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Letter from the Editor

Hello readers, 

As part of MarketingSherpa Email Summit, our judging panel reviewed 106 entrants into MarketingSherpa Email 
Awards 2014, presented by ExactTarget. This Swipe File serves as a collection of Best in Show, winners and 
honorable mentions that distinguished themselves within that group. 

Coming out of North America and Europe, these campaigns feature marketers who reaped solid results from 
creative and customer-centric approaches to turning challenges into opportunities. 
 
Comprised of those below, the MECLABS judging panel has made email marketing a passion, and we set out to 
recognize kindred spirits for their proactive marketing efforts. 

• Pamela Markey, Senior Director of Marketing
• Brandon Stamschror, Senior Director of Services Operations 
• Daniel Burstein, Director of Editorial Content 
• Justin Bridegan, Former Senior Marketing Manager 
• Courtney Eckerle, Manager of Editorial Content

My fellow judges and I spend our days making sure the content we produce is compelling and interesting 
to marketers. MarketingSherpa produces nearly 100 case studies in a year, and in my role as the email beat 
reporter, I’ve interviewed marketers from Fortune 100 companies all the way to fledgling startups. No matter 
the source, successful campaigns always have a similar element – people behind them who crave progress.

Use this Swipe File as inspiration. Marketers too easily get bogged down in the day-to-day routine and 
continue putting ideas and projects on their “to-do” or “wouldn’t it be nice if … ” lists. We all love company-
wide transformational efforts (see our Best in Show winners) but the judges made a conscious effort to reward 
marketing teams taking ideas off those lists and putting them into action. 

The campaigns detailed in this Swipe File are inspirational, aspirational and hopefully influential. It is our hope 
they will provide insights into how creative thinking can create big changes, or how a marketing strategy can be 
transformed piece by piece.

Separated into the sales processes of either e-commerce or lead generation, the challenges, processes and the 
results of each campaign will be discussed within the four pillars of email marketing, as seen on the following page. 

Many of the winners were presenters at MarketingSherpa Email Summit 2014 in Las Vegas. All received a trophy 
recognizing their achievement, as well as an invitation to an awards dinner. Additionally, our two Best in Show 
winners received travel, Summit tickets and accommodation at the Aria Resort & Casino.  

Thank you to all who submitted an entry this year. We hope you can apply these insights to your own efforts, 
and we look forward to reviewing your results for MarketingSherpa Email Awards 2015. 

Courtney Eckerle 

Manager of Editorial Content 

MECLABS

@MarketingSherpa

P.S. Check out my wrap-up article for the top five takeaways from this event on page 132.

http://www.MarketingSherpa.com/EmailAwards
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Pillar Categories

BUILD &
CLEANSE

CONNECT &
INTEGRATE

CREATE &
DESIGN

DELIVER &
AUTOMATE

Efforts to build up email lists or strengthen the 
program overall through cleansing make up this 
pillar. List data and management, database hygiene, 
list testing and optimization are examples of the types 
of campaigns that fall within it.

The optimization of email integration tactics with 
social media, websites, mobile, offline and testing 
make up this pillar. 

This pillar will recognize message testing and 
optimization, and will delve into marketing efforts 
involving design creative, copywriting and messaging.  

This pillar will focus on marketers’ efforts with 
marketing automation and deliverability. The function 
and theories behind testing and optimization will also 
be discussed within this pillar.

Not only have we gathered the winners into these four categories, but marketers were asked to 
categorize their submission into e-commerce and lead generation for this Swipe File.
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Best in Show - E-commerce

Background

Connecting people to events and tickets for seven years, Eventful boasts 8.4 million registered 
entertainment consumers and 7 million unique monthly visitors. 

However, after Google made a change in its search results ranking algorithms, there was a significant, 
negative impact on Eventful’s online and mobile traffic. The company decided to turn a challenge into 
an asset with an email engagement campaign that could reverse the downtrend and drive more traffic 
to its online and mobile properties.

Along with a culture change to focus on personalization and consumer-centric behavior, the ultimate 
goals of this were to increase site traffic, improve engagement metrics and reduce unsubscribes. Also, 
Eventful strived to stimulate more commerce for commercial partners by providing a more relevant, 
personalized content experience for subscribers. 

Eventful took home the Best in Show trophy with this campaign by creatively and diligently transforming 
its email program to highlight relevance in subscriber communications. The Eventful team has 
continuously pursued greater personalization and added significant dimensions to their email program.

approach

Eventful created a recommendation engine to power personalized event selections and artist 
recommendations. It replaced previous technology that picked events and performers based on 
popularity, sponsorship, categorization and other blunt tools.

“It was good … but we always knew that we could do better. So, we really resolved to create a better 
customer experience that was driven by our own desire to be a better entertainment publisher,” said 
Paul Ramirez, Vice President of Operations, Eventful.

The initial iterations were tested and perfected across a new email publication and then ultimately 
integrated into the event selecting technology. The results allowed a redesign and re-launch of its 
flagship newsletters, email and mobile alert notifications, as well as Web and mobile detail pages. 

Best in Show - E-commerce
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Best in Show - E-commerce 

The Eventful recommendation engine captures user preference indicators across a broad spectrum 
of Eventful content and commercial products, driven by specific user actions – for instance, user 
“favorites” of artists. To increase the quality and volume of preference-related data for each user, 
Eventful created several user services designed to encourage and accelerate user activity, which would 
drive more preference indicators. 

The team has used similarities between the target user and other users with identical and similar 
preferences to recommend events and performers. These general mathematical techniques are known 
as “collaborative filtering” and “item-based recommendations.” 

Eventful is unique in that it implements these algorithms and combines them to produce 
recommendation results. All of the information collected is used to give insight into users’ preferences 
and needs, according to Ramirez. 

“What you tell us when you subscribe is only half of the story. You also tell us who you like based on 
what you click on Eventful.com and what you click on within an email,” he said. 

results 

Eventful’s efforts have resulted in more opportunities to distribute exact communication, better 
recommendations, more site traffic, lower unsubscribes and more revenue production.

• Email opens increased 44%
• Email clicks increased 52%
• Subscriber reactivation increased 300%
• Unsubscribe rate declined 25%
• Ticket purchases increased 66%
• Monthly site visits per person increased 12%

“When we really got serious about personalization, we started talking about it a few years ago and we 
really got busy a couple of years ago. Now it’s just … what we do,” Ramirez concluded.

team

Company
Ryan Blomberg, Eventful
Sam Choukri, Eventful
Marvin Humphrey, Eventful
Danny Markham, Eventful
Ian Miller, Eventful
Paul Ramirez, Eventful
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Best in Show - E-commerce

creative samples from eventful’s campaign:

Eventful’s force graph
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Best in Show - E-commerce 
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Best in Show - Lead Generation

Background

Businesses and governments in more than 165 countries around the globe rely on IHS for 
comprehensive content, expert independent analysis and flexible delivery methods for sources of 
information, insight and analytics. Its Jane’s Defense product line offers aerospace, defense, security 
intelligence and analysis tools – a well-respected, widely used, 100-year-old global brand in the 
military and defense industry. 

Jane’s Defense areas of IHS.com and Janes360.com receive hundreds of thousands of visitors on a 
monthly basis. However, very few of those people were reading the latest defense industry news. 
Along with that, IHS was doing batch-and-blast email marketing because the marketing team had 
almost no customer data beyond email addresses. 

A consequence of this was low conversion rates and a “lead limbo” that resulted in prospects going  
cold. What was needed was a sustainable program that would better profile and segment the  
legacy contacts in the database, as well as the nearly 1,000 new contacts entering the IHS database 
each month. 

IHS marketers secured the Best in Show win by making a drastic move beyond batch-and-blast 
email marketing practices to learn more about their customers and turn site visitors into sales 
opportunities. With this campaign, IHS made a commitment to deliver a powerful, relevant and 
timely series of email communications.

approach

Email marketing and marketing automation transitioned IHS from a monthly broad-based batch 
newsletter into a targeted lead generating engine allowing contacts to opt-in based on their 
interests and customize messaging based on their actions. The team was able to segment by 
modifying all of the forms associated with the business unit to contain a primary buyer’s persona 
field to capture additional information. 

Best in Show - Lead Generation



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 13

Best in Show - Lead Generation

The IHS team began by constructing an automated program to engage with both old and new contacts. 
A one-touch “welcome” email consisted of a “thank you” message and links to social media profiles. 
The contact was then routed through a four-touch month-long program that offered dynamic content 
based on six pre-determined buyer personas. A seventh generic content stream was developed for 
legacy contacts who had not yet been identified as a persona. 

The content offers on the last two touches of the persona-based email program are gated, allowing for 
additional segmentation data capture, including secondary buyer personas and areas of interest. 

After the contact completes the welcome and persona-based programs, they are routed to a monthly 
nurture program that delivers the most current available content.

results 

The results of this transformation show a tenfold improvement over the legacy process. Results also 
showed a significant lift in engagement by those new contacts entering the campaign as compared to 
legacy contacts.

