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Test your lists for better campaign targets
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The right testing programs can make or break your marketing
campaign efforts, particularly in a tight economy. Four list experts

tackle which tests work and how to make them work for you

.  Thomas Buckley
CEO, Redi-Mail Direct Marketing

‘ In a tight economy, it is more prudent than ever to make sure marketing efforts are
highly targeted — not only for the bottom line, but to increase response rates,

ultimately increasing top-line sales.

One of a company's most valuable assets is their customer and prospect database. It has been our
experience that the traditional 40/40/20 rule applies not only to postal mailing, but e-mail marketing as
well. With success of a campaign riding on 40% list; 40% offer; and 20% creative, there is an excellent

case to make sure all your marketing lists are as clean and accurate as possible.

E-mail marketing campaign list testing increases your customer knowledge, fine tunes lists and creates
highly targeted segments for tailored offers. There are several key, common-sense techniques for
successful e-mail list testing.

For example, pay attention to basic essential housekeeping with what you already have in your house
files. Remember the basics such as data cleansing, standardization, merge-purge, de-dupe, etc.

Once you've established regularity with an e-mail list, you will probably find a group of recipients who
have opted-in but have not opened or clicked through in several e-mail blasts. Segmenting and testing

this group of unresponsive recipients can yield important information on why they are not responding.

Split-creative testing is always a good idea. A split creative test is generally two or more messages
created with one specific variable and sent to random, equal portions of the larger list. However, as a
word of caution, we recommend that marketers resist the temptation to include so many variables that

results are not measurable or actionable.

Additionally, one cannot emphasize the value of tracking enough. While this seems obvious, it is
important to apply tracking codes, a unique campaign ID or specific landing pages to every link in your
e-mail, to identify and analyze trends within a list.

Implementing a program of continuous testing and measuring the results against definitive objectives will
help increase responses and make good lists great.

One more thing — all e-mail broadcasting and testing should comply with industry standards for

permission-based use only, such as CAN-SPAM.

THE TAKEAWAY
Tracking codes, unique IDs or specific landing pages help identify e-mail list trends

Resources Events

Advertise About Us
RSS | Login | Register

Subscribe Jobs

Experian's Data Select Network™
20% off for a limited time
Click hare »

Most Popular

atlpmEST

Most Emailed Most Recent

Pharma dollars shifting to digital
ForRent.com uses social media for video contest
Custom publishing's evelution

Pharma CRM provider rebrands, expands to
Europe

Managing Your Contacts: The Business of Personal
Relationships

Goodmail debuts video in e-mail

Inbox Insider: Permission-based e-mail is the way
to go

MySpace introduces small business directory

Cooking.com selects StrongMail for assistance
with its e-mail marketing

Britney Spears, Candie’s and Kohl's team up for
campaign

Converting from cash: Howto
treat new Web buyers on your site

Click here to register today
Wed. April 8

Sponsaoned by.

CHASEDQ
Paymentech




