mail address 
messages@ourcompany.com to your Address Book or junk filter settings. 

To ensure regular delivery of our e-mails, please add us 
(youwanthis@mycompany.net) to your Address Book. Thank you! 

To guarantee delivery of this newsletter, please add  
ournewsletters@finecompany.com to your e-mail Address Book.  

You may wish to go so far as to explain to the reader how to set the junk filter settings 
in a special section of an e-mail message, or devote an entire mailing to this issue. 
Review the process for the major e-mail applications and Internet Service Providers, 
and write up a step-by-step instructional e-mail message. (Some companies offer 
phone support to any reader who may need a “walk-through”. Do what it takes to 
ensure your messages don’t get diverted into the bulk or trash folder – never to be 
opened or read.) 

Blacklisting: a Vintage Word in a New Century
Many are aware of the use of blacklisting in the United States during the 20th century. A 
blacklist was a list or register of people who, for one reason or another, are being denied a 
particular privilege, service, or mobility. As a verb, blacklist can mean to deny someone work 
in a particular field, or to ostracize them from a certain social circle. This is, however, not the 
use of the word we are concerned with here – although the underlying negative connotation 
still applies.  

In computing, a blacklist is an access control mechanism that means, allow 
everybody, except member e-mail addresses on the blacklist. The opposite is (of 
course) a whitelist, which means, allow nobody, except members of the whitelist. As 
a sort of middle ground, a greylist serves as a temporary blacklist that could be used, 
for example, to block poorly-configured electronic mail clients that may be used to 
send undesirable electronic mail.

An e-mail spam filter may keep a blacklist of addresses, any mail from which would 
be prevented from reaching its intended destination.

Alternative terms have been proposed, to avoid the racial or socio-political 
connotations – so you may hear or read about blocklists (considered to be more 
sensitive to dark-skinned people and has been adopted by some technology 
departments – especially in U.S. higher education); or the highly descriptive rejectlist 
is another alternative.
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Triggering Spam Filters
The means which the various Internet Service Providers and e-mail server programs use to 
identify unwanted or inappropriate e-mail messages change fairly often and you need to  
be aware of new policies and related mechanisms. While some important essentials can be 
reviewed here, it’s up to you to remain informed of the continuing changes. 

To begin with, be careful with terms and characters used in your promotional e-mail 
campaigns. Microsoft’s Outlook junk e-mail filter will send your e-mails straight to the 
“delete folder” if it finds things such as for free!, credit cards accepted, or order today in your 
e-mails. However, their list is under constant revision, and you should regularly update your 
in-house list of unwelcome words. Click here to view a current list of words and terms that 
Outlook will filter (http://office.microsoft.com/assistance/9798.newfilters.aspx).

Among the various filters AOL applies to incoming mail, one in particular (while easily 
avoided) will completely block your AOL message delivery if triggered. This new filter is an 
HTML validator designed to scan incoming messages for HTML syntax and formatting 
errors. If invalid HTML is detected, the message will be automatically rejected.

The error itself does not need to be a major –any HTML syntax inaccuracy may be 
sufficient. Ending a link tag, for example, with “<a/>” instead of the correct “</a>” will 
cause your message to be rejected. This filter was presumably employed to combat a favorite 
spammer tactic of inserting nonsense HTML code to foil standard content filters.

For a complete reference specification of HTML formatting, please visit the World 
Wide Web Consortium documentation pages (http://www.w3.org/MarkUp/). Also, you 
can use the HTML validator in your e-mail application, or a third-party validator such 
as The W3C Markup Validation Service (http://validator.w3.org/). 

Here are 10 ways to help increase the likelihood your e-mail messages will be delivered by 
the receiving ISP and avoid future deliverability problems.

1. Create a reverse DNS: Make sure your outgoing mailing IPs have valid RDNS (reverse 
DNS) entries set up. This ensures when a receiving e-mail server checks who owns the IP 
trying to connect to it, you’ll come up as the result, passing one of the many basic checks 
ISPs do to deter spammers. What is a reverse DNS? Reverse DNS is the process of using  
 

Helpful Hint: It is highly recommended that procedures for proofing 
e-mail campaigns be established, and that the proofing checklist should 
include HTML validation. Popular HTML editing software already offer 
effective validation tools and will highlight any errors on the fly, as your 
message is being created.

http://office.microsoft.com/en-us/assistance/HA010450051033.aspx
http://www.w3.org/MarkUp/). 
http://validator.w3.org/
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DNS to translate IP addresses to hostnames, and is nothing more than the opposite of 
forward DNS, which is used to translate hostnames to IP addresses.

Remember these two things: Internet host names are the names which we use to refer 
to domains on the Internet, such as www.gothere.com or www.freewill.org. IP addresses 
are the numbers which Internet routers use to move traffic across the Internet, such as 
216.17.138.115 and 216.136.204.117.

I know this sounds complicated, and your eyes are glazing over; so – contact your Web 
hosting provider for assistance. (This is exactly the right situation to contact technical 
support; they’ll make it seem easy.) 

2. Set up an SPF: A Sender Policy Framework (SPF) is an additional step to verify an e-mail 
sender’s identity. The protocol is fairly easy to set up; your network administrator should be 
able to do it in less than five minutes. 

SPF is one of the newest forms of authenticating incoming e-mail. In a nutshell, SPF is just 
a single line within your DNS entry that identifies which IP addresses are approved to send 
e-mail for your domain. You may have heard a bit about SPF recently due to Microsoft’s 
decision to implement Sender ID on all Hotmail accounts, so it’s a good time to make sure 
you’re all squared away on this issue. Taking the single step of checking the existence and/or 
accuracy of your SPF record can have positive effects on your delivery rates. 

The recommended steps are as follows: 

a. Determine the IP address or addresses of your e-mail marketing server(s) by 
contacting the responsible IT representative within your organization.

b. Make sure that those IP addresses of your e-mail marketing server are a published 
part of your public SPF record. Many senders publish the IP addresses of their 
own company’s internal e-mail server in their SPF record, but neglect to list the IP 
addresses of their e-mail marketing server in that record. For maximum deliverability, 
your organization’s SPF record should contain both sets of IP addresses.

c. If you haven’t already published a full SPF record for your organization, do so as 
soon as possible. The publishing process is relatively easy, and there are several free 
tools available to help you do so, listed in the resources section. 

SPF adds another layer of authentication to your outgoing e-mail and protects against 
“phishing” attacks on your brand. You should know that some ISPs, such as AOL, require 
SPF to be implemented to be considered for their white lists. Today, nearly all abusive e-mail 
messages carry fake sender addresses. The victims whose addresses are being abused often 
suffer from the consequences, because their reputation gets diminished and they have to 
disclaim liability for the abuse, or waste their time sorting out misdirected bounce messages.

You probably have experienced one kind of abuse or another of your e-mail address yourself 
in the past, e.g. when you received an error message saying that a message allegedly sent by 

http://www.tech-faq.com/dns.shtml
http://www.tech-faq.com/reverse-dns.shtml
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you could not be delivered to the recipient, although you never sent a message to  
that address.

Sender address forgery is a threat to users and companies alike, and it even undermines the 
e-mail medium as a whole because it erodes people’s confidence in its reliability. That is why 
your bank never sends you information about your account by e-mail and keeps making a 
point of that fact; and, of course, never respond to such an e-mail, because you know, deep in 
your heart, that it’s bogus. 

3. Make only one connection per e-mail message: When connecting to an e-mail server, 
send only one message per connection. Some systems still try to shovel as many messages 
through one connection as possible, which can be likened to throwing 500 e-mail addresses 
into the BCC field. ISPs frown on this technique, as spammers who want to get as many 
messages in before being blocked typically use this approach. 

4. Limit the sending rate: Though the ideal send volume depends on the list’s nature, 
a good rule is to limit your transmission to 150K messages per hour. Keep in mind you 
will also need to accept feedback in the form of bounced messages – your outgoing speed 
shouldn’t affect your ability to receive bounces.

5. Always accept bounces: Some e-mail systems (especially older ones) have a habit of 
rejecting bounce messages. These “bounced bounces” arrive at the receiving ISP and can 
raise red flags. Nothing irks an ISP more than sending a response that a recipient doesn’t 
exist, only to have the notification rejected and the mailings continue.

6. Validate your HTML content: One of the dirtiest tricks in a spammer’s arsenal is 
invalid, broken, and malicious HTML code. If you use HTML in your messages, make sure 
your code is error-free and follows W3C HTML guidelines, as discussed earlier.

7. Avoid scripting: Security risks due to script vulnerabilities in e-mail browsers have 
increased over the years. (Scripting is the use of commands within e-mail messages: 
keywords, buttons, or menu choices, for example.) For greatest delivery success, avoid using 
any scripts in messages. Instead, drive your readers to your Web site, where use of dynamic 
scripting can be fully implemented.

8. Understand content filtering basics: Ignorance of filtering mechanisms is no excuse for 
not getting messages delivered. Read any bounce messages received, track which messages 
had high bounce rates and low open rates, and see if you can reverse-engineer offending 
content. 

9. Monitor delivery and bounce rates by ISP/domain. Periodically, or better yet after 
every delivery, run reports by major domain and ISP on your messages. Look for unusual 
bounce, unsubscribe, spam complaint, and open rates at specific domains.

10. Monitor spam complaints. Even the best permission marketers receive spam 
complaints, particularly if they have a high AOL subscriber base. Monitor the number of 
spam complaints for each mailing, and establish a benchmark average. Look for mailings 



SecretS of SucceSSful e-mail marketing��

Section �

with spam complaint percentages that vary from the norm. See if you can determine what 
may have caused the problem. It could be the subject line, or perhaps you’ve sent too many 
messages, in too short a time. Remember, a high number of spam complaints may result 
in an ISP blocking current and future messages. Some resources you can use to monitor 
complaints are located in the resources section. 

E-mail Deliverability Checklist
Are you planning on doing your e-mail marketing in-house? If so, here’s a checklist of 
what you should have in place before you even begin to write the content of the marketing 
messages you plan to send. Even if you are choosing to outsource your e-mail marketing 
component, you can use this checklist when you sit down with the company you’ve selected 
to work with. Make sure they are in compliance with your expectations. 

1. Use a static IP address.

Whether you use software or a hosted/ASP solution to do your e-mail marketing, make sure 
your e-mail marketing server uses a static IP address. Unlike a dynamic IP address, a static 
IP address generally stays the same and is analogous to having a consistent phone number 
or physical address – it tells ISPs and the world at large that you’re stable, that you’ve been 
around, and that you plan on being around in the future. A lot of companies still believe 
they can’t afford a static IP address, but fortunately – that’s no longer true. They’re very 
affordable these days.

2. Ask questions.

Whether you use software or a hosted/ASP solution to do your e-mail marketing, your 
delivery rates can be affected by the behavior of others around you. Even if you’re the most 
ethical e-mail marketer in the world, it won’t do you very much good if your e-mail is sharing 
bandwidth with a spammer, or if someone in a different department of your organization is 
sending out e-mail that doesn’t comply with spam laws. Here are some questions you should 
be asking if you really want to get your e-mail through to the recipient’s inbox:

Does your hosted provider/in-house staff screen prospective  
 customers in any way before signing them? Some type of screening  
 process is a good sign that an ASP is being selective and making an  
 attempt to steer clear of spammers. Questions usually relate to the type  
 of e-mail that will be sent, as well as the nature of the lists in use  
 (opt-in, double opt-in, or rented, for example).

Will your hosted provider provide you with a fixed IP address? If  
 they don’t, it could mean that they rotate, or “round-robin”, IP addresses  
 among all their clients. This can have a strikingly negative impact on  
 delivery rates for your e-mail. You should also ask what kind of  
 relationships they have with major ISPs, as well as what procedures are  
 in place to resolve delivery problems.

•

•
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What kind of relationships do they have with the major Internet  
 Service Providers? You could determine if there is staff assigned  
 specifically to be a liaison with ISP representatives – or hire someone  
 in-house to do this task. Determine if there are procedures in place for  
 problem resolution. 

How do e-mail sending practices differ among departments within  
 your own organization? Even if you don’t use a hosted service, it’s a  
 good idea to make sure that other divisions within your organization are  
 using best practices for sending. Make sure everyone is on the same  
 page, so your mail doesn’t get blocked as a result of another  
 department’s mistakes. 

3. Make sure your DNS entry is complete and correct.

Because DNS is such an important way of establishing identity on the Internet, spammers 
will often forge domain names or IP addresses to hide where their mail is coming from. To 
detect these forgeries, ISPs perform a reverse DNS lookup on incoming messages. This type 
of lookup takes the IP address that’s trying to make the connection and checks to see if there 
is a registered domain associated with it. If it doesn’t match, the message may be a forgery 
– or, the hapless sender may have an incorrect DNS entry. In either case, the ISP will most 
likely treat the message as spam.

4. See unsubscribes as a good thing.

Processing erroneous e-mail uses up valuable ISP resources, so they quickly lose patience 
with senders who repeatedly mail to a high percentage of “dead” or non-existent addresses, 
and may start blocking or quarantining your campaigns as a result. So if someone 
unsubscribes from your list or their address bounces twice, sacrifice that recipient to the 
cause of greater deliverability. You won’t regret the decision, I assure you. 

Set your software or service to automatically remove or separate the e-mail address from your 
lists after a couple of failures. If a high percentage of bad addresses or unsubscribe requests 
seem to be coming from one ISP in particular, you can look into it further by contacting 
that ISP, but stop sending to the bad addresses until you get further clarification.

Of course, no sender ever wants to lose an address, but when one turns bad or a recipient 
asks to stop receiving mail, it can actually be a blessing in disguise. By removing bad and 
unsubscribing addresses quickly, your lists are kept populated with recipients who actually 
want to receive your mail, which isn’t just great for delivery rates – it’s great for response 
rates too!

•

•
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5. Keep an eye on delivery rates at individual ISPs.

If a domain with previously high deliverability rates suddenly shows a large number of non-
existent users, it could be that the ISP has started to see you as a spammer for some reason 
and is trying to make you go away. If you spot a problem, take action! Delivery problems can 
be frustrating – but you can make a difference by doing just a few simple things: 

Slow your sending speed. It’s possible that you’re sending too quickly  
 for the recipient mail server to respond.

Perform a deliverability audit, either in-house, or through a third-party  
 firm. Such audits can  highlight via legibility checkers, content  
 checkers, blacklist monitors, all designed to provide you with the most  
 detailed analysis of your delivery situation. 

Change the format of your mail, as I’ve mentioned earlier in a “Helpful  
 Hint” box.  If you’re sending in HTML, try sending plain text.

6. Test your content.

As a list owner, you may have experienced first-hand the frustration of seeing your opt-in 
mailing being inappropriately blocked by an anti-spam filter. Combat these “false positives” 
by checking your message before you send it with a content checker. There are free spam 
checkers listed in the resource section. 

7. Test for legibility.

There are more than 35 major e-mail clients in use by recipients today, and e-mail legibility 
has become a part of the overall e-mail delivery issue. You’ve seen e-mail messages (often 
from major brands!)  that are broken or rendered improperly in certain e-mail clients – and 
it is recommended that you test your messages on multiple e-mail clients before you send 
them out. Remember, if your e-mail arrives in the inbox but looks broken or isn’t legible, it’s 
actually worse than if it never arrived at all!

8. Use a professional e-mail marketing solution.

Often, the first step towards successful commercial e-mail delivery is to use a professional, 
dedicated software application or hosting service. The days of using a desktop e-mail client 
and sending a “CC” or “BCC” message are long over; even if you only have a couple hundred 
people on your list. 