• Touch 1 is performing 1,112% better than the same message to the control group of legacy contacts
• Touch 2 is performing 741% better than the same message to the control group of legacy contacts
• Touch 3 is performing 981% better than the same message to the control group of legacy contacts
• Touch 4 is performing 398% better than the same message to the control group of legacy contacts

This campaign awakened a comprehensive email testing methodology at IHS, and has spread far 
beyond the marketing department. When it comes to the sustainability of this effort, no one person or 
department could have made this a success, according to Jim Scanlon, Marketing Manager, Defense, IHS. 

“We needed product marketing to create the content. We needed somebody to pull all this stuff 
together. We needed copywriting support. We needed technical support. We needed to think through 
the strategy. There’s a lot of stuff going on and everybody has something to offer,” Scanlon said.

team

Company
Penny Carroll, IHS
Byron O’Dell, IHS
Jim Scanlon, IHS
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Best in Show - Lead Generation

creative samples from ihs’ campaign:
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Best in Show - Lead Generation
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E-commerce - Build & Cleanse

Background

CarDelMar, a German company, offers vacationers low-cost rental cars with all-inclusive packages 
through more than 60 international car rental suppliers. Through its website, both leisure travelers 
and business customers can browse online comparisons of CarDelMar’s rental partners’ offerings 
before making a rental decision. 

Twice a month, CarDelMar distributes a newsletter with pricing information and recent specials. It 
is available for sign-up to customers and prospects via its website, booking form and social media 
outlets. 

In this effort, CarDelMar marketers created a reactivation campaign targeting a group of “inactive” 
subscribers who had not opened, clicked or otherwise engaged with the newsletter in five months. 
The objective was to motivate those inactive subscribers to once more engage in CarDelMar’s email 
communication efforts, and be aware of its offers.

approach

Seasonality was a factor of choosing subscribers who had been inactive for five months as the 
segment for this campaign. Rental cars are not booked regularly, especially in leisure travel, so 
marketers didn’t want the time frame for inactivity to be unreasonable. 

CarDelMar marketers developed a multilevel campaign, with the intention of each of the seven emails 
building upon the previous email. They wanted attractive content to renew the interest of inactive 
subscribers, and decided to pair playful gamification content with an incentive. However, if the 
subscriber did not open the first email, they were sent two reminders before being flagged as inactive 
and removed from the list.

The game CarDelMar developed picked up on the company slogan “Compare Cheap Car Hire 
Worldwide” and was called “CarDelMar world-tour.” The game invited subscribers to choose one of 

E-commerce - Build & Cleanse Winner
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E-commerce - Build & Cleanse

three continents to travel to, and the subscriber was then shown a picture of a famous site and had to 
guess which city it was from. Answering correctly entered the subscriber in a sweepstakes for a free 
rental car for a week, and moved them up to the second level of the game. 

The following sends in the campaign included personalized subject lines featuring the chosen 
continent, and the game continued to show increasingly recognizable landmarks for the subscriber to 
guess correctly.

results 

The initial email had an open rate of 2.7%. The subsequent reminder mailing sent out to non-openers 
yielded an additional 2.5% with the first and 1.9% with the second reminder email. The final result 
was a reactivation rate of 7%. 

The additional emails containing the clues for the sweepstakes increased the open rate to 61.5%. 
Even the final email of the campaign, containing the confirmation of the correct answer, had an open 
rate of 51%. Again, considering that those recipients had shown no engagement with the newsletter 
for several months, this is an exceptional rate.

team

Company
Kristina Sievers, CarDelMar

Vendor
Andreas Endter, optivo
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E-commerce - Build & Cleanse

creative samples from cardelmar’s campaign:
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E-commerce - Build & Cleanse
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E-commerce - Build & Cleanse

Background

With a major customer base made up of students for its Creative Cloud, Adobe segments into “core” 
or “non-core” categories. The distinction between the two groups is drawn according to their major, 
with core students being design-related majors and non-core students being non-design majors. 
For the Creative Cloud student email test, the team used these distinctions to segment half of their 
prospects as core and the other half as non-core.

In the past, the Adobe marketers created messages targeted solely to the core group of students. 
However, evolving technology within the Creative Cloud allowed non-core students, without graphic 
design backgrounds, to utilize the product. Focusing only on the smaller core group was increasingly 
limiting to the Adobe student universe. 

Even though the marketers were reaching out to a different audience in the non-core students, it was 
decided to create a single message that would resonate with both core and non-core students. Since 
it is more difficult to reach the non-core students without an interest in graphic design, the rationale 
was that if a message appealed to them, it would still resonate with the team’s core audience.

approach

Previously, Adobe had only utilized its own lists, which have a limited reach to non-core students. For 
this campaign, the marketers wanted to expand the campaign by purchasing new lists. 

The objectives set out in the Creative Cloud campaign were:

1. Test the effectiveness between two different messaging approaches
2. Test the engagement of two groups within student target audience (core vs. non-core)
3. Test the effectiveness of three newly acquired external email lists

E-commerce - Build & Cleanse Honorable Mention
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E-commerce - Build & Cleanse

After examining a variety of previously existing messages targeted toward the core audience, the 
marketers developed a non-core focused framework to test against the control. They then developed 
a creative brief for each message that would influence the email and landing page creative. 

To test three different variables during one campaign, Adobe developed a comprehensive matrix 
outlining the following statistically valid tests: two messages, two different audiences and three 
different external lists. Using external lists, Adobe was able to segregate the two audiences 
and create an A/B messaging test among both audiences and across all three lists for a singular 
deployment.

results 

The results achieved by Adobe marketers were significant across all three test variables. Program 
performance was positive with high open rates and clickthrough rates, a low cumulative cost-per-click 
and strong interest from both core and non-core audiences.

Since external lists had been purchased, the marketers wanted to ensure the overall CPC was low, 
even though the external lists had not been tested before. The best list performed with a low CPC of 
$2.78, and a cumulative CPC of $8.07 across all lists.

The core message outperformed the non-core message with a 10% higher CTR, which to the Adobe 
team proved that the core message still resonated with both core and non-core audiences. The non-
core students responded even better than the core audience, generating an 18% higher open rate and 
4% higher CTR, proof that the larger non-core audience could be targeted with a core message. 

team

Company
Adrienne Jones, Adobe
Lisa Koen, Adobe
Anne Wadia, Adobe

Vendor
Gary Finn, ECI
Jeff Perlstein, ECI
Molly Robinson, ECI
Gail Tanaka, ECI
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E-commerce - Build & Cleanse

Email: Core
creative sample from adoBe’s campaign:
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E-commerce - Build & Cleanse

Background

While Black Friday isn’t normally viewed as an event for the automotive industry, there are 
opportunities for various industries to actively participate in it. The goal of this Porsche Inter Auto 
Romania campaign was to sell accessories for Volkswagen, SEAT, Škoda, Porsche and Audi through the 
exploitation of the well-known, sales-driven Black Friday deals.

The overall campaign was carried out in two steps, the goals of which were to create engagement and 
personalization with the products being focused on. 

approach

Seeing as though there were no expectations for Black Friday campaigns in the auto industry, 
additional advanced client communication was a necessity for the marketing team, so an initial teaser 
email was created.

The initial teaser email was sent two days prior to Black Friday and targeted clients who had already 
bought cars from Porsche Inter Auto. The message boasted deals up to 50% off hundreds of items, 
and created a sense of urgency by informing customers of the limited-time offer, only available on 
Friday, Nov. 23, from midnight to 11:59 p.m. It also asked customers to choose their favorite products 
from a list containing a wide range of auto-related products. From the responses, the marketers were 
able to obtain a lifestyle and preferences-targeted database of 5.6% of the client base. 

The main email communication was sent at midnight on Black Friday, beginning the 24-hour discount 
window. In order to make the mailing relevant to the customer’s preferences and create dynamic 
content, the above the fold area was personalized with the product category chosen by the  
customer in the teaser email. Customers who did not an express a preference were sent a general 
follow-up message. 

E-commerce - Build & Cleanse Honorable Mention
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E-commerce - Build & Cleanse

results 

The teaser email had an open rate of 26.36% and a CTR of 33.21%. This teaser helped the marketers 
create a database with declared preferences for 5.6% of the existing customers. It also identified 
customer interest in auto accessories including tuning, design and cleaning products. 

The personalized Black Friday email sent to customers who expressed their preferences had a 64.45% 
open rate – a 76.81% increase from the average 36.58% open rate. It also boasted a CTR of 63.49% – a 
241% increase from the average 18.61%. The email delivery to customers who did not express their 
preferences generated a smaller open rate of 14.75%. This campaign generated an approximate 2% 
conversion rate from the customers who clicked on the offers that were included in the email.

team

Company
Daniel Dulgheru, Porsche Inter Auto Romania

Vendor
Andrei Georgescu, White Image
Ana Maria Gherase, White Image
Alex Goaga, White Image
Aurora Ticaloiu, White Image
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E-commerce - Build & Cleanse

creative samples from porsche inter auto romania’s campaign:
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E-commerce - Connect & Integrate

Background

Since Calendars.com is a highly seasonal brand, developing relevant, interesting messages during 
the off-season presents a challenge when trying to stay in touch with customers year-round. The 
marketing team wanted to develop a way to connect with subscribers in a new voice because almost 
all messages prior to the creation of the newsletter were promotional in nature.  

