MPDM Notes

Day 2

Advanced Email Marketing Analysis

Mysteries Revealed:

What inspires subscribers to respond

Stephanie Miller – Return Path

Sarah Welcome – IDG

Shane Johnston – Brooks/Bell Interactive

Testing is better than guessing – uh, yep!

Only about 25% of direct marketers test (Forrester)

Getting started

Set Goals – be clear on what is measurable

Define success, align test/metrics.

Know the audience, develop likely hypothesis, create viable tests

Identify the winner, communicate the right metrics.

Lather, rinse repeat.

Trend the Findings

Always consider new ways to segment and target.

Results can change over time, retest your hypothesis. Things change, ex of am/pm deliverability change from 08 to 09, switched from pm better to am better.

To have an effective test you need to split your traffic. Need to do this at the same time.

Depending on the test you most likely don’t want to test on the whole list. Minimum of 10%, up to 20-25%, just in case there’s a negative impact.

Start with and then test a hypothesis, like:

Alternate email versions – short copy, free, simple/long copy, official, educational/medium copy, lifestyle with hero shot. Then 19% increase in response, brought up more personalization and people clicked on link in the body copy.

Subject lines are much maligned. Need to be closely aligned w/content.

Offer segmentation, Sierra trading post segments by men/women 10% lift for women and 8% lift for men.

AARP example, text blocks worked. Don’t zigzag eyepath. Keep more info above the fold. Keep images aligned with copy. Cross sells don’t block eye path either. First two tests failed, but kept testing and started to increase results. They spend over $2million in SEM and newsletter delivers more traffic to their site for quite a bit less spend.

Takeaways:

Judging too soon

Guessing (marketers are not good at guessing response)

Reach/traffic

Ill-structured hypothesis

Meaningful segments (not just convenient)

View each test in a vacuum (do trend over time)

Building and Nurturing your Online Community

Beth Harte

Rachel Happe

Gretchen Harding

Mildred Center

Communities are smaller entities that fit between networks and groups.

Connect/support/recognize.

Community is a place to engage w/brand but also w/each other. It’s a platform to engage.

For a community manager it’s not just about members, it’s also about speakers/sponsors, as it’s all part of the bigger community.

Does a community have to have a ‘reward’ system like points? What is in it for me is what the consumer asks.

Intuit’s community evolved and created new areas as they grew. New convos about more general topics and not just about their products. Giving ways to let contributors know that their time is valued.

People check out a community for the content but stay due to the relationships they form there.

Communities have an ebb and flow and their own rhythm, so don’t worry about short term goals, but much more big picture and year over year.

Another important component of online communities (for brands) is do they meet offline? 

Customers are not going to fit into your internal splits in how you build out a community. 

Most of a community manager’s time is spent back channeling. Perhaps 75%, also lots of advocacy work that needs to be done to bring in a broad perspective of views.

In the biz world, one of the best ways to activate people in a community is to give them a platform – give them some recognition/value in that way.

Need to inject some personality in a biz based community. This is when it comes down to the personality of the people involved. (20 takeaway tips on how to spice up community on the MP site)

Create an MVP type group to keep your core energized. Intuit overemphasizes to their identified key influencers. It’s a matter of manpower over dollars.

At Baby Center they had volunteers spending 15-20 hrs/wk moderating…for nothing! What is the currency that matters for your key influencers?

Some communities gate off people and only display their comments to them – noone else sees their comments but them – interesting…

Make your community precious, where you can’t find that info anywhere else.

BJ Fogg on Psychology of Pursuation

Facebook example of being triggered w/o realizing it – getting the notifications from FB.

FB is winning due to putting ‘hot triggers’ in the path of their users. FB has become such a ritual for many.

	Cold Trigger
	Hot Trigger

	Delayed Action
	Immediate Action

	Exhibit Ad
	Giving away a paper


It’s all psychology that hasn’t changed in years…

How to computerize persuasion.

Captology – overlapping between persuasion and computers.

Captology.tv

Stanford student projects on FB reached 24 million users (for free)!

FB is the #1 persuasive technology of all time.

Think clearly about behavior change.

We are predictable. Core motivators

Pleasure/Pain

Hope/Fear

Social Acceptance/Social Rejection

Use the lightest touch that works (eBay’s feedback system)

Ability

People must be able to DO what you are asking

Increase ability by simplifying, not by training! (dog and ball ex)

Twitter has succeeded in large part because it is so simple

6 elements

Time

Money

Physical effort

Brain cycles

Social deviance

Non-routine

Motivation, ability and trigger must all be present at the same time.

The Facebook newsfeed is in the path of users, that’s where the hot trigger is.

Yesterday’s platform enable new rituals and today’s platforms enable new rituals. The winning rituals become the platforms of tomorrow.

Everything that is big started small…

Google was just a simple search box

Yahoo was just a list of links

Facebook was just a directory created for friends.

Think small, fast, lightweight and aim for measurable success. Startups work well for this because this is part of what they are.

Many “crummy trials” beats “deep thinking”

You won’t get it right the first time. That’s ok.

The web is a platform for persuasion (triggers and rituals).

(Peace.dot) launching 10/27…???

Business Blogging:

Tips and case studies

Mike Volpe @mvolpe

Charlie King @CharlieKingGolf

Ilya Mirman @IlyaMirman

Inbound marketing give a lot of leverage to smaller co’s.

Target blog content to your personas.

SEO and Social help blog results – blog is #3 for referrals to main site conversions.

Look at all editorial each month for number of comments, views and referrals and then address content over time.

Track traffic, leads and sales.