Rather, sign up for a monthly service that offers proper list management, and you’ll be much 
more likely to see good results on list growth, and response and delivery rates over the long 
term.

(See the resources section for list management services.)

•

•

•
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9. Respect the recipient.

This truly is a “best practice.” E-mail marketing works best when this credo permeates 
every other e-mail practice that you use. What’s so worthwhile about respecting each and 
every recipient on your list is that it tends to build credibility for your company. Through 
well-timed, well-crafted e-mails rather than a steady stream of opportunistic, impersonal, 
or out-of-context messages, you’ll capture the recipient’s interest, and garner their mutual 
respect. By sending messages they find relevant, interesting and valuable, you ensure that 
your e-mails will always be welcome, even anticipated, by your recipients. 

CAN-SPAM Compliance Checklist
When the CAN-SPAM Act was passed in 2003, Congress created some terminology you’ll 
want to be familiar with. The three most important terms you need to recognize are:

Affirmative consent: Basically this means opt-in, but with an added  
 responsibility. If you share the e-mail address with a third party, you  
 must give the recipient “clear and conspicuous notice at the time the  
 consent was communicated” (section 3(1)).

Commercial e-mail messages versus transactional/relationship  
 e-mail messages: The law treats these types of messages differently, so  
 it’s important to know which group your missive falls into. 

The basic distinction is the message’s purpose. If it’s an advertisement or promotion for a 
commercial product or service, it’s commercial. If the purpose is to “facilitate, complete, or 
confirm” a previously agreed-upon commercial transaction, it’s transactional or relationship. 
Included in the latter definition is warranty information, product updates or upgrades that 
regard the previously agreed-upon commercial transaction, and benefit/other information to 
your own employees.

Compliance Basics: A 10-Point Checklist
Many of these points are very basic and already second nature to opt-in e-mail marketers: no 
fraudulent transmission data, no harvesting e-mail addresses. Others are more complex, such 
as new rules regarding inclusion of a physical postal address. These are good starting points 
in ensuring your e-mail program is in compliance with the law:

Don’t use fraudulent transmission data, such as open relays and  
 false headers 

Don't use misleading sender or subject lines 

Add your postal address to all e-mail  
 

•

•

•

•

•
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If your e-mail list isn’t opt-in or double opt-in (“prior affirmative  
 consent”), include a clear notice that states the e-mail is an  
 advertisement or solicitation in commercial messages. Please note that  
 if your list is opt-in or double opt-in, you're exempt from this provision.

Include a “clear and conspicuous” unsubscribe mechanism in  
 every e-mail. 

Have a process for handling unsubscribes within the 10-day limit.  
 Ensure this is in place electronically, as well as for unsubscribes  
 received via postal mail (and any other contact information you include  
 in the e-mail, such as phone and fax). 

Offer recipients a way to receive some types of e-mail from you while  
 blocking others, along with a “global unsubscribe” option to stop all  
 future e-mail from your organization.

Don't share the address of a person who unsubscribed with any other  
 entity seeking to send that party e-mail. 

Don't harvest e-mail addresses or use automated means to randomly  
 generate addresses.

Remove any sexually oriented material from your messages. The  
 law requires such material be readily identified in the subject line.  
 When “initially viewed,” the message body should include only  
 instructions on how to access the sexually oriented material, as well  
 as your postal address, a notice the message is an advertisement or a  
 solicitation, and a working unsubscribe mechanism You can ignore this  
 if the message is sent to someone who opted in.

Another note, not so much on compliance as protection. Under this law, if you want 
to protect e-mail addresses on your Web site from being harvested, add a notice you 
don't “give, sell, or otherwise transfer” these addresses to “any other party for the 
purpose of initiating, or enabling others to initiate,” e-mail messages.

To download the complete text of the CAN-SPAM Act of 2004,  
visit: http://www.spamlaws.com/federal/can-spam.shtml. 

•

•

•
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More Tips to Boost Deliverability
1. Combine both images and text in your e-mails. Then, if graphics are stripped from 
your e-mails due to the recipient’s preferences, at least they are left with text they can read. 
If you must use an image as the dominant form of communication (we know, some graphic 
designers won’t have it any other way!), then insert a link at the top of the e-mail that lets 
people read the message without interference. 

For example:

“If you have trouble viewing this newsletter – click here for the online version.”

Use the link to redirect the reader to a page where you host the newsletter. This increases  
the probability that your e-mail will get read and that subscribers will add you to their 
address books.

2. Use a spam filter. Run your e-mail through a spam filter before you launch your 
campaign. If words get caught in the filter, replace them with alternatives that will pass the 
test before proceeding with your mailing. This easy-to-perform trial may dramatically reduce 
the risk of your e-mail being mislabeled as spam. Check the resources section for a list of 
Spam Checking sites and services.

3. Don’t ignore the challenge responses. Make sure you reply to any “challenge responses” 
you receive. A challenge response is an attempt to verify the sender of an e-mail and that the 
administration of the list is not being mismanaged. When a challenge response is initiated, 
the sender will receive a message asking you to respond with a particular code. Simply enter 
the password; doing so marks you as a responsible e-mailer and may prevent the loss of a 
relationship. If managing these responses becomes burdensome, you might consider hiring a 
part-time employee to handle this task.

4. Market only to those that want to hear from you. If you know people “double opted-in” 
– meaning they checked a box requesting an e-mail and took a second step to click on a 
link in an e-mail to subscribe – take the extra step of segmenting them into a separate list. 
Slowly, over time, add your clickers and openers to that “responsive” list. Your goal should 
be to transfer as many people as you can onto that list, since it will be the one with the 
highest response rate and the lowest complaint rate. Just because you have a prior business 
relationship with someone doesn’t mean they want to communicate with you via the  
e-mail medium, so work diligently to manage your list so you can easily determine your  
core recipients. 

Employing these practices will improve your message delivery, but don’t view them as a 
one-off solution. As with most relationships, quality e-mail relationships grow with time 
and care. Reinforcement of the basic premise that you care about your list members, that you 
have their best interests at heart, is essential. So don’t be afraid to let your customers know 
you love them by launching a new campaign. 
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Using an ECOA to Boost Deliverability 
If your e-mail marketing efforts are hampered by high undeliverable rates you may want to 
consider running your e-mail file against an E-mail Change of Address (ECOA) Service. To 
determine if the benefits of this service outweigh its costs, you need to assess the value of 
an e-mail address. What it comes down to is whether the value of the e-mail address to the 
organization is greater than the charge of the ECOA on the address. Let’s take an example, 
where your list has 40,000 e-mail addresses, and generates annual gross revenue of $200,000. 
That would mean each address is worth $5.00. If the projected cost of the ECOA service is 
$15.00 per address, then certainly it’s not worth the expense. 

If you’re considering using such a service, there are three resources you can turn to included 
in the resources section. 
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Ok; half the battle has been won. But, you’ve got the most critical part ahead of you 
– getting the recipient interested in opening your e-mail message, and then actually reading 
it. There are a number of factors involved in this post-receipt phase: some factors are more 
quantifiable, while some are purely qualitative; having to do with useful message content. 

In this section, we’ll be examining each factor in turn, beginning with the day of the week 
you should mail your message, the frequency of contact, and the issue of list size. Then, we’ll 
take on the nemesis of relevancy: useful content is so very important. What can you do to 
ensure that your messages are valuable to your prospects and current clients? It’s easier said 
than done: provide them with current information they can use now to change the way they 
do business, or affect the quality of their lives today. 

What’s the Best Day to Mail to Capture Your  
Prospect’s Interest? 

One of the biggest e-mail marketing questions has always been “What’s the best day to send 
e-mail marketing campaigns?” The only answer remains, “It depends.”

Much like the weather, it seems determining the best day to send your e-mail marketing 
messages often changes – in fact, change is the only consistent fact in this area. Depending 
on what quarter of the year you’re discussing or even what year: 2004, 2005, 2006 … or 
2007; all are (and will be) remarkably different from one another. Basically, the best day for 
e-mailing is a “moving target”. This fact is affected by the nature of your own list(s), as well as 
your products or services. 

Luckily, one of e-mail’s strengths is it’s just so testable. You should use the time of day and 
day of week as variables in your tests. Try splitting your subscribers into 2 separate subscriber 
lists and sending to one half at one day and time and one half at another. Run a comparison 
of your results and learn from what you see.

While the optimal delivery time will depend on what you’re sending and who you’re sending 
to, there has already been a lot of research in this area that you should also consider. Just 
keep in mind that this research is conducted across a range of markets, so it might not always 
be right for you or your recipients.

2 Persuasiveness
So Your Message Arrived Safely – Congratulations!  
Now … Why Should They Read It?
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Delivery consultant Return Path analyzed over 3.4 million e-mail messages in July 2004 and 
found that e-mail sent on Monday is more likely to get opened, and anytime between 6am 
and 10am is the best time of the day to send.

Here’s a summary of their findings: 

E-mail on weekdays, not weekends. Delivery rates on the weekends are  
 generally lower and fluctuate more widely than delivery rates for  
 campaigns sent on weekdays. 

If you have to send on a weekend, do it between 6am and 10am or 10pm  
 and 2am. 

E-mail campaigns sent between 6am and 10am have higher delivery  
 rates than any other time period no matter which day. 

Monday delivery rates are highest overall, followed by Tuesday,  
 Thursday, and Wednesday. 

In the second quarter of 2004, eROI studied results from more than 7.7 million commercial 
messages sent over 30-days by more than 6,000 marketers from a wide range of industries, 
and they found that recipients actually open and click a lot more on Monday. 

Monday is coming across as the clear leader even though it has the lowest volume of the 
work week, because recipients are more likely to read their e-mail. E-mail fatigue also hasn’t 
set in yet on the first workday of the week as work hasn’t really piled up for the week yet, so 
they have the time to read and respond.

But, please don’t jump on the bandwagon of the current figures – whatever they may be.  I 
can’t say it firmly enough: the best day to send e-mail is the day that your e-mail performs 
the best. How do you know when that is? Test it, test it, and keep on testing. Basically, there 
is no fast route to optimized e-mail results.

Getting comfortable with testing and analyzing your metrics is going to yield far better 
results than jumping on the “study of the month” bandwagon hoping for a quick fix.

If you’re concerned about open and click-through rates (and who isn’t) this next study is 
really interesting. In the first quarter of 2006, the best e-mail open and click rates were 
on weekends, according to eROI’s e-mail study. Moreover, open and click rates increased 
significantly in the first quarter (40 percent and 60 percent increases, respectively), 
compared with rates for the fourth quarter of 2005, when open and click rates decreased 
29 percent and 21 percent, respectively, from the previous quarter. On average, e-mail open 
and click-through rates were highest on Saturdays, averaging 38.3 percent and 5.4 percent, 
respectively. Sundays, too, had high open rates (37.1 percent) and – along with Mondays and 
Thursdays had click-through rates of 5.2 percent. Friday was the worst day of the week for 
both open and click-through rates. Moreover, the highest click rate – 6.2 percent – is around 
the lunch hour; the second-highest click rate is at 10:00 a.m., with 5.9 percent. 

•

•

•

•
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B2B (Business-to-Business) e-mail recipients prefer to receive messages on Tuesday (36 
percent) and Monday (33 percent); B2C (Business-to-Consumer) e-mail recipients prefer 
Friday (31 percent) and Wednesday (26 percent).

Nearly 8 of 10 B2B e-mail recipients subscribe using their business address. However, only 
57 percent of B2C e-mail recipients subscribe using personal e-mail addresses; 24 percent use 
an address created for e-mail lists; 19 percent use their business addresses.

The highest click rates in the first quarter were on Sundays – 6.6 percent – when the open 
rates were 25.9 percent, the second-highest open rate for the week. Tuesdays had the highest 
open rates at 26.4 percent, and the second-highest click rate, at 6.2 percent. 4

In the second quarter of this year, midweek seems a safe time to send out e-mail campaigns, 
with response rates better than on Monday and Friday. Wednesday is tops with the highest 
number of clicks (4.1 percent). Overall, the majority of B2B marketers should be getting 
e-mails out at the beginning of the week (Monday to Wednesday morning), whereas 
consumer-driven campaigns do best toward the end of the week (Wednesday afternoon to 
Saturday). 

Monday recorded the biggest drop in click-through (a 2.6 percent decline) in the most recent 
quarter, while Tuesday and Thursday experienced increases (0.8 percent).

However, on average, companies are now sending nearly twice as much e-mail (as a 
percentage of daily e-mail sends of the overall week) on Monday compared with last year 
– possibly as a result of previous e-mail studies showing Monday as having the best overall 
response rate.

Business to Consumer (B2C) e-mail has higher read rates on Saturday and Sunday, 
compared with weekdays, but the uplift in response comes Friday to Saturday, with the 
swing most evident in Travel/Leisure and related industries. The click rate for the Consumer 
Goods industry is highest Monday through Wednesday.

Business to Business (B2B) e-mail is consistent throughout the week, with minor shifts. The 
read rates vary between 25 and 38 percent across industries, with two outliers: Education/
Training and Advertising/Marketing/PR. However, click rates swing wildly throughout the 
week in each industry.

The important thing here is not what day is generally best for both opens and reads but 
finding which day is best for the goal of your e-mail, and for your specific recipients. Industry 
standards are useful only to a certain degree; testing is the key to success. 
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How Often Should You Make Contact? 
Should it be twice per month, twice per week, once per quarter? The truth is that there is no 
perfect answer to this question. What we do know is that it all depends on the relationship 
you’ve built with your recipients.

But, remember this: over-mailing your recipients can quickly lose you subscribers and  
anger the ones who remain. And an annoyed recipient is one step away from becoming  
an unsubscribe. 

Under-mailing your recipients can be equally dangerous: if you don’t mail frequently enough 
you are essentially leaving Internet marketing money on the table. Don’t wait too long before 
sending an initial welcome e-mail because you want your recipients to get familiar with your 
content and your static “From” address right away. Also, 90% of those people on your e-list 
who buy something do so during the first 90 days they are on that list. So if you don’t get 
people to buy earlier, chances are they never will.

In addition, the sooner you get your recipients to whitelist your “from” address, the better 
your chances will be for ensuring that your e-mails are received in the format you intended. 
You may also find that you waited to communicate with them too long and by the time 
you’ve e-mailed them, they’ve moved or changed e-mail addresses. What’s the result? Your 
hard work to capture new subscribers has left you with a dreaded “bounce”.

Here are some suggestions:

Respond quickly. As soon as members subscribe, make sure you e-mail them  
 and begin a relationship so recipients get used to seeing your e-mail.

Do what you promised. Did you tell people that they’d get a weekly  
 newsletter? E-mail them weekly so they expect it.

Keep it relevant. If you promised “useful” tips, give them information they  
 can’t get anywhere else. Go ahead and put offers in the e-mail if you must,  
 but the main objective should be to deliver a piece of valuable information  
 that helps your recipients in some way.

Keep a schedule. If you get too busy and can’t get your e-mail out on time,  
 don’t lag more than a few days in e-mailing your subscribers. They may  
 forget they signed up and unsubscribe, or worse yet, complain to their ISP  
 about you.

Retailers beware! Most retailers e-mail more frequently during the holiday  
 season, and that’s ok. As a matter of fact, this is what consumers expect and  
 even in some cases need for the shopping season. But don’t neglect them in 
 the summer months, because you may lose them as a result.