To curate less promotional and more engaging content, the marketers reached into Calendars.com’s  
social media accounts to fuel a “Flip Day” monthly newsletter celebrating the under-utilized 
copyrighted phrase. The objective of the content was to engage subscribers during less active months 
while also driving them directly to Calendars.com’s blog and social media.

The Flip Day newsletter campaign was mailed to its active email subscriber list, comprised solely of 
opt-in subscribers and containing a mixture of both existing customers and prospects.

approach

Each month, Calendars.com selects a holiday or season-related theme for Flip Day’s content and 
releases the newsletter on the first day of the month. The theme is typically related to the current 
season or a special holiday during that given month. 

Integrated onto the Flip Day calendar grid are different pieces of content, such as links to social media 
or the Calendars.com blog. While not pushing subscribers to convert, the content helps to promote 
both email and social media, as well as reaffirming the brand as the foremost authority on calendars 
and dates. 

An opportunity presented by the newsletter has been the ability to cross-promote other product 
categories. Calendars.com sells games, puzzles and books, along with dog-related items on its sub-
domain, DogBreedStore.com. Flip Day has provided opportunities to feature images and items related 
to these products in a “non-salesy” manner.

E-commerce - Connect & Integrate Winner
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E-commerce - Connect & Integrate

results 

The metrics Calendars.com was able to achieve with the Flip Day campaign include open rates for 
several off-season months compared to same months last year:

• April 2013: Open rate increased by 46% versus the previous year
• May 2013: Open rate increased by 71% versus the previous year
• June 2013: Open rate increased by 44% versus the previous year

Since the Flip Day newsletter is content-focused and does not push subscribers to convert, the 
marketing team expected and prepared for lower conversion metrics to cite. Engagement and brand 
loyalty are the main objectives of this newsletter, not immediate conversion.

team

Company
Sarah Farrar, Calendars.com
Ashton Fasel, Calendars.com
Marcia Oakes, Calendars.com

Vendor
Kristen Fox, eBay Enterprise
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E-commerce - Connect & Integrate

creative samples from calendar.com’s campaign:
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E-commerce - Connect & Integrate
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E-commerce - Connect & Integrate

Background

A common problem for B2B vendors is the need to move excess or distressed inventory. The goal of 
Creative Co-Op, a home décor, jewelry and seasonal product supplier, was to move excess inventory 
to its retailer clientele. 

Previous efforts to engage independent retailers with closeout deals through email blasts had 
suffered poor results because the products listed in emails had been general, generic products that 
weren’t tailored to a specific retailer’s needs. 

While unloading this excess inventory, minimizing profit loss and protecting the brand were a 
necessity in this campaign, escaping the need to sell dramatically reduced-cost closeout products to 
discount retailers in order to move the product.

The solution was in targeting a selection of Creative Co-Op’s existing retailer customers that had 
previously purchased the product on closeout. The marketers were attempting to move excess 
inventory without damaging the brand or channel conflict. 

Creative Co-Op worked with a website development and email marketing partner to create a 
personalized approach to engage the independent retailer channel. Behavioral-based marketing 
automation tools helped Creative Co-Op to create a timely, relevant and profitable B2B closeout  
email campaign.

approach

To reach the appropriate target in their email campaign, the marketing team used relational tables 
to scan through retailers’ data and match past purchase history to products that Creative Co-Op had 
since listed as closeout. With this new aspect to their campaigns, Creative Co-Op marketers were able 
to reach retailers at the time they were most likely to restock. 

E-commerce - Connect & Integrate Winner
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E-commerce - Connect & Integrate

If the retailer purchased a product at least three months prior, and no longer than a year previously, 
an automated email would let them know that the product was being moved to closeout. Included in 
the email were product images, the original price and the newly discounted price. The objective of 
this was to remind the customer of their previous purchase, and to provide the closeout price as an 
incentive to purchase again. 

If the receiver of the email failed to click on any of the links, a second reminder email was sent 10 
days later if they still had not participated in the campaign.

results 

The Creative Co-Op closeout campaign is one of the company’s highest revenue-producing emails 
since launch. Specifically, in the first month of the campaign, it saw:

• 808% ROI in the first month of the campaign 
• 42% increase in order conversion rates from the closeout email over average email order 

conversion rates for Creative Co-Op
• 255% increase in closeout items sold online compared to the previous month

One of the most unexpected results of the campaign was that 84% of the items purchased from the 
campaign were non-closeout items. When customers came to visit the site, they would browse other 
areas and purchase full price items along with the closeout items.

team

Company
Eric Reynolds, Creative Co-Op
Lee Wang, Creative Co-Op

Vendor
Bill Haskitt, Whereoware
Caitlin Kelly, Whereoware
Brian Robertson, Whereoware
Syed Shah, Whereoware
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E-commerce - Connect & Integrate

creative samples from creative co-op’s campaign:
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E-commerce - Connect & Integrate

Background

Driving this campaign was Walgreens’ hope to experience further engagement within its Balance 
Rewards Loyalty Program with dynamic content while increasing store traffic and revenue on low-
traffic days. 

The emails in this campaign were sent to existing members of the program who were also email 
subscribers, and excluded inactive users who had not opened or clicked in the past year. 

The campaign was designed to drive further engagement among active members in the Balance 
Rewards Loyalty Program, and offered subscribers 5,000 points if they spent $30 or more in 
Walgreens or Duane Reade stores.

approach

Walgreens sent a series of two emails to members in August as an “email exclusive.” The first, sent on 
August 1, presented a three-day window of availability and offered subscribers 5,000 points if they 
spend $30 in-store. 

The second, sent on August 19, created further urgency offering only a two-day window of availability 
and included additional content containing point offers to drive more engagement.

In an attempt to create relevant content, Walgreens partnered with a vendor to create a countdown 
timer that would best display the urgency of the offer. The timer automatically refreshed when the 
subscriber opened the email and counted down the days, hours, minutes and seconds until the offer 
expired. 

The campaign also used geo-targeting technology to pinpoint a subscriber’s location in real time, so 
no matter where they opened the email and on what device, the content conveniently displayed the 
store location nearest to that subscriber. The convenient and relevant email technology incentivized 
the subscriber to redeem their offer on in-store purchases. 

E-commerce - Connect & Integrate Honorable Mention
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results

For this campaign, in-store purchases were the key measurement of success. During the days of the 
email campaign, Walgreens saw a lift in store traffic and revenue.

team

Company
Allison Barnhart, Walgreens
Dean Coronato, Walgreens
Josh Holden, Walgreens
John Perrone, Walgreens
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creative samples from Walgreens’ campaign:
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Background

For the new Peugeot 107 car, the marketers at Peugeot created a fully real-time and dynamic email 
marketing campaign. The challenge in producing this campaign was ensuring that a commercial 
email communication sent to a consumer would not be lost among other mail in that person’s inbox. 
Additionally, the marketing team realized the need for a personal, innovative, functional and service-
based message to keep the attention of the customer after the email is opened. 

In this campaign, Peugeot hoped to lower the threshold for requesting a test drive for its new 
Peugeot 107 car and develop an effective means of communicating with its target group.

approach

To achieve a cost-effective campaign that also increased measurability and reach, Peugeot adapted 
the content of an email after it was sent with the help of vendor software, allowing the marketers to 
make an email campaign dependent on set conditions. This enabled them to make use of real-time 
A/B tests and apply geo-location technology.

Three different subject lines were proportionately displayed in the set test volume of email 
addresses, with the most frequently opened version measured over a given period of time selected 
to be displayed to additional email addresses. The best responding email composition was also 
determined and dispatched automatically. In this campaign, 405 possible variants of composition 
were tested against each other, allowing the marketers to see which combination of subject line, 
style, image, colors, buttons and other response-influencing creative were best received by the 
consumer in the email test group. 

The results of these test groups were then applied to optimize the email, even though the email had 
already been sent. 

E-commerce - Connect & Integrate Honorable Mention
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Aside from conducting a real-time A/B test, the marketing team placed personalized information in 
the email. The closest Peugeot dealer to the customer was listed to encourage them to take a test 
drive in the new product using profile data of the customer, and when necessary, supplemented with 
geo-targeting via IP address.

results 

The results of Peugeot’s personalized send include: 

• A 32% open rate 
• A 22% clickthrough rate

The dynamic nature of the email campaign generated 175% more clicks than a static email campaign 
Peugeot had done before. The effective cost per lead also turned out 30% lower than the goal set by 
Peugeot prior to the campaign’s launch.

Along with the email metrics: 

• Peugeot had 42% more test drives than the marketers had aimed for
• Of those test drives, 8% resulted in a sold car

The marketing team estimates that Peugeot saved 110 hours in labor costs as a result of the dynamic 
A/B testing.

team

Company
Jeroen Keler, Peugeot Netherlands

Vendor
Alexander Bos, Online Marketing Group
Conrad Hagemans, Tripolis Solutions BV
Joost Nienhuis, Tripolis Solutions BV
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creative sample from peugeot’s campaign:
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Background

Fruit arrangement company Edible Arrangements sought to increase arrangement sales with its “Free 
Box of Edible Arrangements Dipped Fruit” campaign, as well as trials of dipped fruit boxes. 

The marketing team hoped this effort would drive category awareness and future purchases, since 
arrangement orders required a $50 minimum in order to qualify for the free box – a challenge 
because this campaign was not during a large holiday event.  

Edible Arrangements was also looking to provide clear messaging on this promotion, since some 
promotions in the past had been determined to be confusing to consumers. Another messaging 
challenge the team faced was simply getting the word out on the promotion. To engage subscribers 
and fans, it was decided to include assets like the brand’s social media account.

approach

For the value of the promotion, orders exceeding $50 received a box containing three varieties of 
chocolate dipped fruit. Unlike past trials, guests were able to try dipped strawberries, dipped apples 
and dipped bananas. 

The campaign was launched via email to communicate the offer on that platform initially, engage 
subscribers. Supporting the email campaign was Edible Arrangements search, Web display and media 
- all displaying the offer. 

The marketers engaged subscribers through dedicated and persistent emails. Twelve emails primarily 
featured a promotion message, with the free box message secondary on some. For example, some 
emails heavily featured the word “free” or the amount of time left on the promotion and the promo 
code, whereas others focused on content like “Our cupcake collection is turning 1!” and offered the 
promotion at the bottom of the email. 

E-commerce - Connect & Integrate Honorable Mention
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results

Despite the clickthrough rate dipping for this campaign, the marketers attributed that to a lesson 
learned on the number of links and content variation included in this campaign. Aside from 
clickthrough, the results they were able to achieve were: 

• A conversion rate increase 19.29% compared to emails in same time frame
• A key goal, AOV, improved by 5.04%
• Revenue per email improved 25.30%
• Open rate increased 2.90% 
• Despite increased send volume, unsubscribe rate decreased by 12.43%

team

Company
Ross Bennett, Edible Arrangements
Carmine DiMeo, Edible Arrangements
Lisa Malo, Edible Arrangements
Emanuel Vargas, Edible Arrangements

Vendor
Isabella Sa Freire, Responsys



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 41

E-commerce - Connect & Integrate

creative samples from ediBle arrangements’ campaign:
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E-commerce - Create & Design Winner

Background

For this campaign, Dell wanted to support the launch and ongoing promotion of one of its most 
progressive and innovative products to date. Part of a completely new product category of hybrid 
computers, the XPS 12 Convertible Tablet features a unique, innovative flip-hinge design that allows a 
user to easily transform the device from an Ultrabook to a tablet. 

Although the product is simple in design, the concept is new to consumers and difficult to 
communicate through images and text alone. To best display the most unique feature of this product, 
the marketing team created a short animation of the product to be featured in the email campaign.

approach

The email campaign aimed to drive awareness and interest, as well as to effectively communicate the 
product features of the latest product to the Dell U.S. customer and prospect database.

Dell marketers knew communicating the features and benefits of the XPS 12 using static imagery 
alone would fall short. It would be difficult for customers to understand that the device was more 
than solely a tablet or an Ultrabook laptop. A short animation was created to demonstrate the key 
feature of the XPS 12: the ability of the device to transform between the two. The animation was 
incorporated into the design of email communications. 

An animated GIF was selected as the preferred format to showcase the product within the email, 
seeing as though it had by far the highest compatibility among different email clients and browsers. 
This would ensure that the maximum number of recipients would be able to view the email and 
understand the product’s functionality.
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results 

Dell saw a significant lift against the quarterly campaign benchmarks as a result of this campaign, 
including:

• An increase of 6.19% in open rate
• An increase of 42.60% in clickthrough rate
• An increase in conversion of 103%
• An increase in revenue of 109%

team

Company
David Sierk, Dell

Vendor
James Beauchamp, eBay Enterprise
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creative sample from dell’s campaign:

To give you an idea of what the animated GIF looked like for recipients, we’ve taken several screen 
shots of this creative sample.
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Background

In this year-end giving campaign called “Maximize Your Dollars,” the Environmental Defense Fund 
set out to grow its list, expand its donor base and convert its existing online activists into donors. To 
accomplish this, the marketing team wanted to use an expansive email campaign alongside social 
media ad placement and Google ads. 

Historically, year-end giving had accounted for the majority of revenue for the organization, so the 
marketers chose this crucial time to cast a wide net across several channels in hopes of increasing 
their visibility among new audiences.

The audience for the campaign included the entire EDF donor file, as well as online activists who were 
not yet donors.

approach

The campaign began on November 26 with the “Challenge Grant,” a series of seven emails distributed 
to current EDF members encouraging them to donate. There was a dual purpose, both to support 
EDF’s efforts, while also creating a grant that would be used to match all new donations that 
December. 

Deadlines were established for this initial action to create a sense of urgency. Member testimonials 
were collected when those who donated were asked why they believed in supporting the planet, and 
gave permission for their answers to be shared. 

The next week, EDF launched the second segment of the campaign consisting of nine total emails. 
The year-end match portion promised new donors that for every $2 they donated, an additional $1 
would be donated on behalf of generous EDF supporters and members – provided through the grant 
established in the first segment of the campaign. 
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New donors also received personal messages containing members’ answers from the first segment. 
Extra emphasis was put on the midnight December 31 deadline, with several emails containing 
hard-hitting language being delivered that morning and afternoon to remind potential donors of the 
impending deadline. 

Throughout the campaign, targeted series of Facebook and Google ads were launched containing 
messaging regarding both the Challenge Grant series and the follow-up year-end match campaign to 
further widen reach and attract new donors. Also, the EDF website was adorned with new ads and 
buttons surrounding the effort to create a cohesive fundraising campaign.

results

Across four different channels – email marketing, Facebook ads, Google ads and website traffic – the 
Environmental Defense Fund raised a record-breaking $923,287.11. 

Ultimately, the marketers’ goal had been to increase revenue over the previous year, which they were 
able to beat by $148,266 or 17.8%. Along with that increase, the average gift contribution increased 
by $5.70.

List growth was also achieved through expanding their reach to new Internet channels. Their donor 
file grew by 14.62% from the previous year, with an additional 1,123 more gifts contributed.

team

Company
Dave Acup, Environmental Defense Fund
Sam Parry, Environmental Defense Fund

Vendor
Daniel Atherton, Chapman Cubine Adams + Hussey
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creative samples from environmental defense fund’s campaign:
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E-commerce - Create & Design Honorable Mention

Background

Mobile accessory company ZAGG had high inventory levels of select products that the marketing team 
wanted to do something different with, while potentially increasing revenue. 

The result of that desire was the customer appreciation email marketing campaign launched to 
give back to customers who had made a purchase more than one year ago. No longer wanting to 
pursue the typical promotional campaigns, which ranged from BOGO to discounts and bundles, ZAGG 
marketers took the opportunity to recognize customer loyalty.

approach

The marketing team encountered a roadblock in wanting to move away from promotions to thank 
their loyal customers because they were unable to give products away for free. The solution was to 
give a free gift with any purchase exceeding $9.99. 

The team segmented their chosen audience of customers into three segments – those who had been 
customers for more than one year, more than two years or more than three years. A personalized 
email was sent to each customer with a message of appreciation. From the message, customers were 
sent to a landing page where they were able to choose their free gift.

Three products were chosen for each segment, allowing the customer to make a selection based on 
their preferences. The items increased in value by year of loyalty, and customers were also allowed to 
choose lower-level products if those appealed to them.

results

While ZAGG saw average open and clickthrough rates compared to other promotional emails, revenue 
per email sent increased 152% and average conversion rate increased 252% for this campaign. 
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Another result of this campaign was that once it was created, it was easy for the team to repeat the 
campaign in the future.

team

Company
Jessica Andreasen, ZAGG
Jerry Monk Banks, ZAGG
Doug Hill, ZAGG
Matt Kitt, ZAGG
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creative samples from Zagg’s campaign:
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E-commerce - Create & Design Honorable Mention

Background

In this re-mail campaign, Jomashop, an online discount retailer of luxury watches, had an objective 
to increase conversions for flash sale emails on luxury products among a primary target audience of 
affluent, male professionals ages 30 to 55. 

Knowing that consumers of high-ticket items demonstrate strong brand affinity but often do not 
purchase on impulse, the campaign re-targeted those who showed interest. Those who demonstrated 
interest by opening an initial email featuring brand names in the subject line, but who did not 
purchase, were sent a second email featuring the same brands.

The unique tack Jomashop marketers were taking with this re-mail campaign was by sending 
essentially the same content in the second email, but taking the action solely because of the 
consumer opening but not purchasing after receiving the first email.

approach

Jomashop marketers built off of the first email, which displayed luxury watches of a certain brand, 
such as TAG Heuer. A follow-up email was sent featuring the same brand as the first email to those 
who showed interest by opening the first, but did not purchase. 

The second email was deployed five to six days after the first with a more urgent subject line, for 
example, “Last Chance” or “Final Hours,” but did not offer any additional incentives. The second email 
also emphasized the limited amount of time left, reading, “Last Day – Don’t miss out, these sales end 
in 24 hours.”
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results 

The re-mail campaign as a whole yielded a 41.55% lift in revenue. The second email campaign 
resulted in open, read and clickthrough rates that were more than double those of the first emails. 