•

•

•

•

•
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The bottom line is that in order to keep your list clean and responsive, you’ll want to keep 
your bounce rates and unsubscribes low. An opt-in subscriber is a valuable asset, so make 
sure you cultivate these relationships so they continue to grow. Do what you promised, 
keep the e-mail regular (however you define that) and keep it relevant. You’ll have a happy 
recipient who can’t wait for your e-mail.

What About List Size – Does it Affect Read and  
Click-Through Rates? 

According to eROI’s April 2006 survey of e-mail marketers, e-mail marketing lists are 
growing. Some 83 percent of marketers see a significant increase in their lists from this time 
last year. 

The Q1 2006 study also breaks down the open and click rates by mailer size: Micro-mailers 
(fewer than 5,000 recipients); small senders (5,000 to 24,999 recipients); medium-sized 
(25,000-99,999); and large mailers (100,000+). Large mailers – unlike their polar opposite 
small mailers – see poor results on the weekend.

It broke down lists into nine size categories, ranging from fewer than 500 to more than 
200,000.

The larger the e-list, the lower the e-mail open and click-through rates. The reason may have 
something to do with the increased complexity of managing and maintaining larger lists.  
Smaller lists are more easily maintained and therefore more accurate. 

Large lists see lower response, because larger lists are also older lists. The lower 
response is due to what we call the “inactive rate” – the percentage of subscribers 
who do not open, click or convert in 3 or 6 months. It is recommended that clients pay 
attention to retention from the very first e-mail and then pull inactive e-mail addresses 
every three months and embark on recapture campaigns. It’s really hard to reconnect 
with someone who has tuned out your e-mail and the longer you wait to try it, the less 
success you’ll have. 

While not universally true, bigger lists also tend to be more diverse than smaller lists. It 
is believed that being all things to all people rarely works in marketing except for really big 
consumer brands. Try “targeting” and “list segmentation”: sending specific messages to 
smaller groups is generally going to yield higher revenue per e-mail than sending one message 
to a whole bunch of people.

Of course, this is a big generalization. The caveat is that it’s not the size that matters but the 
make-up of the list. It is possible to have a 1,000,000 people that all fit into a single niche or 
to have 3,000 people who don’t have anything in common. In addition, you can have a big 
list that is fresh and a small list that is old. 
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The Annoying Imprecision of E-mail Open Rate Metrics
I’ve started calling e-mail open rates “measured opens” because just saying “open” alone is so 
misleading. You can read the questions on the online marketing forums: “Is it true? Is e-mail 
open measurement really so vague?” Yes, it’s true; precise e-mail opens are an unknowable 
metric according to today’s technology. 
 
First of all, obviously no text-only e-mail has a measured open rate. Measurement depends 
on HTML, which doesn’t exist in text-only. 
 
Second, if your recipient’s inbox is blocking HTML (as an increasingly large number do 
these days), they may open but they won’t see your lovely graphics, nor will the open be 
reported back to you. 
 
Third, and this appears to be the biggest area of current confusion, when an HTML e-mail 
is viewed in a ‘preview pane,’ that counts as an open. 
 
According to an EmailLabs study, 69% of at-work e-mail recipients always or frequently use 
their preview panes when sorting through their inbox. Besides, 33% of those preview pane 
users admit they personally consider the preview pane to be an “open.” These users rarely if 
ever open all the way, preferring to scroll up and down in that small box. (Make sure your 
e-mail templates look great in that tiny box!) 
   
Your e-mail open reports can be used to spot major problems in delivery (if not a single AOL 
user opened your last newsletter; you know you have a problem). And, they’re not bad for 
fairly general, broad “health of this list/campaign” reports where you’re watching trends over 
time. Plus, if you’re running subject line tests with an A/B split, a dramatic difference can be 
quite useful. 
 
But the real metrics you should be watching are clicks and clicks-to-conversions (whatever 
your conversion activity may be ... from page views to purchasing). 
 
Which means only one thing: it’s time to tie your Web analytics – and if possible other data 
such as in-bound calls, printed coupon redemptions, brand perception – to your  
e-mail campaigns. 
 
Unfortunately, this is a nasty tech back-end project for many organizations, involving siloed 
systems and databases. If e-mail really matters to your bottom line, you’ll do it. Otherwise 
you’ll continue to slide along guesstimating success based on general open and click trends, 
and maybe that’s just good enough.  
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E-mail Postcards: How to Use Them to Boost Your  
Bottom Line

How long do you think your average opened e-mail is actually looked at by the recipient? 
At best, a few seconds perhaps. Even if you’re sending a newsletter that’s packed with great 
content, people’s eyes are flickering quickly over the screen and then moving on if nothing 
jumps out at them right away. Here you’ve spent weeks developing a content-rich newsletter, 
only to have it virtually ignored by the recipient. 

That’s why e-mail postcards can average 50% higher open-to-click rates than newsletters or 
multi-offer sales alerts. It’s short, it’s sweet, and it’s really built to do one thing: sell. 

 We’ve long suspected people tend to spend less time per opened e-mail message these days. 
In fact, this year for the first time, single-story newsletter format response rates significantly 
out-pulled traditional multiple-story-summary newsletter formats.  
 
E-mail recipients don’t always have the patience for multiple images, multiple summaries 
with links, multiple offers, or longer copy anymore. The e-postcard format may be the best 
for this quick-skim e-mail age.  (See page 83 for a sample).

5 Types of Marketers Who Should Test E-postcards
I’m not suggesting you abandon longer messages and newsletters entirely, but instead try 
tossing an e-postcard into your regular mix. What’s an e-postcard? Basically, it mirrors the 
marketing postcard you’d receive through the regular mail: it’s an announcement, a holiday 
greeting, or other short message designed to keep you, and your products or services top-of-
mind with the recipients.  
 
There’s not hard and fast rule; you may send a full-blown newsletter that’s chock full of 
content for one mailing, and the alternating issue you send just a quick blurb, in an e-
postcard format.  
 
The five types of marketers who should choose to test e-postcards: 
 
#1: Newsletter publishers with declining clicks. 
 
If your click rates have been declining and you tend to feature long content (articles with 
more than 100 words) or multiple articles, test a postcard. 
 
You can set up your e-mail response database to make this work. The goal is to collect 
individual reader topic preferences either by simply asking them and/or by tracking the types 
of stories they tend to click on.  
 
Then when you test the e-postcard format, focus on their absolute favorite topic. You only 
have a few seconds of eyeball time, don’t waste it promoting links or information about 
something your reader isn’t passionate about.  
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#2: B2B marketers seeking subject guidance for future white papers or webinars. 
 
 Do you have a library of content such as past white papers and canned webinars? Divide 
your content into a handful of general topical areas and then send an e-postcard invite to 
your house list to see which topics they’ll click on. Click-throughs can bring in new list 
members. 
 
You may be surprised to learn that the topics that catch interest now may be different than 
those that originally got the most responses. Either the market has evolved, or perhaps your 
specific item title sounded boring although the topic itself is interesting. Then use the results 
when planning 2007 white paper and webinar topic launches. 
 
#3: Retailers highlighting one special offer. 
 
Single offers almost always out-pull multiple offers in classic direct mail packages, so why 
should e-mail be any different?  
 
#4: High-ticket item marketers with longer sales cycles. 
 
E-postcards work exceptionally well for marketers in the tourist/hospitality industry, but 
can be rewarding for any high-end marketer. A fun, friendly e-postcard featuring an enticing 
photo works much better than longer newsletters or straightforward sales offers. 

#5: Viral marketing, anyone? 
 
Your e-mail recipients are protective of their friends’ time. They’ll act as gatekeepers, not 
sending on longer or complex e-mail. If they find an interesting factoid in your newsletter, 
they’ll often cut-and-paste text rather than forward the entire issue ... which means the 
friends never see your hotlinks or offers. 
 
A quick, fun e-postcard is much more likely to be forwarded in its entirety. If you’re 
counting on pass-along from AOL and Hotmail members, just remember the text-only 
version of your card may be the only thing forwarded-recipients see.  
  
Avoid the four big mistakes in writing your e-postcard content: 

1. Putting text over the picture.

In the real world, postcards generally have eye-catching art on one side, and a text-message 
on the other side. You need both to work best, but they must be separated. 
 
Recipient’s eyes look at pictures differently than they do text. You view a picture but you 
read text. Combining the two usually ends up with the text losing out. (In fact, print 
advertisement tests indicate any text that’s placed on top of a picture is significantly less read 
than text that sits in its own dedicated white space.) 
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Split your design so that text is on one side and the photo is on the other, because pictures 
are always more compelling than text, and in our culture people’s eyes move from left to 
right. So, if you put the photo at the right, the eye will be sucked into it, and never get to the 
text. The best practice is to always put your photo on the left. 
 
2. Using too much copy. 
 
 If you are making more than one point (“here’s our sale” and “here’s who we are”) and/or 
writing more than 100 words, please take the time to cut the length. 
 
Easiest way to write postcard copy: Set up your writing program so the typeface and margins 
mimic the exact amount of space on the card itself for text. You’ll be stunned at how little 
room there is.  
And for heavens sake, don’t try to fit more copy in by reducing type size to less than 10-12 
points. You’re reducing the power of the postcard format if you minimize typeface to squish 
more content into the space. 
 
3. Using a boring picture.  
 
Try to get a human being in the photo, because people look at people. But let’s face it, some 
people may not be all that interesting. Can you have them looking at your product? Holding 
an item of interest? Standing next to a customer? It is advised that you don’t use clip art of 
people. In the Internet age, clip art is not only boring, it appears amateurish. 

If you’re offering a white paper, the “cover” of the PDF may not reproduce well when it’s 
reduced to fit a postcard. Consider mocking up a cover with larger type for the title. Also, 
consider showing an open page if you have charts or diagrams inside; anything that makes 
recipients itchier to get their hands on it. 
 
4. Transferring HTML copy to the text-only version. 
 
As we mentioned above, given the vagaries of e-mail systems, anyone getting a pass-along 
version of your e-postcard may only see the text-only version. Plus, of course, there’s that 
portion of your list that routinely doesn’t see HTML. 

Copy that’s written as a companion to a picture won’t work nearly as well without the 
picture. Both the frame of reference and the excitement may be missing. You need to make 
your copy work harder – it has to do the work of the picture to conjure fun, friendliness, and 
excitement. 
 
That said, this is still an e-postcard, so your copy can’t be much longer than it was before. 
Consider yourself writing a post-it note, not a letter. 
  
One offer may work best, but it has been said as long as your offers are all in the same theme 
as the picture and text, you can get away with as many as three hotlinked offers. 
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Remember to use best practices in your hotlinks -- underline the term “Click here” with a 
brief description of what they can expect to find.  
 
Add a graphic to the left of each click link that communicates a little visual excitement 
about where the viewer will click over to; the destination should be enticing.

If you’re testing using a button to click on, be sure to test multiple button designs and 
wording on the button for your first postcard run. You may choose to ask your designer 
to up the button size, because (almost always) the first button they’ll show you is a bit too 
small. Last but not least, don’t forget to include a phone number.

Getting More Subscribers for your E-mail Newsletter
Do you currently have an e-zine or online newsletter? If not, perhaps you should think about 
incorporating one into your marketing program. An e-newsletter, often called an e-zine, is 
a periodic publication distributed by e-mail or posted on a Web site. E-zines are typically 
tightly focused on a subject area. 

1. What Will You Deliver? The mistake with the vast majority of existing e-mail 
newsletters is they don’t offer the potential subscriber a sample of what he or she is signing 
up for. Consider providing a “sample issue” for them to examine through a link on your 
Web site. For obvious reasons, people don’t hand over their e-mail addresses as easily as they 
once did; it would be prudent for you to provide a current issue for prospects to view prior to 
trusting you with their e-mail addresses. 

2. Don’t Hide Your Subscription Field. So many Web sites I visit do not put their 
subscription field (or “sign-up box”) for their newsletter prominently on their Web site. It’s 
tossed to the corner of the home page, or plugged into the Contact Us, About Us, or the 
FAQ pages – lost to view for most visitors. 

Don’t just put your newsletter subscription field on one page; rather put it on every single 
page of your site. The recommended spot is the upper right corner of the page. After all, you 
don’t know when someone will be ready to sign up and you shouldn’t make the assumption 
that everyone who comes to your Web site hits the home page first.

3. Give Your Readers Something They Didn’t Know They Needed. Don’t try to get 
away with warmed-over press releases and product updates. If you want your e-zine to be a 
‘must-have’ newsletter, keep your content original and give it a voice that is not yet out there 
in your niche.

In many niches, writers are available to create content for you on a per-piece or retainer basis. 
Investing in hiring a known name in your niche can pay off in dividends. Many writers work 
on a freelance basis and wouldn’t mind hearing from you about a retainer relationship or 
periodic delivery of so many thousands of words of content every week, fortnight or month. 



��SecretS of SucceSSful e-mail marketing

PerSuaSiveneSS

4. Create Valuable Archives. Create content for your newsletter that will have a long ‘shelf 
life’ for search engine optimization purposes. Of course, this is a commitment in time and 
resources. But in my experience, it pays in the end, when done right. Subscriber acquisition 
levels increased dramatically because of the increased traffic from search engines and other 
sites pointing in to this one-of-a-kind resource center for Internet marketing professionals.

5. Get New Subscribers Through a Co-Registration Partnership. Newsletter publishing 
insiders know about this one. When you have a newsletter with a robust circulation and 
subscriber acquisition program, you might think about other newsletters with whom you 
want to set up a co-registration partnership. Simply, this is how it works:  on your site, you 
offer your new subscribers the opportunity to subscribe to your partners’ newsletters, and 
they in turn do the same for you. 

Be prepared to write 25 to 50 words of hardworking copy that convinces someone who 
doesn’t know you why he or she should subscribe to your newsletter while on someone else’s 
Web site. Your copy will be on your co-registration partners’ sites, perhaps after a registration 
form has thanked a new subscriber for subscribing to a partner’s newsletter. Remember, it 
is quite likely competing with other partners, who also have written compelling copy to 
convince the prospect to subscribe to their newsletters, so it’s a challenging environment for 
your copy.

There are a number of services popping up across the Internet where an e-zine publisher can 
pay to have their e-zine posted with others, in a directory setting. A prospect visiting these 
sites will be presented with a number of sign up opportunities to opt-in. These services are 
also known as pay-per-subscriber directories. 

However, as with other forms of paid promotions, before investigating a paid co-registration 
service, you MUST have a firm understanding of your numbers. Do you know how much a 
new subscriber is worth to you? Remember, the Internet is a numbers game – make sure you 
know yours before proceeding. 

When considering a co-registration service, there are two critical questions you must ask: 

Does the service provide only opt-in traffic? If it doesn’t, move on.  
 The more targeted the lead, the better. 

Can the new leads be automatically subscribed to your opt-in list? Or  
 will the service give you a list of new subscribers that you’ll need to  
 input manually? 

If you’re paying, try to avoid buying leads that have been shared too heavily with e-zines that 
have a target market identical to yours. 

Only use those services that allow potential subscribers to read short descriptions of the 
e-zines being offered – again, this serves to sort, target and pre-qualify the potential opt-in 
traffic. The closer their interests match your offered information, the better. 

•

•
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Avoid those services that collect e-mail addresses based on promotions and/or contests. 
These leads are not as qualified, since subscribers often opt-in only to win a prize.  
Their interest may be short-term, while you are looking to build a long-term, lasting 
customer relationship. 

So, as with every opportunity, do your homework first. There are a number of co-registration 
services to consider listed in the resources section.  