The first email had metrics of:

• An open rate of 22.33%
• A read rate of 15.43%
• A clickthrough rate of 4.86%

The second email had metrics of:

• An open rate of 46.73%
• A read rate of 32.40%
• A clickthrough rate of 11.39% 

team

Company
Chaim Posen, Jomashop
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creative samples from Jomashop’s campaign:
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Background

Indian online optical store LensKart wanted to engage users who have subscribed, but never made a 
transaction and purchased eye glasses, contacts or sunglasses from the website. 

The customer engagement email reply campaign was created to reach out to this group and aimed to 
build awareness of the safety measures taken by LensKart while ordering eyeglasses, as well as build 
trust for the brand in the market. 

The marketing team hoped to engage with customers for the first time by encouraging their 
participation in receiving customer feedback and opinion. Also, they hoped to get the sender ID and 
domain added to the customer’s address book to help improve domain reputation and, for Gmail 
email addresses, receive priority markings.

approach

The marketing team began by studying the market, which led to the discovery of the uncertainty that 
exists within the Indian market when it comes to ordering sensitive products online. As a solution, 
precautionary online security measures taken by LensKart were prominently displayed to subscribers. 

This was established with a GIF within the email showing the steps taken after an order – the filling 
of the order, fitting and quality check, a power check and packaging and delivery. Each step gives 
detailed information on the actions taken by the LensKart team. 

In order to gain feedback, a tab was added to email communications allowing customers to comment 
on the current process, which read, “Share your thoughts and ideas now.” Prior to these messages, 
promotional emails solely communicated a message to the customer and prevented a conversation to 
be built between the brand and the consumer. 
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A “reply” is the highest amount of subscriber engagement possible according to ratings produced 
from email service providers such as Gmail and Yahoo, among others. When a customer responded 
to LensKart email communications via the feedback tab, responses were considered “replies,” 
which improved domain reputation. It also aided in getting the sender ID and domain added to the 
customer’s address book.

results

The results garnered from this campaign were: 

• A 20% open rate
• 5,000 replies
• A 25% ROI increase in overall transactions
• A 25% increase in transactions from email in the subsequent two weeks

This campaign improved performance of all types of campaigns after it, showing improvement in 
domain reputation and overall inbox delivery for LensKart. 

Also, many of the customer testimonial replies that came from the campaign were used on 
LensKart.com and its social media platforms. 

team

Company
Manu Gupt, Valyoo (LensKart)

Vendor
Priyanka Naik, netCORE Solutions
Avadhoot Revankar, netCORE Solutions
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creative sample from lenskart’s campaign:
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Background

Designed for Renault Auto, a large car manufacturing company in Romania, the campaign 
communicated an after-sale offer with a special discount for visibility packs for Renault cars. To be 
relevant, the message was targeted only to the database segment consisting of Renault-owning 
customers. 

The marketing team decided to utilize relevant content in after-sale communications to increase the 
number of conversions for the special limited offer for summer visibility packs. Since the packs being 
offered were for multiple models of cars, it was very important to deliver each subscriber the specific 
information they would be interested in according to the car they owned.

approach

Through database information, Renault was able to determine the car model owned by 85% of its 
subscribers. From there, the marketing team designed a customized layout accordingly with the 
appropriate product. 

For the personalized send, the subject line and header featured the car model name, stating, “Be in 
control with the visibility pack for Renault [car model]!” In the body, besides the general details, only 
the pack specifically for the subscriber’s car was displayed. 

The focus of the campaign remained on the relevant information presented through dynamic content 
and all other distracting and irrelevant offers were eliminated. 

For the 15% of subscribers whose car model was unknown, a general layout was designed that 
displayed all the packs in the same manner with no main offer. The special price was highlighted and 
prominently announced the 25% discount being offered. 
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When a subscriber clicked on a link in the general layout, the marketing team collected that 
information to fill in the missing car model information.

results 

The general layout had an open rate of 25.66% and a click rate of 5.56%. The personalized message, 
customized according to the type of car owned, had an average open rate of 31.45% and a click rate 
of 19.66%. 

The marketing team was able to deliver four times as many subscribers to the conversion page 
through the targeted email over the general message. Additionally, they were able to establish the car 
model that a subscriber owned if they clicked an offer in the general send. This information can be 
used by Renault for future targeting.

team

Company
Ioana Stirbu, Renault Commercial Romania

Vendor
Silvia Boarna, White Image
Andrei Georgescu, White Image
Alexandru Goaga, White Image
Cristina Martin, White Image
Manuela Melinescu, White Image
Aurora Ticaloiu, White Image
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creative samples from renault’s campaign:
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Background

Based on Web analytics, business attire retailer Paul Fredrick discovered a good portion of its 
customers were browsing the site but failing to add products to their shopping bag. Browsing showed 
that the customer had an interest and, therefore, a potential need. 

The goal of the marketing team was to get the customers back on to the website and convert them 
into purchasers. Once a customer left the site, they would be qualified to be mailed a “browse 
abandon” campaign if their email address was available.

approach

For this campaign, Paul Fredrick teamed up with a vendor to prepare the programming, file 
information and back-end coding. Paul Fredrick marketers created a hierarchy of category rules prior 
to the send. For example, if a customer browsed multiple items on the site all on different categories, 
an “if, then” strategy would be employed.  

For instance, the “browse abandon” send might feature both sport shirts and sweaters, including 
creative of both and encouraging the customer to revisit either area. 

All of the “browse abandon” sends featured a banner across the top reading, “15% off your $200 
order,” and below, images of the item category that had been abandoned. For instance, if a customer 
had been browsing accessories, the email would feature a tie and cufflinks, reading: 

“The rule is, last on, first noticed. A man’s tie, cufflink, pocket square or hat are a golden opportunity 
to make it personal.” 

The marketing team created audience rules to ensure that over-mailing didn’t occur when the 
“browse abandon” campaign overlapped with any other promotional emails. A suppression audience 
was developed to hold certain customers for the promotional emails if they qualified for the “browse 
abandon” email. 

E-commerce - Deliver & Automate Winner
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A template was created that would allow the marketing team to switch out images every 30 days, 
which was the time frame decided upon that a customer could be eligible for the “browse abandon” 
campaigns. The marketing team wanted to be sure the customer saw something different if they 
happened to qualify for the audience multiple times in a season. Also, by making the customer 
eligible only once every 30 days, they weren’t being trained that every “browse abandon” would be 
rewarded with a discount. 

For testing, the campaign had five main segments with differing subject lines all pulling off a master 
mailing, so the team had to be sure to proof every possible option the customer could receive. 

The campaign went live on May 1, 2013, and the marketing team has continued testing, including 
an offer email versus a no-offer email. They found that a 15% discount on a $200 order had the 
most significant results for the company. Paul Fredrick has since rolled that offer out on all “browse 
abandon” campaigns for the fall season.

results 

Since the Paul Fredrick campaign went live in May, the “browse abandon” email has generated:

• More than $100,000 in additional sales for the company 
• A 38% open rate 
• A 44% unique clickthrough rate 

team

Company
Scott Drayer, Paul Fredrick
Shana Kelly, Paul Fredrick

Vendor
Chris Butcher, eBay Enterprise
Pamela Monzey, eBay Enterprise
Jason Varvoutis, eBay Enterprise
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creative samples from paul fredrick’s campaign:
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Background

Mobilicity, a Canadian wireless telecommunications provider, wanted to overcome the notion that 
it was just a cheap, short-term provider and convince customers that it was a solid brand that 
customers should want to be a part of. 

The company’s main consumer appeal - unlimited and value-conscious plans - needed to be 
reinforced. However, the “no contract, monthly pre-paid without penalties” model also meant that 
the company had to earn a customer’s business every month, and was vulnerable to high customer 
attrition. Communications developed in this email campaign needed to convince customers that 
Mobilicity valued them, as well as being personal and helpful. 

Though the target of Mobilicity’s email retention campaign consisted of current customers, it 
was primarily focused on “on-deal” customers who had signed up with a promotion. With those 
promotions soon expiring, and no “on-deal” customers locked into a contract, any of them could 
leave at any time.

approach

Mobilicity’s solution was to create systematic, automated and triggered email messages with dynamic 
content. 

The marketing team began by creating targeted clusters using historical payment behavior data, plan 
and payment type, tenure and several other factors from their customer base. The team factored in 
projected lifetime value, churn risk and incorporated research findings and focus group data.

From that information, three message streams were developed: engagement, retention and loyalty, 
each with its own objectives and messages. 

E-commerce - Deliver & Automate Winner
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The engagement stream focused on new customers in their first month, with six different messages 
sent out over that time. The retention stream concentrated on account details, bill reminders and 
payment offers, and the loyalty stream aimed to delight and surprise customers with birthday 
acknowledgements and out-of-the-blue discounts to let them know they were appreciated. 