6. Reinvent the Wheel, Often More than Once. Many times, newsletters have a finite 
life cycle. If you want your newsletter, e-mail or otherwise, to survive a long time you’ve got 
to think and test new features constantly. See the bonus article, A Formula for Creating 
Successful E-zines for more detailed information. 

7. Offer a “Premium”. Offer a premium for subscribing to your newsletter. Something that 
your prospects just can’t live without – and in exchange for downloading the premium, they 
gladly turn over their contact information. Take a look at www.bly.com/reports, where you’ll 
find a marketing library worth over $100. Offering a premium can easily double your sign-up 
rates, versus offering a only a free e-newsletter. 

8. The Power of E-mail Forwarding. Many subscribers choose to forward or pass along 
newsletters to people who are not subscribers. Many of those people, who are not subscribed, 
like what they see, go to the site and sign themselves up. If your content is good enough to 
be passed along, I recommend you address these prospects in the opening comments of each 
newsletter. Always introduce yourself and tell them the advantages of subscribing. Of course, 
you may also want to remind your existing subscribers to pass your newsletter along to those 
who will find it useful. 

Take a look at the Masthead of Bob Bly’s e-zine for inspiration: 

You are getting this e-mail because you subscribed to it on www.bly.com or 
because you are one of Bob’s clients, prospects, seminar attendees, or book 
buyers. If you would prefer not to receive further e-mails of this type, go to  
www.bly.com, enter your e-mail address, and hit Unsubscribe.

Your subscription brings you one regular monthly issue, usually at the 
beginning of the month, plus one or two supplementary messages each week, 
usually recommendations for information products on marketing and related 
topics. I review each product personally before endorsing them and in many 
cases know the authors. 

We do not rent or share your name with anybody. Feel free to forward this issue 
to any peers, friends and associates you think would benefit from its contents. 
They will thank you. So will I.

http://www.bly.com/reports
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Designing a Successful E-mail Marketing Program:  
A Step-by-Step Approach

Everyone thought the furor over spam was going to crush this marketing medium way back 
in 2003. But, the pundits were wrong; spam didn’t because e-mail marketing is a powerful, 
pervasive, and cost effective tool to connect businesses and e-mail recipients where all parties 
gain tremendous value. 

Once you’ve determined, through research, that e-mail supports your objectives and is used 
by a large portion of your target audience, you can begin to plan your e-mail campaign. And 
planning is so important! 

The direct, targeted marketing nature of e-mail marketing often leads to a lower cost 
per conversion, but the ability to track and measure your campaigns empowers you to 
continually improve results. This is the greatest strength of e-mail marketing — tracking  
and measurement. So, tracking and measuring should be major components in your 
campaign plan. 

How should you define a successful e-mail campaign? Is it the open rate or the click-
through? Most Internet marketing entrepreneurs define a good e-mail campaign as the one 
that makes them the most money while adding the most names to their list.

There are six areas of e-mail marketing that carry equal weight. Without a solid performance 
in all of these areas, your campaign may fail or yield significantly lower results due to a 
minor oversight. 

Step One: List Management
Having an objective clarifies the goals of the campaign and points the project in a direction. 
Now it is time to make sure that direction is the right one. The best strategy or the most  
eye-popping creative is extremely important, but it is completely useless if you are not talking 
to the right people. The success, or failure, of a creative, thoughtful campaign can hinge 
entirely on the quality of a list. 

There are many factors that contribute directly to the quality of any list, all of which must be 
carefully considered when creating a campaign. Generally speaking, there are two types of 
lists: in-house and rentals. 

In-house lists typically include customers, known prospects and Web site visitors. Collection 
points may include print and online contest and registration forms as well as point of sale. In 
an ideal situation, these lists are segmented by origin, interest and marketing objective. Since 
it is always more cost effective to market to your existing customers and prospects, it makes 
the most sense to start asking “opt-in” permission to send them information regarding your 
products or services.

Rented lists are never going to be as effective as your own house list. Additionally, rented lists 
can lead to deliverability issues and brand damage. If you’re like most people, you quickly 
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trash or mark unrecognized e-mail as spam. I think most e-mail marketers would agree; the 
best list is one you create yourself. It takes time, but it will pay off in the long run.

The Six Phases of E-mail Marketing
With all that said, a good place to start is to understand the six phases of an e-mail 
marketing program: 

 1. Preparation 

 2. Definition 

 3. Creative 

 4. Test and comply 

 5. Monitor 

 6. Evaluate 

Knowing what’s required during each of these phases will help you create an e-mail program 
with a high deliverability rate so you can improve customer reach and satisfaction. 

Preparation 
The preparation stage consists of five key elements: audit, certify, infrastructure, permission 
and privacy policy. We’ve touched on some of these points earlier. 

Audit

Today’s onslaught of anti-spam technologies, emerging authentication standards and 
changing ISP mail-handling policies are having a significant impact on the mail practices of 
legitimate senders and their e-mail delivery sender rates. A third-party audit of your e-mail 
practices can help you pinpoint potential problem areas and eliminate some of the reasons 
your mail might not be reaching your customers. A thorough audit might include: 

Complete reputation assessment This activity saves the sending company’s  
 time and money by providing a complete report on its reputation based on  
 information from blacklists and popular complaint forums. It also includes  
 an infrastructure analysis. The auditing company should provide a diagnostic  
 audit report that identifies factors affecting deliverability. 

Practices summary report This report lets senders see if they are compliant  
 with today’s legislation and best practices standards. It protects the sending  
 company from litigation and harmful reputation allegations. 

•

•
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Certify Accreditation

This is an important component of your e-mail program, because it ensures recipients that 
you are authentic and certified. Look for a deliverability solution that allows you to certify 
e-mail ISPs and Domains while preparing your e-mail campaign. Consider doing the 
following: 

Get on a safe list This allows you to assert best practices to receivers,  
 such as ISPs. 

Delivery resolution A cost-effective way to track and resolve delivery issues  
 with ISPs. 

Compliance verification Ongoing compliance checks ensure certified  
 senders maintain their commitment to sending legitimate e-mail. 

Infrastructure 

Another important aspect of deliverability is your e-mail server. Many large ISPs like MSN 
now require incoming e-mail to be authenticated by SPF records or Sender ID. If they 
cannot be authenticated, they might be routed to bulk folders. During the auditing process, 
you should have your infrastructure evaluated so you can make necessary updates that will 
improve deliverability of outgoing mail. 

Permission 

Gone are the days of opt-out mail; now you must receive permission prior to sending 
your messages. Ideally, you should shoot for confirmed opt-in – often called double opt-
in—permission. The user confirms via e-mail that they have opted to receive mail from you. 
Make sure you have at least single opt-in permission before you send; this will increase the 
likelihood that your e-mail is received and read. 

Privacy policy

Consider developing and posting a privacy policy on your Web site to reinforce how valuable 
your customers are to you and remind them that there are real, live people at your company 
who care about their privacy. Another good idea is to include a hyperlink in your e-mail to 
the policy. For example: “Company XYZ will never misuse your e-mail address. Click here 
to read our privacy policy.” 

Definition 
As in any marketing or customer touch campaign, you should examine and define your goals 
and intention before developing any e-mail communication. Are you trying to motivate 
purchases, reinforce branding, drive traffic to a site or physical location, promote an event 
or simply generate awareness? You will need to clearly understand and define your audience, 
message, call to action, timing, metrics and offer before writing a single word of copy. 

•

•

•
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Audience 

Tailoring your message for a specific audience is critical to the success of any e-mail 
communication. Are you targeting your entire list or a subgroup? What are the 
characteristics of the recipients? What are their needs, problems and interests? What 
solution can you offer that will address those particular needs and problems? What will 
motivate them to take action? 

Message 

Engage your target audience with compelling messages and a value proposition. The message 
should not be generic to your entire list but should address the particular needs of your 
recipients. It’s important to frame your message in a way that will resonate with each of your 
recipients individually. 

Call to action 

Never send out an e-mail without a call to action, even if the directive is to simply go to a 
Web site for more information. The call to action should be clear and prevalent within the 
e-mail text. In other words, don’t hide it at the bottom of the e-mail. Give them an 800 
number or a hyperlink to make responding easy. If it’s complicated to respond, your results 
will decrease. 

Your call to action should always be placed “above the fold” – plainly visible without the 
reader having to scroll down to find it. It needs to be repeated at the close of the e-mail 
message, and if it’s a lengthy message, somewhere in the middle as well. 

Timing 

Send out your message when your audience is most likely to read it. Mondays and Fridays 
are often spent sifting through weekend mail and your mail could get lost in the shuffle. 
Research has revealed that mid- day Tuesday through Thursday is usually the best time for 
B-to-B e-mail, however B-to-C markets could be different. Track your results and define the 
timing that best suits your audience. 

Metrics 

Define what you can measure from the e-mail campaign and what response constitutes 
a successful campaign in time-bound, measurable metrics. Some things you can measure 
include impressions, click-throughs, conversions, revenue or sales. An example might be: “To 
achieve 50 new webinar registrants by May 1, 2006.” 

Offer 

The offer is related to the call to action. E-mails with offers are much more likely to be read 
and create traction than e-mails without offers. The offer can be something as simple as a  
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whitepaper download or a coupon. Basically, it should be something that motivates your 
recipient to take action. 

Creative 
During the creative phase you will need to build your e-mail as well as a landing page on 
your Web site for recipients who respond to the e-mail. You will also need to prepare to 
handle responses. 

E-mail 

A lot of consideration should go into building the e-mail itself. 

Research shows that personalized e-mails produce better results than generic e-mails. Don’t 
simply put the recipient’s name at the beginning of the e-mail; tailor the content to the 
reader as much as possible. 

Be sure to include all of the key elements: a strong subject line, a persuasive header, pertinent 
information, appropriate links, and a strong call to action. 

Be succinct and to the point so you don’t lose your audience. 

Make the call to action readily visible and toward the top. 

Use appropriate graphics while also making good use of white space. 

Always check for any typos or misspelled words. 

Landing page 

Before you send out any e-mail communication, make sure you have a landing page on 
your Web site that’s connected to the e-mail via a hyperlink. This page should elaborate 
on the information in the e-mail and reinforce key messages. Make sure the call to action 
is repeated and enable the recipient to take action using the landing page. For example, if 
the call to action is to register for a webinar, make the registration page accessible from the 
landing page. 

Manage responses 

Your campaign may generate a lot of traffic, if you do it right. This is great, unless you 
can’t handle the volume of responses. Make sure you are adequately staffed and prepared 
to answer calls, respond to e-mails and manage the requests you receive as a result of the 
campaign. Follow through is extremely important to turning sales and maintaining brand. 
Don’t miss an opportunity to open a two-way dialog with potential customers. 
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Test and Comply 
You will need to test your e-mail and ensure it complies with spam laws before you 
send it out. Testing consists of proofreading, checking links and performing a test send. 
Compliance requires you provide the ability to unsubscribe and conform to best practices 
and legal mandates for e-mail structure and design. 

Proofread and check links 

Nothing looks more unprofessional than typos and misspellings. Make sure your e-mail is 
clear, well-written and typo-free. Also, check all links to make sure they work; otherwise, 
you will be unable to capture leads from the campaign and you will only frustrate recipients. 

Test send 

Perform a test send to make sure everything’s working before sending it to your list. You 
should send it in both HTML and text formats to yourself in multiple e-mail applications 
and Web-based clients. You can also use the testing/checking services available in the 
resources section. 

Unsubscribe 

Include a way for recipients to opt out of future e-mails. You should make the process simple 
and fast by including a URL in your message that allows the recipient to opt-out. “Reply to 
Unsubscribe” directives may be frustrating to the user if he has multiple e-mail accounts. 

Integrity 

Be honest in your e-mails. Don’t try to trick recipients with bait-and-switch tactics or 
misleading subject lines. Use legitimate headers and be direct. The recipient will appreciate 
your honesty. 

Physical Address 

CAN-SPAM laws require that you include your physical address in all of your e-mails. Do 
not forget this step! It’s literally essential.  

Monitor 
During the monitor phase, you’ll discover how effective your e-mail program was, and learn 
how to improve your strategies in the future. Effective monitoring strategies will help you 
increase visibility and accountability with potential and current customers. Look for an 
intelligent monitoring solution that provides the following functionality. 
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Accurate campaign delivery monitoring 

You should be able to track ISPs domestically and internationally and obtain ongoing and 
accurate assessments of deliverability rates. But be careful. Sometimes an e-mail server will 
accept a message but dump it into a bulk folder. Even though it counts as accepted, in reality 
it’s not making it to the inbox. Look for flexible, detailed reporting that allows you to easily 
interpret the findings and be sure you can differentiate delivery to the inbox from delivery to 
the bulk folder. 

Blacklist and infrastructure monitoring 

Make sure your solution monitors senders IPs and domain presence on blacklists and 
scans for sending infrastructure problems such as Open Relays, MX records or Reverse 
DNS. System alerts are also useful to notify senders via e-mail when their IP addresses and 
domains turn up on a blacklist. 

Content testing 

Test sending your e-mails for potential spam filter triggers will eliminate false positives and 
improve deliverability. 

Complaint monitoring 

You will benefit from monitoring how recipients respond to mailings in feedback forums 
and other sources. Make sure the solution you employ checks feedback from multiple sources 
so you can make a complete assessment. 

Evaluate 
The campaign has reached your recipient list. Now it’s time to evaluate the effectiveness of 
the program. 

Reporting 

Compare results against your initial metrics. Did you obtain 50 new webinar registrants by 
the designated deadline? Report the findings back to your team and evaluate next steps. 

Improvement 

Determine what worked and what didn’t and decide how to improve upon your performance 
for future campaigns. 

E-mail contact, as I and others envision it, follows these precepts: 
 
1. Think of e-mail as you would a telephone call. If you wouldn’t find it reasonable to call 
100,000 people with an offer or some marketing information, then you shouldn’t do it via 
e-mail, either. 
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2. When appending e-mail addresses to your house file, the process is not complete once you 
have acquired the address. You still need to exhibit good etiquette by asking for permission 
to make further contact via e-mail. Do not just add all these new addresses to your e-mail 
contact cycle. Always use your personal name, or corporate brand name in the “From” line 
– so they will know exactly who is contacting them.  
 
3. Track customers for whom you have appended an e-mail address separately from those 
customers who supplied their e-mail address. You want to be able to see how this group 
responds versus other segments. 
 
4. Ask customers who have permitted e-mail contact to provide insight into the usefulness 
of any online ventures you consider. Stokes reports that New York magazine won’t launch 
anything online without first talking to its e-mail base to determine the value of the idea. 
You can quickly and easily survey your list members by using surveymonkey.com. For 
example, if you’re considering offering your list members a teleseminar series on list-building, 
why not ask them first – are they interested in such an offer? If they are not, don’t give up; 
re-test the market six months or a year from now.

http://www.surveymonkey.com
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HTML or Text – Which is Better?
HTML e-mails are different from regular e-mails, mostly in that they are delivered in 
multipart format. This format allows you to send two types of e-mails simultaneously, plain 
text and HTML. When the recipient receives the e-mail with two parts, the e-mail client 
will choose which one to display based on its capabilities and the user’s preferences. Many 
autoresponder services, like Aweber, or Constant Contact, provide users with the means to 
create both a text-only message, as well as an HTML formatted message – and any in-house 
software you consider using should allow you to do that as well. Why? 

Because some people don’t want to receive images and HTML in their inbox and others 
are using e-mail clients that don’t support HTML. So you might ask, ‘why do marketers 
continue to send HTML messages?’ It’s simple: there are more people who want HTML 
e-mails and clients that support it than there are that don’t. And the number of people gets 
greater every day. As long as there’s the ability to send e-mail in both formats, then HTML 
e-mail is the best choice for one-to-many targeted marketing.

The biggest reason to use HTML e-mails is the ability to display images. Images help to 
convey brand messaging better than words and can excite and entice the reader to ultimately 
engage with your company. But there’s a trick to using images. Basically, images in an e-mail 
can be JPG or GIF format and need to be referenced “absolutely” by the HTML. What does 
that mean?

That means that the images file’s location is somewhere on the Internet (preferably your 
Web site files), and its location is on the server ‘www.mybusiness.com’ in the directory called 
‘images’ named ‘logo.gif ’.

Having absolute image locations are key to sending HTML e-mails. Knowing how to upload 
those images to a hosted location, or using an e-mail service that can make this easy for you 
is one of the keys to your success.

There are some guidelines to follow in making the decision to use text or HTML for your 
e-mail marketing messages: 

When Text is better than HTML

Audience used to text

Information seekers

Image not important

Product not “visual”

•

•

•

•

http://www.aweber.com
http://www.constantcontact.com
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When Text is NOT better than HTML

Audience used to HTML

Image is important

Product is “visual”

Branding is key

You want to track open rates (30% to 40% is good today) 

And, there’s an option that combines the best of both, and that is using text in an HTML 
shell. The rewards are: 

Looks like text

Allows graphics and fonts

Can track like HTML

 
Naturally, the decision to use HTML or text-only, a combination of the two, or the text 
within a HTML shell is dependent on your purpose in sending the e-mail message in the 
first place. Whether you’re selling visually-appealing products, or ephemeral services; if 
tracking response rates is important to you, or if your branding is a core element of the 
message should all be considered in the decision. 

Click-Through Rates (CTR) for E-mails to the  
House File

CTR rates vary extremely widely depending on the following factors:

Freshness of the names on the list

Extent of relationship between list members and personality sending  
 the e-mail

Extent to which the list has received similar offers before (burnout)

Extent of the copywriting/offer prowess of the sender

The balance between what’s shown in the e-mail and what’s left behind  
 the curtain

•

•

•

•

•

•

•

•

•

•

•

•

•



��SecretS of SucceSSful e-mail marketing

PerSuaSiveneSS

How targeted the list topic is:

Ranges from less than 1% CTR to as high as 27% plus!

TheStreet.com list of 2 million had click through rates of up to 5%

Niche markets with much smaller, more highly targeted lists average  
 about 12%

Newsletter articles sent to your house list – 6-10%

Free offers sent to your house list – 6-10%

Sales offers to your house list – 3-5%

Anything sent to 3rd party lists – 0-2%¹

•

•

•

•

•

•

•
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More than anything, a successful e-mail campaign hinges on its content. A campaign is being 
sent to people who have requested information that is important to them, and it’s up to you 
to deliver on your promises. By creating a dialog that is targeted and on topic, readers will 
find value in your communications and find out that your business is a relationship that they 
want to continue.

TIP 1: Have an Irresistible Proposition for the Reader  

A great e-mail always starts with a good idea. Hire a copywriter and a strategist, and talk 
to them about what is going to stimulate your audience. Make the information “readable” 
and easy to digest, eye catching and worth their while. Be respectful of people’s time by 
giving them the incentive to read more up front. Provide a clear call to action and if you’re 
asking for information, then give them something for their time. When you’re building your 
e-mail, continually ask yourself, “What would I think if I got this in my inbox? Would I 
immediately delete it? Or worse, report it as spam?” 

TIP 2: Consider the Preview Pane

At this stage of the process, it’s important to consider the preview pane. Many e-mail clients 
have one. It’s a window below or to the right of your inbox that shows you the top-leftmost 
portion of the e-mail, preview style. For a good number of HTML e-mails, this is as far as 
they’ll get! The recommendation is that e-mails be between 550 and 700 pixels wide and 
that the purpose and call-to-action of the e-mail is made apparent in the top 300 pixels.

TIP 3: Develop and Code

It’s important to remember when developing HTML e-mails that every e-mail client is 
different. Developing HTML Web sites to be cross-browser functional requires knowing the 
limitations and nuances of 3 or 4 dominant Web browsers, but when developing for e-mail 
clients, that number is much greater. Outlook, OSX Mail, Thunderbird, Eudora, Claris 
E-mailer, Lotus Notes, Gmail, Yahoo! Mail, AOL, HotMail, mail.com... the list keeps going, 
and the challenges keep growing. Consider hiring an expert, on a freelance basis or as a full-
time staff member. You can find such e-mail HTML wizards at Elance.com, or Guru.com. 

3 More Tips for Success

http://www.guru.com
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TIP 4: Test

There’s no better advice that I can give than to tell you to test your e-mail before sending to 
your list. Test e-mails will let you know how your e-mail template performs across different 
e-mail clients and alert you to any spam traps that you may have fallen into.

Testing will also let you know how your message is rendered, how much of the e-mail 
appears in the preview pane and if the text wraps.

It doesn’t hurt to realize that no matter how hard you try to get your e-mail to look exactly 
one way on your e-mail browser that it will undoubtedly look slightly, or perhaps very 
different on someone else’s e-mail platform.

One aspect you can guarantee will be different is the way that text is displayed. The only way 
to be sure that your e-mail looks exactly the same across all browsers is to set it as an image, 
which has its own drawbacks.

The common denominator in HTML e-mail is pretty low, but don’t let that discourage you. 
A good designer who knows the restrictions and is familiar with e-mail design challenges 
will be able to put together an e-mail that looks outstanding across all e-mail platforms.

TIP 5: Follow-up and Fine Tune

Any good e-mail marketing platform will give you lots of data such as read rates, forward 
stats, click-throughs and bounces. Through careful analysis, you can adjust your design and 
campaign for the best results. Some points to ponder: 

If the bottom of your e-mail is getting fewer clicks than the top, consider  
 design elements that draw people to the bottom of the page.

If your read-rates are down or your bounce rates up, consider whether your  
 e-mail is being flagged as spam.

If your goal is to have more click-throughs, create a more compelling  
 call to action.

Good e-mail marketing should be an ongoing relationship with your consumer that is built 
over time and will ultimately lead to better brand perception and sales leads.

Multi-Cultural E-mail Marketing: What You  
Need to Know

It’s a wide world out there – the wide world web! You can’t ignore the global marketplace 
any longer; it’s “in your face” each and every day. People from all over the world will be 
visiting your site, and many may choose to sign up for your mailings. So … how do you 
ensure positive results? Knowledge of, and respect for, cultural differences. 

•

•

•
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As you can see from the chart below, languages other than English make up a significant 
portion of the Internet, with China, Japan, and Korea leading the charge in Asia.

If you’re targeting global populations, there are some important considerations to keep in 
mind. They all basically come down to respecting your recipients – heaven knows, you don’t 
want to tarnish your image with poorly written, inappropriately translated, or otherwise 
misdirected e-mail messages. Here are three tips from the experts: 

Don’t Use Machine Translation!
While it may be tempting, e-mail marketers should be careful to steer clear of 
“machine” translators, such as BabelFish (http://www.babelfish.altavista.com/) for 
translations. This is because machine translation averages one or more mistakes  
per sentence!

Use a Glossary of Frequently Used Terms and Style Guide 
One of the best ways to increase accuracy and quality of text translation is to develop 
a glossary, terminology list and style guide for each language you use. A glossary is an 
alphabetical listing of technical terms in some specialized field of knowledge with their 
definitions. A style guide is a set of guidelines that the linguist can follow during the 
translation process. It contains such elements as rules for capitalization and punctuation, 
literacy level, tone of document, use of abbreviations and specifies which translation option 
to use when several options exist.

WORLD INTERNET USAGE AND POPULATION STATISTICS
 World  
 Regions

Population 
(2006 Est.)

Population 
% of 

World

Internet 
Usage

Latest Data
% Population 
(Penetration)

Usage 
% of

World
Usage Growth 

2000 - 2006

Africa 915,210,928 14.1 % 32,765,700 3.6 % 3.0 % 625.8 %

Asia 3,667,774,066 56.4 % 394,872,213 10.8 % 36.4 % 245.5 %

Europe 807,289,020 12.4 % 308,712,903 38.2 % 28.4 % 193.7 %

Middle 
East

190,084,161 2.9 % 19,028,400 10.0 % 1.8 % 479.3 %

North 
America

331,473,276 5.1 % 229,138,706 69.1 % 21.1 % 112.0 %

Latin 
America

553,908,632 8.5 % 83,368,209 15.1 % 7.7 % 361.4 %

Oceania / 
Australia

33,956,977 0.5 % 18,364,772 54.1 % 1.7 % 141.0 %

WORLD 
TOTAL

6,499,697,060 100.0% 1,086,250,903 16.7 % 100.0 % 200.9 %

For more statistical information on global trends in Internet use, see: http://www.internetworldstats.com/stats.htm. 

http://www.babelfish.altavista.com
http://www.internetworldstats.com/stats.htm
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By creating these documents, you’ll not only ensure the consistency of information that you 
wish to communicate, but you can also reduce the overall costs of their translation projects. 

One Change Should Involve Three People
Remember, translation is a human process – most agencies staff “three sets of eyes” for every 
translation: one to translate, another to proofread, and a third to run a quality assurance 
check. Each change made to the final document must be run through the original three 
people again to ensure quality. When possible, allow for enough time for this to happen and 
avoid cutting steps.

Unsubscribes: Why Do They Do It? (And is it a good thing?)
How many marketers out there wonder why people unsubscribe?  Surveys have found 
that irrelevancy (65%) and too frequent e-mails (56%) cause most subscribers to 
become lost customers. It’s interesting to note however that 13% of subscribers don’t 
like overly relevant e-mails as they feel their site activities are being too  
closely watched. 

The KISS methodology (Keep It Simple Stupid) might just be one of the best approaches 
to take. This does not mean that you should stop sending relevant e-mails, but it does mean 
that you should use common sense in your sophisticated marketing plans. Instead of sending 
an e-mail about the new blue jeans they just looked at, for example, try a blanket offer on 
jeans (or pants). It is a fine line, but it opens up the opportunity for cross-selling while at the 
same times remaining relevant.

Rule of thumb: measure your opt-out rate, which should be about 0.1% of your list per e-
mail transmission at most. If it is at that level or less, increase the frequency to the next level, 
e.g., if you are now sending monthly, up it to twice a month.

If the opt-out rate remains stable, your list accepts the increased frequency. If it spikes, they 
do not, and you should probably pull back.

Conclusion
Successful e-mail marketing requires four things:  

Conscientious attention to details in both delivery strategies and  
 readability (grammar and spelling) 

Creativity in presentation 

Content that educates as well as sells goods or services

A strong offer

•

•

•

•
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Be attentive to all four, and you’re bound to profit from your efforts.  To further sum it up: 

Your e-mail messages should tie in with current events – the more  
 timely the better.

Your best prospects are people who already know you.

Work the funnel – free→front-end→premium services.

Coordinate your selling so it’s the same online or offline.

Copywriting is pretty much the same online or offline – with a few  
 small but important differences.

Your greatest asset in e-mail marketing is a qualified, large house e-list.

•

•

•

•

•

•
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The 3 Most Important Things I’ve Learned about  
Writing E-mail Marketing Copy

In this column, I want to share with you the three most important things I’ve learned about 
writing winning e-mail marketing campaigns.

The first is: when your e-mail copy makes reference to what’s going on in the news the same 
week – or even better, the same day – you distribute it, your response rates soar.

Financial publishers were probably the first to discover this: e-mail messages that reflect 
what’s going on in the market on the day they are distributed – for instance, “gold hits  
$700 per ounce … should you sell or buy more?” – pull much better than generic 
promotional e-mails or those with evergreen content.

Example: the publisher of a financial newsletter boosted subscriptions by referencing the 
Martha Stewart case during her trial. Headline: “Stay one step ahead of the stock market, 
just like Martha Stewart … but without her legal liability.” The HTML e-mail even included 
a color photo of Martha looking contrite on the courthouse steps – an image the reader 
probably saw daily on TV and in the newspapers, and which therefore immediately attracted 
his eye.

The idea of including news in your copy is not new. But e-mail marketing makes it easier 
to more precisely coordinate and time your e-mail messages with current events and 
developments.

Of course, it is easier to tie in with news and current events for some products than others. A 
company that sells aluminum siding to homeowners might find it more difficult to link their 
e-mail copy to Bush’s latest speech than a company promoting penny stocks.  

But it’s not impossible. And any time your e-mail can reflect news or trends, readership and 
response are likely to soar.

4 Bonus Articles
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My second tip for writing winning e-mail messages: giving away content in the e-mail itself 
is, contrary to what you might expect, a way to strengthen copy and results.

I say “contrary to what you might expect” because, you might reason, “If I give the 
information away in the e-mail, the reader’s curiosity is satisfied, and he does not have to 
click-through to find the answers he is looking for.”

The trick is to give “partial content” – as a sample of the kind of help your product, service, 
or firm offers. 

Ideally, this could be something as quick as a simple how-to tip embedded in the e-mail copy. 
Then, you promise many more useful tips and advice when the reader clicks through.

This works for two reasons. First, people are trained on the Internet to expect free content, 
so this technique fulfills their expectation. 

Second, including actual content in your e-mail marketing – and not just teasing the reader 
with promises to provide valuable content when they respond – demonstrates your expertise 
and knowledge right then and there in the e-mail. The reader is quickly convinced you know 
what you are talking about – and therefore, may be a resource he wants to know better.

My third tip for writing winning e-mail messages: open rates and click-through  
rates both increase when your e-mail marketing messages match – in look, content, tone, 
and style – the other e-mails prospects get from you or the list owner on a regular basis.

For instance, if your e-mail is going to an opt-in list of subscribers to a text  
e-newsletter, your response will be better if you send a text e-mail rather than an HTML. 
If people on your list are used to extremely short e-mail messages, a long-copy e-mail blast 
probably won’t work as well as a short teaser e-mail linked to a landing page where they can 
read the rest of your message.

Take a look at past e-mail promotions to the list that worked as well as issues of e-newsletters 
these readers receive. If they all contain graphs … or technical information … or pictures 
of pets … or news … or a pithy how-to tip … or survey results … then your e-mail probably 
should, too. 

Reason: people on a given list are “trained” to accept e-mails with a similar look and feel to 
the ones they get regularly. When your e-mail matches their expectations, they believe it’s 
something they read regularly and open it. When your e-mail looks wildly different, they 
view it as spam and delete.

This is contrary to the creative approach Madison Avenue favors in print advertising, which 
is to make their ads look different from all others the reader has seen.
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How to Write Subject Lines that Get Your E-mail 
Opened and Read

When prospects get your e-mail marketing message, they make a quick decision, usually in a 
couple of seconds, to open or delete it based largely on the subject line. But given the glut of 
promotional e-mail today, how can you convince a busy prospect – in just a few words –  
that your message is worthy of attention?

The “4 U’s” copywriting formula – which stands for urgent, unique, ultra-specific, and useful 
– can help. 

Originally developed by my colleague Michael Masterson for writing more powerful 
headlines, the 4 U’s formula works especially well with e-mail subject lines. I’ll share it with 
you now.