Catchy subject lines, short messages and vibrant graphics contributed to the simple messages 
consumers were able to understand and enjoy. Mobilicity mascots brought some fun and personality 
to each message, and encouraged subscribers to follow the company on social media networks as well. 

results 

The marketing team was able to increase customer retention in this campaign, with:

• A 2% increase in incremental customer retention against the control group, exceeding their 
primary objective by 100%. In dollar amounts, that 2% increase in retention equates to millions 
in revenue over the lifetime of those retained customers.

• A 29% increase in the conversion rate for customers enrolling in pre-authorized payments, 
almost triple the original goal. 

team

Company
Max Billings, Mobilicity
Anthony Booth, Mobilicity

Vendor
Mark Anderson, Inbox Marketer
Emily Maloney, Inbox Marketer
Melissa Mota, Inbox Marketer
TJ Rosenberg, Inbox Marketer
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creative samples from moBilicity’s campaign:
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Background

This campaign was part of an ongoing effort to determine the ideal time to send Dell consumer 
promotional email campaigns. 

Through significant previous testing, the marketing team proved that changing the time of send 
deployment can positively impact email performance. They wanted to further test the impact of 
deploying emails at individual, personalized times based on a customer’s previous engagement 
behavior. By doing this, the team could judge a subscriber’s propensity to open or click at a particular 
time of day.

approach

Before embarking on this campaign, six months of previous email engagement data was analyzed. 
Every time a recipient opened or clicked an email in the past 180 days, it was captured to build a rich 
picture of each individual subscriber’s email engagement habits. 

Each subscriber was given a score in each hour of a 24-hour time period, based on if and how often 
the individual engages with a Dell promotional email. Out of the 24 possible scores, the highest score 
was determined as the ideal time of deployment for that particular subscriber. 

Once the entire active email base had been scored and given an optimal time of deployment, 
the audience was split randomly into two cells. Half of the list was sent the email at the regularly 
scheduled deployment time of 9 a.m., while the other half was sent the email at what had been 
determined to be their personalized optimal hour.
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results 

For this campaign, the marketing team observed increases in the personalized send versus the 
control of:

• A 6.6% open rate increase 
• An 8.2% unique click rate increase

team

Company
David Sierk, Dell

Vendor
James Beauchamp, eBay Enterprise
Andrew Merrill, eBay Enterprise
Andy Perez, AudiencePoint
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creative samples from dell’s campaign:
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Background

Royal Caribbean needed to remind members of the Crown & Anchor Society that they were almost at the 
next tier of the loyalty program, and could reach the next level of benefits by cruising just one more time. 

The goal was to create cruise bookings, especially for customers Royal Caribbean knew were already 
interested in sailing with the company. This campaign was sent to valid, opted-in email addresses on file.

approach

Royal Caribbean’s campaign integrated a direct mailing in with an email to members of the Crown & 
Anchor Society who were within one cruise of the next highest tier. 

Messages were tailored to the tier and persona of the individual and hit them at the exact time they had 
reached the milestone. They were encouraged to cruise again by highlighting all the wonderful benefits 
they would receive as a member in the next tier.

results

The effort yielded Royal Caribbean’s highest converting loyalty campaign results to date, with:  

• Open rates exceeding 45% 
• Conversions 58% higher than average

team

Company
Janet Bava, Royal Caribbean
Michal Suarez, Royal Caribbean

Vendor
Christine Bowes, Ogilvy & Mather
Courtney Nattis, Ogilvy & Mather
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creative samples from royal cariBBean’s campaign:
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Background

For 3M Canada’s Post-it® Perks! program refresher contest, the marketing team targeted members 
who had been subscribed to the brand advocate program since its launch in 2010. The members 
consisted of Canadians over 18 years of age, primarily female. 

Post-it® Perks! is a loyalty program that offers subscribers email-exclusive innovative product 
announcements, contests, limited-time promotions and free samples. To become a member, the 
subscriber must complete an online form that collects his or her email address, name, mailing 
address, birth date and gender. 

The program triggers an email that confirms the opt-in and welcomes the new subscriber to the 
program. The data collected allows the marketing team to segment the subscribers and target 
appropriate content for various marketing initiatives, such as mailing surprise samples, sending 
birthday emails and inviting members to events that take place in their area. 

The marketing team’s overall goal for 2013 was to increase the number of brand advocates by 50%, 
which the marketing team quantified by the sum total of members and Facebook fans. 

In order to do that, however, email marketing needed to become more efficient. At the beginning of 
this effort, open rates were declining due to list fatigue and the lack of a consistent send schedule. In 
this effort, list cleansing was used to rejuvenate the list and garner brand advocates.

approach

Each Post-it® Perks! member received an email asking them to confirm or update their personal 
information. All members who completed this step were automatically entered into a 3M contest to 
win a Post-it® gift pack. An online database was developed and contained pre-populated fields with 
their current information. 

Lead Generation - Build & Cleanse Winner
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No action was required if the subscriber did not want to be part of the program. Four reminders 
were deployed during the contest time frame to all the recipients who had not confirmed their 
subscription. 

Thirty prizes were awarded consisting of a gift pack of Post-it® products, each with an estimated retail 
value of $50.

results 

From the initial email sent to 5,038 members, a total of 1,882 participated in this contest and made 
up the cleansed and downsized list. 

As a result of the list cleanup contest: 

• Email delivery rate increased from 96% to 100%
• Email open rates increased from 20% to 52%
• Unique clickthrough rate increased from 7% to 12%

A cleaner list with more engaged subscribers allowed the team to focus on other email marketing 
tactics, such as testing different deployment times, testing subject lines and developing a mobile-
friendly email.

Also, by keeping the upcoming Canadian Anti-Spam Law (CASL) in mind, cleaning the email list was 
not just a good email marketing practice, but it also allowed 3M Canada to ready for the upcoming 
legislation. 

CASL is a consent-based legislation that prohibits sending a commercial electronic message (CEM) 
without the consent of the recipient. The final rules and regulations were expected to be published 
by the end of 2013.

team

Company
Melissa Kloetstra, 3M Canada
Caitlin Lennox, 3M Canada
Laura Mihai, 3M Canada
Brian Stephens, 3M Canada
Ryan Turner, 3M Canada
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Background

With the desire to bridge the gap between print and online marketing tactics, Royal Caribbean 
marketers targeted this campaign to the majority of German customers whose email addresses were 
unknown, as well as those who had not opted-in to email communications. 

German customers were segmented in this campaign into members and non-members of the Crown 
& Anchor Society customer loyalty program. The average age group of the target audience included 
customers between 35 and 55 who are characteristically active people looking for new experiences 
and adventures. 

In the future, Royal Caribbean International customers are to be increasingly approached and 
supplied with attractive offers using the email channel. For this to happen, the company needed to 
obtain email addresses for the majority of its customers.

approach

Existing German customers who had not previously opted-in for email communications were initially 
contacted at their mailing address in the form of a personalized postcard with the headline, “Don’t 
miss out on the WOW factory [subscriber name]!” 

Designed to attract curiosity, the front of the postcard contained an emotional cruising image 
while the back featured text mentioning the newsletter service. Recipients of this mailing were 
encouraged to subscribe to the Royal Caribbean newsletter via a personalized Web address or QR 
code printed on the card. 

By either entering the Web address or scanning the QR code, customers were taken to a personal 
site that encouraged them to sign up for the newsletter. As an incentive, recipients who successfully 
subscribed to the newsletter were entered into a prize drawing. A graphic double opt-in mailing was 
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generated, which completed the newsletter subscription process with a large CTA reading, “Confirm 
subscription and win.” 

Sub-sites contained teasers for special cruise offers, and invited non-members to join the Crown & 
Anchor Society.

results 

For this campaign, one in every 10 recipients opened the Web address, more than half using a mobile 
device. 

• Of those who opened the Web address, 55% also subscribed to the newsletter
• Of those who subscribed, 78% confirmed the double opt-in mailing
• The online conversion rate (Web visitors to newsletter subscribers) was 43%  

The overall conversion rate of this campaign was 5%, meaning that 5% of the total number of people 
who received the postcard successfully subscribed to the newsletter and confirmed the double opt-in.

Additionally, months after the campaign, the sites are still being opened and generating newsletter 
subscriptions. 

team

Company
Robin Gamroth, RCL Cruises

Vendor
Cüneyt Akan, rabbit eMarketing GmbH
Torsten Burgmaier, rabbit eMarketing GmbH
Vanessa Maser, rabbit eMarketing GmbH
Clemens Praetorius, rabbit eMarketing GmbH
Emily Sidka, rabbit eMarketing GmbH
Wendelin Weishaupt, rabbit eMarketing GmbH
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Background

In an effort to obtain list growth for its newsletter, Altex Computers & Electronics chose to brand the 
Yahoo mail homepage. 

In doing so, the team also hoped to gather more information about their subscribers’ passions and 
interests to gain insights into their product preferences. On June 30, 2013, the marketing team 
targeted visitors to www.mail.yahoo.ro with hobbies including photography, cooking, technology, 
gaming and child rearing. 

Altex marketers believed that people who have common hobbies and interests might also use the 
same products. By collecting that information, it could be stored later for subscriber segmentation 
and targeted campaigns. 

Altex had a limited amount of time to collect the information: only one day, a Sunday, when most 
users were away from work and less likely to be checking email.

approach

The marketing team branded Romania’s Yahoo mail login page with the campaign message, informing 
users that they could win a professional Nikon camera by subscribing to Altex’s newsletter. 