According to this formula, strong subject lines are:

Urgent. Urgency gives the reader a reason to act now instead of later.  
 You can create a sense of urgency in your subject line by incorporating  
 a time element. For instance, “Make $100,000 working from home this  
 year” has a greater sense of urgency than “Make $100,000 working  
 from home.” A sense of urgency can also be created with a time-limited  
 special offer, such as a discount or premium if you order by a  
 certain date. 

Unique. The powerful subject line either says something new, or if it  
 says something the reader has heard before, says it in a new and fresh  
 way. For example, “Why Japanese women have beautiful skin” was the  
 subject line in an e-mail promoting a Japanese bath kit. This is different  
 than the typical “Save 10% on Japanese Bath Kits.”

Ultra-specific. Boardroom is the absolute master of ultra-specific  
 bullets, known as “fascinations,” that tease the reader into reading  
 further and ordering the product. Examples: “What never to eat on  
 an airplane,” “Bill’s it’s okay to pay late,” and “Best time to file for a tax  
 refund.” They use such fascinations in direct mail as envelope teasers  
 and in e-mail as subject lines.

Useful. The strong subject line appeals to the reader’s self-interest by  
 offering a benefit. In the subject line “An Invitation to Ski & Save,” the  
 benefit is saving money.

•

•

•

•
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When you have written your subject line, ask yourself how strong it is in each of these 4 U’s. 
Use a scale of 1 to 4 (1 = weak, 4 = strong) to rank it in each category.

Rarely will a subject line rate a 3 or 4 on all four U’s. But if your subject line doesn’t rate a 
3 or 4 on at least three of the U’s, it’s probably not as strong as it could be – and can benefit 
from some rewriting.

A common mistake is to defend a weak subject line by pointing to a good response. A better 
way to think is as follows: If the e-mail generated a profitable response despite a weak subject 
line, imagine how much more money you could have made by applying the 4 U’s.

A software marketer wrote to tell me he had sent out a successful e-mail marketing campaign 
with the subject line “Free White Paper.” How does this stack up against the 4 U’s?

Urgent. There is no urgency or sense of timeliness. On a scale of 1 to 4,  
 with 4 being the highest rating, “Free White Paper” is a 1. 

Unique. Not every software marketer offers a free white paper, but a lot  
 of them do. So “Free White Paper” rates only a 2 in terms of  
 uniqueness.

Ultra-specific. Could the marketer have been less specific than “Free  
 White Paper”? Yes, he could have just said “free bonus gift.” So we rate  
 “Free White Paper” a 2 instead of a 1. 

Useful. I suppose the reader is smart enough to figure the white paper  
 contains some helpful information he can use. On the other hand, the   
 usefulness is in the specific information contained in the paper, which  
 isn’t even hinted at in the headline. And does the recipient, who already  
 has too much to read, really need yet another “Free White Paper”? I rate  
 it a 2. Specifying the topic would help, e.g., “Free White Paper shows  
 how to cut training costs up to 90% with e-learning.”

I urge you to go through this exercise with every e-mail subject line you write. You can also 
apply the formula to other copy, both online and offline, including direct mail envelope 
teasers, ad headlines, letter leads, Web page headlines, subheads, and bullets.

Rate the line you’ve written in all four U’s. Then rewrite it so you can upgrade your rating 
on at least 2 and preferably 3 or 4 of the categories by at least 1. This simple exercise may 
increase readership and response rates substantially for very little effort.

 

•

•

•

•



��SecretS of SucceSSful e-mail marketing

bonuS articleS

15 Tips for Writing Internet Direct Mail That Works
Internet direct mail typically generates a response rate between 1 and 20 percent, 
although some do better and a few do worse. The copy in your e-mail plays a big role 
in whether your e-marketing message ends up at the bottom or the top of that range. 
Here are 15 proven techniques for maximizing the number of e-mail recipients who 
click-through to your Web site or other response mechanism.

1. At the beginning of the e-mail, put a “FROM” line and a “SUBJECT” line. The 
“SUBJECT” line should be constructed like a short attention-grabbing, curiosity-arousing 
outer envelope teaser, compelling recipients to read further – without being so blatantly 
promotional it turns them off. Example: “Come on back to Idea Forum!”

2. The e-mail “FROM” line identifies you as the sender if you’re e-mailing to your house 
file. If you’re e-mailing to a rented list, the “FROM” line might identify the list owner as the 
sender. This is especially effective with opt-in lists where the list owner (e.g., a Web site) has a 
good relationship with its users.

3. Some e-marketers think the “from” line is trivial and unimportant; others think it’s 
critical. Internet copywriter Ivan Levison says, “I often use the word ‘Team’ in the FROM 
line. It makes it sound as if there’s a group of bright, energetic, enthusiastic people standing 
behind the product.” For instance, if you are sending an e-mail to a rented list of computer 
people to promote a new software product, your SUBJECT and FROM lines might read as 
follows: FROM: The Adobe PageMill Team / SUBJECT: Adobe PageMill 3.0 limited-time 
offer!

4. Despite the fact that free is a proven, powerful response-booster in traditional direct 
marketing, and that the Internet culture has a bias in favor of free offers rather than paid 
offers, some e-marketers avoid FREE in the subject line. The reason is the “spam filter” 
software some Internet users have installed to screen their e-mail. These filters eliminate 
incoming e-mail, and many identify any message with FREE in the subject line as 
promotional.

5. Lead off the message copy with a killer headline or lead-in sentence. You need to get a 
terrific benefit right up front. Pretend you’re writing envelope teaser copy or are writing a 
headline for a sales letter.

6. In the first paragraph, deliver a mini-version of your complete message. State the offer and 
provide an immediate response mechanism, such as clicking on a link connected to a Web 
page. This appeals to Internet prospects with short attention spans.

7. After the first paragraph, present expanded copy that covers the features, benefits, proof, 
and other information the buyer needs to make a decision. This appeals to the prospect who 
needs more details than a short paragraph can provide. 
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8. The offer and response mechanism should be repeated in the close of the e-mail, as in a 
traditional direct mail letter. But they should almost always appear at the very beginning, 
too. That way, busy Internet users who don’t have time to read and give each e-mail only a 
second or two get the whole story.

9. John Wright, of the Internet marketing services firm MediaSynergy, says that if you put 
multiple response links within your e-mail message, 95 percent of click-through responses 
will come from the first two. Therefore, you should probably limit the number of click-
through links in your e-mail to three. An exception might be an e-newsletter or “e-zine” 
broken into five or six short items, where each item is on a different subject and therefore 
each has its own link.

10. Use wide margins. You don’t want to have weird wraps or breaks. Limit yourself to about 
55 to 60 characters per line. If you think a line is going to be too long, insert a character 
return. Internet copywriter Joe Vitale sets his margins at 20 and 80, keeping sentence length 
to 60 characters, and ensuring the whole line gets displayed on the screen without odd text 
breaks.

11. Take it easy on the all-caps. You can use WORDS IN ALL CAPS but do so carefully. 
They can be a little hard to read – and in the world of e-mail, all caps give the impression 
that you’re shouting.

12. In general, short is better. This is not the case in classic mail-order selling where as a 
general principle, “the more you tell, the more you sell.” E-mail is a unique environment. 
Readers are quickly sorting through a bunch of messages and aren’t disposed to stick with 
you for a long time.

13. Regardless of length, get the important points across quickly. If you want to give a lot 
of product information, add it lower down in your e-mail message. You might also consider 
an attachment, such as a Word document, PDF file, or html page. People who need more 
information can always scroll down or click for it. The key benefits and deal should be 
communicated in the first screen, or very soon afterward.

14. The tone should be helpful, friendly, informative, and educational, not promotional or 
hard-sell. “Information is the gold in cyberspace,” says Vitale. Trying to sell readers with 
a traditional hyped-up sales letter won’t work. People online want information and lots of 
it. You’ll have to add solid material to your puffed-up sales letter to make it work online, 
Refrain from saying your service is “the best” or that you offer “quality,” Those are empty, 
meaningless phrases. Be specific. How are you the best? What exactly do you mean by 
quality? And who says it besides you? And even though information is the gold, readers don’t 
want to be bored. They seek, like all of us, excitement. Give it to them.
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15. Including an opt-out statement prevents flaming from recipients who feel they have been 
spammed by stating that your intention is to respect their privacy, and making it easy for 
them to prevent further promotional e-mails from being sent to them. All they have to do 
is click on Reply and type “UNSUBSCRIBE” or “REMOVE” in the subject line. Example: 
“We respect your online time and privacy, and pledge not to abuse this medium. If you 
prefer not to receive further e-mails from us of this type, please reply to this e-mail and type 
‘Remove’ in the subject line.”
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12 More Tips for Writing Internet Direct Mail  
That Works

As we rapidly gain experience and test results from Internet direct mail, we are 
learning more every day about what works in this new medium. Here are some 
techniques that seem to be successful in increasing click-throughs and conversions.

1. Short statements that teaser the reader, similar to “fascinations” in printed direct mail 
(e.g., “What never to eat on an airplane”), work well as “SUBJECT” lines in Internet direct 
mail. Example: “Advice from Bill Gates” is better than “Bill Gates on Innovation.”

2. As with printed direct mail, offers that contain a “bribe” – a discount, free gift, free 
shipping and handling, buy one and get one free – are extremely effective in e-mail 
marketing. 

3. Free money is a powerful offer and, given the dynamics of online buying and the lifetime 
value of an Internet customer, it can often be profitable. Example: One marketer told 
potential registrants that one of them who signed up on the Web site during a specified 
period would win $500 in cash. A major national e-marketer offers an incredible $10 million 
drawing once a year as well as regular drawings with smaller cash prizes. 

4. When you have a strong offer, put it in the subject line and the lead of your e-mail. Do not 
bury it midway in the text.

5. Do not make the offer exclusive to the recipient, as is sometimes done in traditional 
direct mail. Encourage the recipient to forward the e-mail – and the offer – to friends and 
colleagues. Example: “Give this special gift offer to your friends by forwarding them this 
e-mail now. They’ll be glad you did!” E-marketers refer to this tactic as “viral marketing.”

6. People on opt-in e-lists overwhelmingly prefer to respond to Internet direct mail online 
vs. calling a toll-free number or printing out a reply form that has to be faxed or mailed 
offline. That doesn’t mean you shouldn’t offer those other response options as an alternative. 
But you should always have a link to a Web-based response form embedded in your e-mail 
message. Example: A software marketer decided to offer an upgraded version only on CD-
ROM with no option to download from their Web site. When they sent a direct mail with 
this offer, many recipients went to their Web site and downloaded the old version -- that’s 
how strong their preference was to conduct the entire transaction online.

7. Most people think of an e-mail marketing campaign as having only one part: the e-mail. 
But in reality it has two parts: The e-mail the prospect receives, plus the Web-based response 
form he goes to when he clicks on the link embedded in the message. The headline and copy 
at the top of the response page should carry the theme of the e-mail and motivate the reader 
to complete and submit the form.

8. Long copy often works best in certain segments of the direct marketing industry, 
particularly in the marketing of newsletters, magazines, and other information products. But 
initial testing seems to indicate that short copy works best in e-mail marketing. One solution 
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is to use the e-mail to get the recipient to accept a free trial rather than pay for a subscription 
up front. A series of conversion e-mails then gives compelling reasons for the recipient to 
convert to a paid subscription. Another solution: Put more sell copy on the response form.

9. One marketing manager makes this wise observation: “People don’t hate Internet direct 
mail, but they are often bored, indifferent, or annoyed by it.” One way to overcome this is 
through personalization: adding customized information based on the prospect’s previous 
buying habits, preferences, Web surfing, or other data. Example: Amazon.com suggests 
books you should buy based on books you have ordered in the past. 

10. Always include an opt-out statement that makes it easy for recipients to prevent further 
promotional e-mails from being sent to them. Example: “We respect your online time and 
privacy, and pledge not to abuse this medium. If you prefer not to receive further e-mails 
from us of this type, please reply to this e-mail and type ‘Remove’ in the subject line.” Most 
e-marketers put this at the end of the e-mail message; some place it at the top.

11. When e-mailing to a house file, an ideal frequency seems to be twice a month. Make one 
of these e-mails an informative e-zine (a brief online newsletter); the other can be a special 
offer or promotion. Space them 2 weeks apart. E-zines should be at least 80% news and 
useful information, with perhaps 20% of the content promotional. 

12. Before you begin e-mailing to your house file, send them an e-mail notifying them of 
your intention and stating the benefits (e.g., they will get special discounts available only 
online). Tell them that if they’d rather not get these e-mails, they can click reply and type 
UNSUBSCRIBE, and you will take them off the e-mail list. On subsequent e-mails to those 
who agree to be on the e-list, always include the opt-out statement as outlined in topic #10. 
Never send any e-mail marketing message without including an opt-out choice.
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What Works Best in E-mail Marketing: Long Copy  
or Short Copy?

“What works best in e-mail marketing?” I got asked for the umpteenth time the other day. 
“Long copy or short copy?” It’s a quandary for direct marketers much more so than general 
marketers. Here’s why:

There’s a widely held viewpoint that, on the Internet, the less copy the better. Web 
marketing experts tell us that the Internet is faster-paced than the “snail mail” world, that 
attention spans are shorter, and long messages get zapped into oblivion with the click of a 
mouse. “Keep it short!” they extol in countless advisory e-zines.

General advertisers, for the most part, also believe that when it comes to copy, the shorter 
the better. Often their print ads have large pictures and only a handful of words. So they 
have no trouble embracing the “people don’t read” mentality the Web marketing gurus say 
works best.

But traditional direct marketers whose products are typically sold with long copy direct mail 
packages and self-mailers – newsletter publishers, seminar promoters, magazines, book clubs, 
insurance, audio cassettes – have a problem. It goes something like this:

“In print, I have to use long copy to make the sale ... or I just don’t get the order. We’ve tested 
short copy many times -- who doesn’t want a cheaper mailing piece with less ink and paper? 
But it has never worked for our product. Now my Web marketing consultant says the e-mail 
should be just a few paragraphs. If a few paragraphs won’t convince people to buy offline, 
why should things be any different online?”

And they are right: Just because a person buys online doesn’t change the persuasion process. 
If he needs the facts to make a decision, he needs them regardless of whether he is ordering 
from a paper mailing or a Web site.

Yet we also have a sense that the Web marketing gurus have at least a clue as to what they are 
talking about. We sense that our 4-page sales letter, if sent word for word as a lengthy e-mail, 
wouldn’t work. People would click away long before they got to the end.

I think I have some sensible guidelines to answer this puzzle. First, we need to quantify what 
we mean by “short” vs. “long.”

When a Web marketing guru talks about “short” e-mail, he probably means only three or 
four paragraphs. So when he says long copy doesn’t work, he is against e-mails of more than a 
few paragraphs.

If I say “long copy does work,” I mean long compared to the typical e-mail – not compared 
to the typical direct mail letter on paper. A “long” e-mail, which may fill several screens, is 
closer in length to a 2-page letter – short by direct mail standards – than to a 4-page letter. 
And it doesn’t even come close to an 8-page letter.



��SecretS of SucceSSful e-mail marketing

bonuS articleS

Second, we need to quantify how much shorter online copy is than offline. Should you 
translate your entire package, word for word? Should you compress it to half its length? Less?

Kathy Henning, who writes extensively about online communication, says, “In general, 
online text should be half as long as printed text, maybe even shorter.” Not a precise formula, 
but a good starting point for estimation.

Third, and most important, we need to remember that the copy for e-mail marketing 
campaigns is not wholly contained within the e-mail itself. It is really in two parts. 

The first half of the message is in the actual e-mail. The e-mail contains a link to a page on a 
Web site or server. When you click on that link, you jump to the page, where the remainder 
of the message is presented, along with the online order mechanism.

In a traditional direct mail package, the message is unevenly split. Consistently, 98 percent 
of the copy is in the letter and brochure, with the remaining 2 percent on the order form. 

In e-mail marketing campaigns, the division is less balanced and more varied. 

Fig. 1 below, shows the various ways the total copy can be divided between the e-mail and 
the response page. 

Figure 1
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There are four options as shown in the box at the center of the diagram in figure 2:

A.   Short e-mail, landing page (left upper quadrant) – Many marketers with simple 
lead-generating offers use short e-mails (the traditional 3 to 4 paragraphs) with a link to 
a “landing page.” A landing page is a short Web-based form, usually with a headline, a 
couple of paragraphs explaining the offer, and a mechanism for the recipient to fill in his 
information and submit his response. This format is similar in length and style to the 
traditional one-page sales letter and business reply card used in lead-generating paper direct 
mail.

B.   Long e-mail, landing page (lower left quadrant) – This is similar to B except the e-mail, 
by Internet marketing standards, is “long.” For convenience, I define a short e-mail as any 
e-mail that, when printed out, takes half a page or less. By comparison, any e-mail that takes 
more than a page when printed out is “long.” This format is similar in length and style to a 
direct mail package with a 4-page letter and a simple 4 X 9-inch order card.

C.   Long e-mail, micro site (lower right quadrant) – This format has a long e-mail and a long 
landing page, known as a “micro site.” The micro site is a custom URL designed specifically 
for the offer. Unlike a landing page, which is usually a single screen, the micro site’s lengthier 
copy requires many screens. The micro site can be broken into distinct pages (see www.
hypnoticwriting.com) or it can be one continuous document through which the reader must 
scroll (see www.surefirecustomerservicetechniques.com). This long e-mail/micro site format 
allows for maximum copy, and is ideal for translating lengthy mailings, such a magalogs, to 
the Web.

D.   Short e-mail, micro site (upper right quadrant) – This format combines a short e-mail up 
front with a long-copy micro site on the back end. It is ideal for offers that require a lot of 
copy but are being transmitted to prospects who might not read a lengthy e-mail.

Notice in Fig. 2 that your lists can come from one of three sources:

1.   House files. As with traditional direct mail, e-mail marketing works best when sent to your 
house list of customers and prospects. If your house files don’t have e-mail addresses, there 
are several ways to obtain them. You can run your file through an e-mail address appending 
service, and expect to find e-mail addresses for between 10 percent and 30 percent of the 
records. You can also make e-mail address collection part of your ongoing marketing and 
customer service records. For instance, one of my vendors that awards gifts based on bonus 
points offered to add 300 bonus points to my account in exchange for my e-mail address.

2.      E-zine subscribers. Theoretically you will get high response rates mailing to people who 
have signed up for your free e-zine. However, these folks are often freebie seekers, and may 
not be qualified prospects. Therefore, results vary. Some e-zine lists are pure gold. Others 
generate less sterling results.

3.      Rented opt-in e-lists. You can rent e-lists for e-mail marketing campaigns at costs 
ranging from $100 to $300 per thousand. As with traditional direct mail, test lists in small 
quantities before rolling out to any.
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Another option is to run classified ads in other people’s e-zines with a link to your landing 
page or micro site. This lets you get your message to people at a far lower cost per thousand 
than solo e-mails. However, the circulations of many e-zines are unqualified and unaudited; 
therefore the quality of the audience you reach can be questionable. Again, you have to test.

The bottom line: E-mail marketing can work without having e-mails competing with War 
and Peace in word count. By strategically splitting your copy between the front-end e-mail 
and back-end response page, you can get your message across without having time-pressured 
Web surfers fleeing in terror.

House Files

Customers E-zine Recipients

E-zine Ads

Landing Page
or

Micro-Site
Rented Opt-In E-lists

•Short E-mail
•Landing Page

•Long E-mail
•Landing Page

•Short E-mail
•Micro-Site

•Long E-mail
•Micro-Site

Figure 2
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A Formula for Creating Successful E-zines
Extracts from a Power Point Presentation by Robert W. Bly

Writing a Text E-zine: 

5 – 7 stories

1 – 3 paragraphs each

Maximum reading time 

< 1 minute per story

< 5 minutes per issue

No click links to stories

8 More Tips for Writing an E-zine People Might Actually 
Open and Read: 

Write for surfers and scanners

Provide information quickly and easily

Think both verbally and visually

Cut copy in half

Use lots of lists and bullets

Write in chunks

Use hyperlinks

Give readers a chance to talk back (feedback)

•

•

•

•

•

•

•

•

•

•

•

•

•

•
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Topics for E-zine Stories: 
1.  Product stories: New products; improvements to existing products; new models; new accessories; new  
 options; and new applications.
2.  News:  Joint ventures; mergers and acquisitions; new divisions formed; new departments; other company  
 news and analyses of events and trends.
3.  Tips: Tips on product selection, installation, maintenance, repair, and troubleshooting.
4.  How-To articles: Similar to tips, but with more detailed instructions. Examples: How to use the product;  
 how to design a system; how to select the right type or model.
5.  Previews and reports: Write-ups of special events such as trade shows, conferences, sales meetings,  
 seminars, presentations, and press conferences.
6.  Case histories: Either in-depth or brief, reporting product application successes, etc.
7. People: Company promotions, new hires, transfers, awards, anniversaries, employee profiles, customer  
 profiles, human interest stories (unusual jobs, hobbies, etc.).
8.  Milestones: e.g., “1,000th unit shipped,” “Sales reach $1 million mark,” “Division celebrates 10th  
 anniversary,” etc,
9.  Sales news: New customers; bids accepted; contracts renewed; satisfied customer reports.
10. Research and development: New products and new technologies; new patents; technology awards;  
 inventions; innovations; and breakthroughs.
11. Publications: New brochures available; new ad campaigns; technical papers presented; reprints available;  
 new or updated manuals; announcements of other recently published literature.
12. Explanatory articles: How a product works; industry overviews; background information on  
 applications and technologies.
13. Customer stories: Interviews with customers; photos; customer news and profiles; guest articles by 
 customers about their industries; applications; positive experiences with the vendor’s product.
14. Financial news: Quarterly and annual report highlights; presentations to financial analysts; earnings 
 and dividend news.
15. Photos with captions: People; facilities; products; events.
16. Columns: President’s letter; letters to the editor; guest columns; regular features such as “Q&A” or 
 “Tech Talk.”
17. Excerpts, reprints, or condensed versions of: Press releases; executive speeches; journal articles; 
 technical papers; company seminars; etc.
18. Quality control stories: Quality circles; employee suggestion programs; new quality assurance methods;  
 success rates; case histories.
19. Productivity stories: New programs; methods and systems to cut waste and boost efficiency.
20. Manufacturing stories: New techniques; equipment; raw materials; production line successes; 
 detailed explanations of manufacturing processes; etc.
21. Community affairs: Fund raisers; special events; support for the arts; scholarship programs; social  
 responsibility programs; environmental programs; employee and corporate participation in  
 local/regional/national events.
22.  Data processing stories: New computer hardware and software systems; improved data processing and its 
 benefit to customers; new data processing applications; explanation of how systems serve customers.
23. Overseas activities: Reports on the company’s international activities; profiles of facilities;  
 people, markets, etc.
24.  Service: Background on company service facilities; case histories of outstanding service activities; 
 new services for customers; new hotlines; etc.
25.  History: Articles of company, industry, product, community history.
26.  Human resources: Company benefit program; announcement of new benefits and training – how they 
 improve service to customers; explanations of company policies.
27. Interviews: With company key employees, engineers, service personnel, etc.; with customers; with  
 suppliers (to illustrate the quality of materials going into your company’s products).
28.  Forums: Top managers answer customer complaints and concerns; service managers discuss customer 
 needs; customers share their favorite experiences with company products and services.
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29. Gimmicks: Contests; quizzes; puzzles; games; cartoons.
30.  Quotations.
31. Book Reviews.
32. Links to relevant URL’s.
33.  Free Downloads.

 
Designing a Text E-zine:  

Set left margin at 20

Set right margin at 80

60-character column width

Hard carriage return after every line

Dashed lines separate items

Titles in all caps, centered, or asterisks

Save as a text file

 
14 Things I Like to Put in My E-zine

1. How-to Tips 

•

•

•

•

•

•

•
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2. Dialogue With the Reader Soliciting Feedback and Participation

3. Tips from Friends and Colleagues 
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4. Plugs for Friends’ and Clients’ books, E-books, reports, products and services

 
5. Reader Feedback and Contributions 
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6. Upcoming Speaking Engagements, Seminars, and Tele-conferences

7. What I’ve Done Lately 
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8. Recommended Vendors 

 
9. Useful and Relevant Web Sites 
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10. Mini Book Reviews 
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11. News Nuggets of Interest 

 
12. News about my New Books 

 
13. Plugs for my Own Information Products 
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14. Quotations 

Designing a Text E-zine
Set left margin at 20

Set right margin at 80

60-character column width

Hard carriage return after every line

Dashed lines separate items

Titles in all caps, centered, or asterisks

Save as a text file  

The E-zine Header
The “From” line should be from a familiar source

The “Subject” line should arouse curiosity or generate interest

The Name of the Publication, and the Date of Publication

Unsubscribe/Opt-out Copy

Content 

•

•

•

•

•

•

•

•

•

•

•

•
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The E-zine Close
A soft sell pitch generates leads and business

Masthead with contact information 

•

•
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E-mail Marketing Message #1
 Statistics: 

 30 orders = $2910.00

 Clicks: 623

 4.8% conversion

Original Message:  
From: Bob Bly

Subject: Is there a book inside you?

Dear NAME,

Do you want to write a nonfiction book and get it published?

Then don’t write the book. 

At least not yet.

Publishers don’t want to read an unsolicited book manuscript from an unknown author.

If you send it, they’ll either mail it back unread … or toss your book in the trash.

What you need to do is write a “book proposal.”

A book proposal is a 10 to 20-page sales document describing the book you want to write.

It covers such items as the audience for the book … the hook or “angle” (what makes your 
book different) … the size of the market … competing titles … and your qualifications to 
author such a book, among other things.

Book proposals must follow a very specific format. And you won’t sell your book if you leave 
out critical elements.

5 Sample E-mail Marketing Messages



SecretS of SucceSSful e-mail marketing��

Section �

To find out how to write and submit a book proposal that will make publishers say “yes” and 
offer you a contract, click below now:  
http://www.gettingyourbookpublished.com/

Sincerely, 
Bob Bly

E-mail Marketing Message #2
 Statistics: 

 1567 Clicks

 47 orders = $1879.53

 3% conversion 

Original Message:  
From: Bob Bly

Subject: Build your e-list with “viral marketing”

Dear Direct Response Letter Subscriber,

Word-of-mouth advertising … known as “viral marketing” on the Internet … can help you 
quickly and easily add thousands of new names to your opt-in e-list.

You see, viral marketing is cheap, easy, and extremely powerful.

Most viral marketing does take a little creativity and effort.

But there’s one “plain jane” viral marketing technique that takes no work or creativity at all.

Just add this really simple word.

Yes – and by using viral marketing, I’ve added over a thousand new names to my  
e-list so far this year … at virtually no cost.

For your f-r-e-e viral marketing tip of the week, click on the link below now.

And please note: you don’t have to buy anything to get my f-r-e-e viral marketing tip. 

Just click here now: 
www.viralmarketingprofits.com

Sincerely, 
Bob Bly

 

http://www.gettingyourbookpublished.com/
http://www.viralmarketingprofits.com
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P.S. The viral marketing technique revealed on the site below works 81% of the time: 
www.viralmarketingprofits.com 
 
 E-mail Marketing Message #3

 Statistics:

 Conversion rate for e-blast: 6.9%

 87 Orders = $3393.00

 Clicks: 1270

Original Message: 
From: Bob Bly

Subject:  3 “lost secrets” of a winning USP

Dear Direct Response Letter Subscriber,

Everybody talks about the importance of creating a Unique Selling Proposition – or USP 
– for your product.

But can you name the 3 key components needed to write a winning USP?

Most people can’t.

That’s because Rosser Reeves introduced the concept of the USP … and defined its 3 essential 
parts … in his 1960 book “Reality in Advertising.”

Today, the book is out of print – and almost impossible to get.

To retrieve Reeves’ “lost” definition of the USP, I bought a used first edition of “Reality in 
Advertising” online.

I could only find a single copy available, for which I paid $98.

And that doesn’t include all the time I spent online searching for the book, reading it, and 
studying its message.

So this “secret” is worth at least $98 to you -- and probably much more than that.

After studying Rosser’s book, I wrote a clear, concise summary of his original 3-step 
definition of the Unique Selling Proposition.

With it, you can quickly and easily create a potent USP – one that can effectively bury your 
competition – for good.

http://www.viralmarketingprofits.com
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Now, you don’t have to search the Internet and used bookstores for a $100 copy of “Reality 
in Advertising,” like I did.

Instead, you can download, right from your PC, my best-selling copywriting e-book,  
co-authored with David Schaible, “The World’s Best-Kept Copywriting Secrets.”

You’ll find all 3 “lost” secrets of Rosser Reeves’ USP on page 3.

In addition to revealing the secrets of Rosser Reeves’ USP, “The World’s Best-Kept 
Copywriting Secrets” brings you the most powerful copywriting secrets of some of the 
world’s top copywriters:

Clayton Makepeace … Gary Bencivenga … David Deutsch … Herschell Gordon Lewis … 
Michael Masterson … George Duncan … Dan Kennedy … Joe Vitale … Robert Ringer … 
Richard Armstrong … Yanik Silver … and dozens more.

Each has contributed one of his precious secrets to help you double, triple, even quadruple 
the response to the next promotion you write. 

And the cost? 

Less than a dollar per copywriting secret!

A bargain-basement price for tested copywriting techniques – and maverick marketing 
innovations – that have produced countless millions of dollars in sales!

If you know business, you know that’s a good deal.

So what are you waiting for?

To immediately download “The World’s Best-Kept Copywriting Secrets” on a no-risk 90-
day trial basis, just click below now:

http://www.bestkeptcopywritingsecrets.com/

Sincerely, 
Bob Bly, Copywriter

P.S. I personally guarantee the copywriting secrets revealed in “The World’s Best-Kept 
Copywriting  Secrets” will be worth literally thousands of dollars to you – in increased 
response for your promotions … higher fees … more copywriting assignments … and greater 
product sales.

If you do not agree … or are not 100% satisfied for any reason (or for no reason at all) … 

Just let me know within 90 days for a full and prompt refund. And you can keep the e-book 
free with my compliments. 

http://www.bestkeptcopywritingsecrets.com/
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That way, you risk nothing. You can’t lose!

To get started, click below now:

http://www.bestkeptcopywritingsecrets.com/

E-mail Marketing Message #4
 Statistics: 

 102 Orders = $2958.00

 Clicks: 1001

 Conversion: 10%

Original Message: 

Subject: The 22 habits of financially successful writers

Dear Direct Response Letter Subscriber:

A recent survey revealed that writers who earn more than $60,000 a year consistently do 22 
things that writers who earn less money don’t.