From there, if users wanted to enter the contest, they were redirected from the login page to an Altex 
landing page containing a subscription form. 

The subscription form asked the users to choose from several answers referring to what things they 
simply couldn’t live without in the summer of 2013. These items were based on the pre-determined 
desired interests Altex had set for its target audience. 

Lead Generation - Build & Cleanse Honorable Mention
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After selecting their favorites, users were asked to fill in their name, phone and email in order to 
finish their subscription and be entered into the sweepstakes.

results 

From this list building campaign, Altex achieved a 20.38% increase in subscribers. 

The results allowed the team to organize the new subscribers into groups according to their passions 
and interests:

• 76.36% have an interest in photography
• 32.48% have an interest in technology
• 13.37% have an interest in cooking
• 5.84% have children
• 7.48% have an interest in gaming

Overall, the new subscribers from this particular campaign represented 2% of the entire database of 
active users in the three months prior to entry.

team

Company
Laura Nica, Altex Romania

Vendor
Silvia Boarna, White Image
Alexandra Dima, White Image
Alexandru Goaga, White Image
Cristina Martin, White Image
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creative samples from altex’s campaign:
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Background

The United Nations Refugee Aid was founded in the 1980s as a charitable organization. Since then, 
it has been supporting refugee projects at home and abroad and informing the public about flight 
causes and consequences.

A German donation partner, the UNO Refugee Aid supports relief projects for refugees at home and 
abroad. Among this is providing quick and targeted emergency assistance in an acute crisis, helping 
refugees to return to their home countries and supports schooling and further training for a better 
future.

These particular marketing efforts were directed toward new and existing contacts, as well as existing 
permanent donors of the UNO Refugee Aid, with the aim to expand and legally consolidate the profile 
data and opt-ins. 

The permanent retention and progression of donors via email has proven very successful. However, 
new legislation by the European Union requires sufficient and specific consent for communications 
via email as well as the creation of client profiles.

For targeted campaigns to have the best possible success, a post-profiling of contacts with initially 
few details and successive expansion was established. The developed and automated campaigns 
targeted new contacts and existing legacy data for expanded consent to receive emails. 

approach

The marketing team developed a comprehensive data-based CRM strategy. The aim was to 
conceptualize and realize opt-ins and lead development phases of all touch points, as well as to 
establish a method to legally obtain and save opt-ins and data protection declarations.

Lead Generation - Build & Cleanse Honorable Mention
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A technical basis was created in order to display the different opt-in sources with specific consent 
(privacy admission control). Based on the state of information of the relevant consent, multilevel 
campaigns were created to develop participants and lift them to higher, more comprehensive 
consent and profile data.

One day after registration, a first post-profiling is sent in the context of a welcome message. After 
14 days, the second wave for the post-profiling of data and consent happens. Subscribers who have 
responded in the first wave, and those yet to respond, are segmented so that after 21 days, all 
successfully responsive contacts are separated from contacts not yet developed.

Previous donors were converted through several stand-alone campaigns. For example, all donors 
who made a donation in 2012 and whose consent did not include the new data protection 
declaration were asked in a special mailing to accept the new Data Privacy Statement and update 
their profile data.

results 

This campaign was able to establish a process to successfully obtain legally compliant consent with 
new contacts. Secondly, the marketing team was able to update and expand the current data stock 
with new and more comprehensive consent for email marketing in the donor acquisition.

This campaign was able to achieve: 

• An open rate between 35% to 62% 
• Open-to-click rates between 40% to 56% 

Also, the team was able to expand the tracking and the data compilation to create exact donor 
profiles because of sufficiently existing and differentiated data use agreements.

team

Vendor
Stefan von Lieven, artegic AG
Sebastian Pieper, artegic AG
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creative samples from united nation refugee aid’s campaign:
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Background

3M is a trusted leader in auscultation – meaning listening to the internal sounds of the body, usually 
using a stethoscope – a core subject for medical and nursing students. Since reliable patient diagnosis 
requires a reliable device, 3M wanted the 3M™ Littmann® Stethoscope to be students’ choice for 
quality acoustic starting from their first year of education.  

With a challenge going into this campaign being lost contact with its users, Littmann often had limited 
communication with customers following their purchase. It was impossible to update, educate and 
communicate existing users on any information. The goal of the Student Program is to reach out to 
customers not only when they have complaints, but when they are happy and enjoying the product as 
well. 

The marketing team developed a lead nurturing campaign with a database of engaged students, 
in order to later turn them into highly qualified leads through student-targeted email promotions 
featuring social media, student discounts, extended warranties and printed materials.

approach

From July 22 through December 31, 2013, every student who purchased a 3M™ Littmann® 
Stethoscope received an extended warranty if they registered their purchase online. Campus events 
at universities across Canada and Facebook ads informed students about the offer. 

The team updated the www.Littmann.ca website with Student Program details and examined the 
functionality of their website as a lead nurturing funnel entry point. With engagement in mind, they 
organized product information by category or usage as well as adding a rating and reviews section to 
help customers achieve their buying process goals. 
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Once each student registered their product, they received an automated email asking them to 
confirm their registration. This triggered the warranty certificate and served as the entering point 
in the lead nurturing campaign. Information captured through the form was analyzed and used to 
trigger additional relevant information, such as promotions, training or product information, based on 
the student’s profile and activity.

results 

Adopting a lead nurturing strategy allowed 3M to build a database of end users to generate a list of 
quality leads. Also, the program generated 11% of the new leads accounting for the total sales for this 
customer category since the campaign started.

The cost per qualified lead, calculated as the total campaign cost divided by the number of leads 
captured, was $10 CAD per lead.

team

Company
Sarah Burn, 3M Canada
Laura Mihai, 3M Canada
Walid Richani, 3M Canada
Brian Stephens, 3M Canada
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creative sample from 3m canada’s campaign:
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Background

The website of lighting and energy company Zumtobel, while well-frequented, led to very few 
subscriptions to its newsletter. If a customer did sign up, after receiving the double-opt-in email, they 
didn’t receive any other mailing until the next regular monthly newsletter. 

By implementing a multistage welcome campaign, the number of leads generated by the 
subscriptions was distinctively increased. In this change to the email program, it was especially 
important that all business areas were introduced and that a consistent possibility to contact the 
company was included. 

For the marketing team, the overall goal of the project was to turn newsletter subscribers into 
qualified leads by repeatedly giving them the opportunity to arrange for a callback.

approach

Improving the subscription process by providing customers more opportunities to subscribe was a 
priority at the beginning of this campaign. 

Prior to this campaign, a link to the subscription form housed on the bottom navigation of the 
website was the only option available to register for the mailing list. To correct this, the team changed 
the Zumtobel Lighting landing page to contain a full-color imaging communicating the benefits of the 
newsletter subscription. Also, a link to the subscription form is in a static quick registration box on the 
right side of the screen. 

For new subscribers, a six-level welcome campaign was designed and implemented. A welcome 
message contained a presentation of the company and the option to download a PDF product 
portfolio, along with a short overview video displaying the topics of the upcoming five mailings. 
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Clicking at any point in the presentation allowed the subscriber to access the relevant information 
they were looking for at any point in time. The subsequent five mailings introduced the different 
business areas and included a simple form allowing subscribers to request a callback.  

results 

In this campaign, the conversion rate of website visitors to newsletter subscribers increased by 2.5%. 

The six-level welcome campaign showed high interest in the information, with the average opening 
rate of all mailings increasing to above 60%. Of the recipients, 40% directly triggered further 
information on average every three mailings.

Given the success of the campaign in the German-speaking market, Zumtobel decided to roll out the 
new subscription phase in five other languages worldwide. 

team

Company
Franz Domig, Zumtobel Lighting
Michael Kremmel, Zumtobel Lighting

Vendor
Natasa Aljinovic, rabbit eMarketing GmbH
Torsten Burgmaier, rabbit eMarketing GmbH
Larissa Fabich, rabbit eMarketing GmbH
Katrin Förster, rabbit eMarketing GmbH
Celina Lamb, rabbit eMarketing GmbH
Vu Nghi Thai, rabbit eMarketing GmbH
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creative samples from ZumtoBel’s campaign:
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Background

Having a legacy of more than 100 years in the market, Hallmark enjoys a long-standing trust and legacy 
with consumers. However, this can also convey the idea that the company is behind the times.

In an effort to reinforce its image as modern and building business in the Hallmark Gold Crown retail 
network, Hallmark Canada decided to develop a best practice email program as an anchor point for 
the program. This element would be a critical first step for Hallmark Canada’s journey into digital 
marketing. 

Hallmark Canada’s new loyalty initiative, Hallmark Rewards, provides an ongoing series of exclusive 
offers to its members. Membership is free and promoted primarily through the retailers at the 
checkout counter.

Managing a large-scale email program was new to the Canadian team, so the initial goals were simple 
and easily understood at all levels: 100,000 members within 12 months of launch, meet benchmark 
open rates for email newsletters and grow the average transaction size by 20% versus non-Rewards 
members. 

approach

The team determined that a calculated approach was critical. Trying to bring the organization and 
its customers too far, too fast, could fail and result in customers leaving the program – or worse, the 
brand.