To get your hands on this list of 22 habits of highly profitable writers … and master dozens 
of additional strategies for earning six-figures as a freelance writer … click below now:

http://www.freelancewritingprofits.com/

Sincerely, 
Bob Bly 

E-mail Marketing Message #5
 Statistics:

 Clicks: 1756

 29 Orders = $2813.00

 Conversion: 1.7%

Original Message:  
From: Bob Bly

Subject: Make more money in one hour than most people earn in a week

http://www.bestkeptcopywritingsecrets.com/
http://www.freelancewritingprofits.com/
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Subject: Make $9,000 an hour – without leaving home

Subject: Talk and grow rich

Dear Direct Response Letter Subscriber,

There are 7 different ways you can earn $1,000 a day … or more … by talking about subjects 
that interest you.

In “talk for money” opportunity #4, I have literally made as much as $9,000 in just 60 
minutes – without leaving my desk!

To find out what I did … and how you can do it, too … click here now:

www.talkformoney.com

Sincerely, 
Bob Bly

P.S. No previous speaking experience required. 

To discover the 7 most lucrative opportunities to “talk for money” … and break into any – or 
all – of them this year … just click here now:  www.talkformoney.com

 
E-mail Postcard Sample 

http://www.talkformoney.com
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ResouRces

E-mail Certification and Monitoring Services
Goodmail Systems 
http://www.goodmailsystems.com/certifiedmail/

Habeas  
http://www.habeas.com/

E-mail Data Source 
http://www.emaildatasource.com/

Delivery Watch 
http://www.deliverywatch.com/ 

DNS, SPF and E-mail Checker Tools 
OpenRBL DNS Lookup 
http://openrbl.org/

DNS Report 
http://www.dnsreport.com/

DNS Stuff 
http://www.dnsstuff.com/

Sender ID Framework SPF Record Wizard 
http://www.microsoft.com/mscorp/safety/content/technologies/senderid/wizard/

SPF Tester 
http://www.dnsstuff.com/pages/spf.htm

SPF Wizard 
http://www.openspf.org/

http://www.goodmailsystems.com/certifiedmail/
http://www.habeas.com/
http://www.emaildatasource.com/
http://www.deliverywatch.com/
http://openrbl.org/
http://www.dnsreport.com/
http://www.dnsstuff.com/
http://www.microsoft.com/mscorp/safety/content/technologies/senderid/wizard/
http://www.dnsstuff.com/pages/spf.htm
http://www.openspf.org/
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TrimMail’s E-mail Battles Tool Kit 
http://www.trimmail.com/news/tools/#Open%20Relay%20Test

Blacklist Checker 
http://www.moensted.dk/spam/

CleanMyMailbox Whitelist Instruction Builder 
http://www.cleanmymailbox.com/whitelist.html

Full-Service E-mail Marketing Agencies and Hosting 
Blue Tent Marketing 
http://www.bluetentmarketing.com/

Sparklist 
http://www.sparklist.com/

eROI 
http://www.eroi.com/

E-mail Labs 
http://www.emaillabs.com/

ExactTarget 
http://www.exacttarget.com/

Do-it-Yourself Marketing and Autoresponder Services
Vertical Response  
E-mail and Postcard Marketing| 
http://www.verticalresponse.com/

AWeber 
http://www.aweber.com/

Constant Contact  
http://www.constantcontact.com/

Results Mail 
http://www.resultsmail.com

Benchmark E-mail  
http://www.benchmarkemail.com/

http://www.trimmail.com/news/tools/#Open Relay Test
http://www.moensted.dk/spam/
http://www.cleanmymailbox.com/whitelist.html
http://www.bluetentmarketing.com/
http://www.sparklist.com/
http://www.eroi.com/
http://www.emaillabs.com/
http://www.exacttarget.com/
http://www.verticalresponse.com/
http://www.aweber.com/
http://www.constantcontact.com/
http://www.resultsmail.com
http://www.benchmarkemail.com/
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Subscriber Mail 
http://www.subscribermail.com/

HTML E-mail Marketing 
http://www.html-email-marketing.com/

MailWorkz 
E-mail Marketing Solutions 
http://www.mailworkz.com/

E-Mail Change of Address Services
Fresh Address 
www.freshaddress.com

ChangeAddress 
www.changeaddress.com

Experian 
www.experian.com

Resources to Monitor Spam Complaints and Complete Spam Checks
AOL Feedback Loop 
http://postmaster.info.aol.com/fbl/index.html

SpamCop 
http://www.spamcop.net/fom-serve/cache/94.html

Abuse.net 
http://www.abuse.net/addnew.html

SpamBayes 
http://spambayes.sourceforge.net/

SpamCheck Tool 
http://spamcheck.sitesell.com/sefm.html

Spamex 
http://www.spamex.com/

 
 

http://www.subscribermail.com/
http://www.html-email-marketing.com/
http://www.mailworkz.com/
http://www.freshaddress.com
http://www.changeaddress.com
http://www.experian.com
http://postmaster.info.aol.com/fbl/index.html
http://www.spamcop.net/fom-serve/cache/94.html
http://www.abuse.net/addnew.html
http://spambayes.sourceforge.net/
http://spamcheck.sitesell.com/sefm.html
http://www.spamex.com/
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Reputation Management 
ESPC E-mail Sender Reputation Position Statement 
http://www.espcoalition.org/erps.php

Return Path 
http://www.returnpath.biz/delivery/senderscore/

Sender Score 
http://www.senderscore.com/

Lash Back 
http://www.lashback.com/

Reports and Papers to Keep You Up-to-Date
Silverpop’s Deliverability White Papers 
http://www.silverpop.com/practices/whitepapers.html

 Messaging News 
http://www.messagingnews.com/jeff/2006/04/24/ironports-study-on-authentication/

Delivery Watch 
http://www.deliverywatch.com/ 

SpamNEWS 
http://www.petemoss.com/spam/index.html

Spam Laws 
http://www.spamlaws.com/

Yahoo! DomainKeys (DKIM) Primer 
http://antispam.yahoo.com/domainkeys

eROI Report on Day-of-the-Week Open Rates 
http://eroi.com/resources/eROI_email_numbers_Q3_05.pdf

Co-Registration Services 
Co-Reg Complete 
http://www.coregcomplete.com/index.php

 
 

http://www.espcoalition.org/erps.php
http://www.returnpath.biz/delivery/senderscore/
http://www.senderscore.com/
http://www.lashback.com/
http://www.silverpop.com/practices/whitepapers.html
http://www.messagingnews.com/jeff/2006/04/24/ironports-study-on-authentication/
http://www.deliverywatch.com/
http://www.petemoss.com/spam/index.html
http://www.spamlaws.com/
http://antispam.yahoo.com/domainkeys
http://eroi.com/resources/eROI_email_numbers_Q3_05.pdf
http://www.coregcomplete.com/index.php
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Max Online 
http://www.maxonline.com

List Builder
http://www.list-builder.com 

World Wide Lists
http://worldwidelists.com 

E-zine Central  
http://ezinecentral.com 

My Free 
http://www.myfree.com 

http://www.maxonline.com
http://www.list-builder.com 
http://worldwidelists.com 
http://ezinecentral.com 
http://www.myfree.com
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DomainKeys
DomainKeys is a method of E-mail authentication. Unlike some other methods, it offers 
almost end-to-end integrity from a signing to a verifying Mail Transfer Agent (MTA). In 
most cases the signing MTA acts on behalf of the sender, and the verifying MTA on behalf 
of the receiver.

DomainKeys is independent of Simple Mail Transfer Protocol (SMTP) routing aspects in 
that it operates on the RFC 2822 message – i.e., the transported mail data, header and body 
– not the SMTP envelope defined in RFC 2821.

Note that DomainKeys does not prevent abusive behavior; rather, it allows abuse to be 
tracked and detected more easily. This ability to prevent some forgery also has benefits for 
recipients of E-mails as well as senders, and “DomainKey awareness” is programmed into 
some e-mail software.

Since 2004, Yahoo! has signed all of its outgoing E-mail with DomainKeys and is verifying 
all incoming mail. As of 2005, Yahoo! reports that the number of DomainKeys-verified  
E-mail they receive exceeds 300 million messages per day.

Google also uses DomainKeys to sign E-mails sent from users of its Gmail service, 
actually going live with it about a month before Yahoo! did. The ISP EarthLink also uses 
DomainKeys.

DomainKeys adds a header named “DomainKey-Signature” that contains a digital 
signature of the contents of the mail message. The default parameters for the authentication 
mechanism are to use SHA-1 as the cryptographic hash and RSA as the public key 
encryption scheme, and encode the encrypted hash using Base64.

The receiving SMTP server then uses the name of the domain from which the mail 
originated, the string _domainkey, and a selector from the header to perform a DNS lookup. 
The returned data includes that domain’s public key. The receiver can then decrypt the hash 
value in the header field and at the same time recalculate the hash value for the mail body 
that was received, from the point immediately following the “DomainKey-Signature:” 
header. If the two values match, this cryptographically proves that the mail did in fact 
originate at the purported domain, and has not been tampered with in transit.

Glossary
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E-mail Authentication
Ensuring a valid identity on an e-mail has become a vital first step in stopping spam, forgery, 
fraud, and even more serious crimes. An essential second step will be ensuring the entity 
has a good reputation. Unfortunately, the Simple Mail Transfer Protocol (SMTP) that 
handles most e-mail today was designed in an era when users of the Internet were mostly 
honest techies who expected others to be equally honest. This article will explain how e-mail 
identities are forged and the steps that are being taken now to prevent it.

E-mail Client
An application that runs on a personal computer or workstation and enables you to send, 
receive and organize e-mail. It’s called a client because e-mail systems are based on a client-
server architecture. Mail is sent from many clients to a central server, which re-routes the 
mail to its intended destination.

False Positive
Simply put, a “False Positive” is a legitimate e-mail message incorrectly tagged by spam 
filtering software as spam.  False Positives can occur when the spam filtering criteria is too 
stringent or spammers develop new methods to circumvent the spam filters.  

IMAP
Short for Internet Message Access Protocol, a protocol for retrieving e-mail messages. The 
latest version, IMAP4, is similar to POP3 but supports some additional features. For 
example, with IMAP4, you can search through your e-mail messages for keywords while the 
messages are still on mail server. You can then choose which messages to download to your 
machine. IMAP was developed at Stanford University in 1986. 

Phishing
In computing, phishing is a criminal activity using social engineering techniques. 
Phishers attempt to fraudulently acquire sensitive information, such as passwords and 
credit card details, by masquerading as a trustworthy person or business in an electronic 
communication. Phishing is typically carried out using e-mail or an instant message, 
although phone contact has been used as well. Attempts to deal with the growing number of 
reported phishing incidents include legislation, user training, and technical measures.

The act of sending an e-mail to a user falsely claiming to be an established legitimate 
enterprise, in an attempt to scam the user into surrendering private information that will 
be used for identity theft. The e-mail directs the user to visit a Web site where they are 
asked to update personal information, such as passwords and credit card, social security, 
and bank account numbers, that the legitimate organization already has. The Web site, 
however, is bogus and set up only to steal the user’s information. For example, 2003 saw 
the proliferation of a phishing scam in which users received e-mails supposedly from eBay 
claiming that the user’s account was about to be suspended unless he clicked on the provided 
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link and updated the credit card information that the genuine eBay already had. Because it 
is relatively simple to make a Web site look like a legitimate organizations site by mimicking 
the HTML code, the scam counted on people being tricked into thinking they were actually 
being contacted by eBay and were subsequently going to eBay’s site to update their account 
information. By spamming large groups of people, the “phisher” counted on the e-mail being 
read by a percentage of people who actually had listed credit card numbers with  
eBay legitimately. 

Phishing, also referred to as brand spoofing or carding, is a variation on “fishing,” the idea 
being that bait is thrown out with the hopes that while most will ignore the bait, some will 
be tempted into biting. 

POP
Short for Post Office Protocol, a protocol used to retrieve e-mail from a mail server. Most 
e-mail applications (sometimes called an e-mail client) use the POP protocol, although some 
can use the newer IMAP (Internet Message Access Protocol). 

There are two versions of POP. The first, called POP2, became a standard in the mid-80’s 
and requires SMTP to send messages. The newer version, POP3, can be used with or 
without SMTP. 

Protocol
An agreed-upon format for transmitting data between two devices. The protocol determines 
the following: 

The type of error checking to be used 

Data compression method, if any 

How the sending device will indicate that it has finished sending  
 a message 

How the receiving device will indicate that it has received a message 

There are a variety of standard protocols from which programmers can choose. Each 
has particular advantages and disadvantages; for example, some are simpler than 
others, some are more reliable, and some are faster. 

From a user’s point of view, the only interesting aspect about protocols is that your 
computer or device must support the right ones if you want to communicate with 
other computers. The protocol can be implemented either in hardware or in software. 

Reverse DNS (rDNS) 
A method of resolving an IP address into a domain name, just as the domain name system 
(DNS) resolves domain names into associated IP addresses. One of the applications of 

•
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•
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reverse DNS is as a spam filter. Here’s how it works: Typically, a spammer uses an invalid IP 
address, one that doesn’t match the domain name. A reverse DNS lookup program inputs IP 
addresses of incoming messages to a DNS database. If no valid name is found to match the 
IP address, the server blocks that message. 

Although reverse DNS is fairly effective for filtering spam, it also sometimes blocks valid 
e-mail, at least in the current technological environment. A number of problems, including 
network delays and improperly configured networks or servers, can prevent legitimate 
messages from getting through the filter. 

Script 
A script is a list of commands that can be executed without user interaction. These 
commands are instructions to a computer or device to perform a specific task. Commands 
come in different forms. They can be: 

Special words (keywords) that a program understands

Function keys (F1 to F12 on your PC keyboard, or F15 on Macs)

Choices in a menu 

Buttons or other graphical objects on your screen 

SenderID
The Sender ID Framework is an e-mail authentication technology protocol that helps 
address the problem of spoofing and phishing by verifying the domain name from which  
e-mail is sent. Sender ID validates the origin of e-mail by verifying the IP address of the 
sender against the purported owner of the sending domain.

SMTP
Short for Simple Mail Transfer Protocol, a protocol for sending e-mail messages between 
servers. Most e-mail systems that send mail over the Internet use SMTP to send messages 
from one server to another; the messages can then be retrieved with an e-mail client using 
either POP or IMAP. In addition, SMTP is generally used to send messages from a mail 
client to a mail server. This is why you need to specify both the POP or IMAP server and the 
SMTP server when you configure your e-mail application.

Spam
Spamming is the abuse of electronic messaging systems to send unsolicited, undesired 
bulk messages. While the most widely recognized form of spam is e-mail spam, the term is 
applied to similar abuses in other media: instant messaging spam, Usenet newsgroup spam, 
Web search engine spam, spam in blogs, and mobile phone messaging spam.

•
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•
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Spamming is economically viable because advertisers have no operating costs beyond the 
management of their mailing lists, and it is difficult to hold senders accountable for their 
mass mailings. Because the barrier to entry is so low, spammers are numerous, and the 
volume of unsolicited mail has become very high. The costs, such as lost productivity and 
fraud, are borne by the public and by Internet service providers, which add extra capacity to 
cope with the deluge. Spamming is widely reviled, and has been the subject of legislation in 
many jurisdictions.

SPF
Sender Policy Framework (SPF) is an open standard specifying a technical method to prevent 
sender address forgery. More precisely, the current version of SPF protects the envelope 
sender address, which is used for the delivery of messages. See the box on the right for a quick 
explanation of the different types of sender addresses in e-mails.
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4 http://www.marketingvox.com/archives/2005/07/27/best_day_for_emailing_is_a_
moving_target/index.php
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