All copy and artwork in the campaign was consistent, welcoming and carefully crafted to be aligned 
with the brand. Creative was kept simple and direct with a clear line of sight to the value proposition 
of each offer. 
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Prospective members were greeted online with a simple, focused sign-up page. It gathered enough 
information to be useful, but not so much as to overwhelm the customer. Care was taken in that for 
the audience – primarily consisting of women ages 25 to 65 – may never have signed up for an email 
program before. 

In the first quarter of 2013, a responsive design sign-up page was introduced. This was done to catch 
inbound visits from a QR code placed in print advertising. After that in the second quarter of the year, 
a new email template was introduced. The new template helped to better showcase the offers, and 
conveyed a more contemporary look and feel. The selection followed an A/B/C test including the 
original template and two alternate new concepts.

Besides offering improved metrics, the new template was programmed with responsive design. This 
was done after analysis indicated that more than half of the emails were being read on mobile devices.

A dedicated landing page was created for each deployment. Besides hosting videos and other content, 
the landing pages frequently contained printable coupons.

Based on a detailed analysis of clickthrough rate data, in the third quarter of 2013, lifestyle shots that 
appeared previously in the email masthead were replaced with less human-focused images. Faces in 
particular were felt to be engaging to the point of distraction, and were taking attention away from the 
featured offers. 

results 

Within eight months of going live, the Hallmark Canada database exceeded 100,000 names and has 
since grown to 160,000 names.

Newsletters containing the latest offers were deployed two to four times a month, and unique open 
rates remained between 25% and 30%. Changes to the email template and the addition of the landing 
page with coupons almost doubled the overall CTR, and significantly reduced unsubscribes.

Within the first year of the program, Hallmark Canada reported that average transaction size for 
Rewards members was 63% larger (versus the target of 20% larger) than that of non-members, and 
that greeting card sales had grown by 8.3%.

Clickthrough rate on featured offers has also dramatically increased more than 100% upon 
replacement of template masthead lifestyle shots with less distracting, object-focused images.
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team

Company
Dan Bengert, Hallmark Canada
Kareena Kanhai, Hallmark Canada
Angela McCart, Hallmark Canada
Beverly McPherson, Hallmark Canada

Vendor
Pebbles Correa, MHz Design Communications
Angelo Perri, MHz Design Communications
Carl Schubert, MHz Design Communications
Domenic Vendittelli, MHz Design Communications
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creative samples from hallmark’s campaign:
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Background

SunGard Availability Services used a cataclysmic event – a zombie apocalypse – to generate interest 
and create a sense of urgency around the need for enterprises to secure a resilient IT infrastructure 
and advanced recovery posture in the event of unexpected downtime. 

The primary objective of the SunGard zombie war campaign was to generate awareness of its expertise 
and services to director-level and above titles with revenue ranges greater than $50 million in key 
verticals. 

A secondary objective was to amplify the message by encouraging recipients to “Save the World from 
the Zombie War” by sharing these survival guides socially. 

approach

The email campaign was designed to launch the month prior to the release of the much-anticipated 
“World War Z” summer blockbuster movie and play off the zombie pop culture trend. 

This campaign consisted of a targeted prospect email promoting one of two zombie-themed assets 
with an overarching message of: “Zombies. Disaster Recovery. Both Require Expertise” or “Zombies. IT 
Availability. Both Require Expertise.”

The infographic “How to Create a Highly Available Cloud and Win the War Against Zombies” guides 
the email recipient through a proactive approach to protecting mission critical applications in the 
cloud against any outage, such as a zombie apocalypse, by combining the right infrastructure, security 
measures and expert support. 

“The Zombie War Survival Manual” offers key steps on how to effectively manage data recovery in a 
disaster – natural, man-made or supernatural. Recipients were encouraged to “Save the World from 
Zombies” by accessing one-click social sharing of the manual via LinkedIn, Facebook and Twitter.

Lead Generation - Connect & Integrate Winner
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results 

The campaign produced some of SunGard’s highest click-to-open (CTO) rates to date and collectively 
drove almost 2,000 content shares across LinkedIn, Facebook and Twitter.

The “IT Availability/ Cloud” campaign yielded a 1.2% higher CTO rate among director-level titles and 
yielded above average CTO rates in global, large and medium enterprise ranges.

The “Disaster Recovery/Managed Recovery Program” campaign CTO rate was 3% higher than the 
average among president and owner titles. The targeted re-engagement treatment reactivated 2% of 
contacts who had not interacted with SunGard’s content in the past six months.

team

Company
Christine Nurnberger, SunGard Availability Services
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creative samples from sungard’s campaign:
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Background

This email marketing campaign was constructed with hopes of ultimately driving consumers to a 
retailer showroom to purchase Whirlpool Ice appliances, but first driving them to a rebate download 
landing page.

To successfully achieve this type of traffic, the marketing team at Whirlpool settled on the following 
goals in hopes of optimizing their sales:

1. Maximize email open rates to get consumers “in the door”
2. Understand database segment performance – made up of intenders, owners of Ice products, 

owners of newer products and owners of aging products 
3. Understand what triggers clickthrough engagement for Whirlpool customers 

The marketing team wanted to create a campaign that turned small changes into big impacts, and to 
potentially change company testing culture. 

approach

The marketing team’s first step was to establish the above goals clearly, both with their agency 
partners and brand leadership. A campaign brief was created that included what brand segments 
would be targeted, alignment on test goals and a detailed test plan. It also included agreed upon KPIs, 
including the open rates, clickthrough engagement, segment performance and conversion. 

While initial creative was based upon the idea that more CTAs resulted in a better clickthrough rate, 
the Whirlpool team then developed a version of the creative that focused solely on the business goal 
of driving consumers to the rebate download landing page. 

Lead Generation - Connect & Integrate Honorable Mention
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While some team members were skeptical about this strategy, Whirlpool decided to test the 
straightforward approach in this campaign. 

results 

Even through relatively simple creative changes, Whirlpool realized a 42% lift in relevant CTA clicks and 
ultimately carrying out new conversions.

The team was also able to verify that the “hand raiser” segment warrants special treatment, 
outperforming the other segments by more than 300%.

This campaign also changed how brands in the Whirlpool portfolio approaches direct marketing to 
consumers. 

“Ever since this initial project, we have never gone to market without learning something new about 
what our customers want and need,” said Thomas Mender, Senior Manager of Database Marketing, 
Whirlpool. 

team

Company
Evelyn Adams, Whirlpool
Karyn Fricke, Whirlpool
Jenifer Gregorski, Whirlpool
Thomas Mender, Whirlpool

Vendor
Nicole Detterman, Marketing Associates
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creative sample from Whirlpool’s campaign:
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Background

Rogers Communications, one of Canada’s largest communications companies, competes in the areas of 
cable television, home phone, wireless communications and Internet. 

In February 2012, Rogers One Number (RON) was launched, a service allowing customers to stay 
connected easily and seamlessly between multiple devices and media (email, video chat, voice and 
text) with one common mobile number.

The marketing team set the following objectives for the campaign: 

1. Drive 80,000 Rogers One Number registrations within first quarter
2. Further reinforce Rogers’ position as innovators
3. Drive awareness, trial and ambassadorship among current Rogers Wireless customers
4. Drive future consideration of Rogers among non-Rogers consumers

The campaign needed to be strategically orchestrated to maximize reach among current users to 
support this critical product. 

approach

To create a robust initial impact, the marketing team developed a large-scale, integrated campaign 
consisting of two television commercials, and print and digital ads. 

A youth-targeted promotion offered an exclusive RON video chat and intimate live performance with 
a popular performing artist. A vendor supported the launch with an integrated strategy of bill inserts, 
direct mail, text messages, an A/B tested email send, online banner ads and in-store signage to target 
the Rogers customer base and drive RON registration. 

Lead Generation - Connect & Integrate Honorable Mention
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A follow-up “test and learn” program was developed to better understand both customer acceptance 
and usage of RON. While awareness seemed to be high, usage among certain demographics remained 
low. The same analysis showed that among high-usage customers, free long-distance calling from 
computers was a popular feature.

To take advantage of this newfound knowledge, an email campaign was launched targeting current 
subscribers who were not actively using RON. The messages were informative and instructional – 
delving deeper into the product’s features that initial communications may not have communicated 
thoroughly – outlining easily understood benefits and highlighting the free long distance feature 
prominently. 

results 

Overall, the program achieved 185% of the targeted quantitative objective. Both the campaign and the 
RON service itself created a strong reinforcement of Rogers as the innovation leader in the wireless 
service provider marketplace.

The campaign increased “stickiness” among existing customers as well, with an 18% increase in gross 
new subscriptions from 2011 to 2012. 

team

Company
Jared Colautti, Rogers Communications
Shelagh Stoneham, Rogers Communications
Jenny Thompson, Rogers Communications

Vandor
Marcella Lio, MHz Design Communications
Angelo Perri,  MHz Design Communications
Domenic Vendittelli,  MHz Design Communications
Alister Adams, Publicis
Aesha Karunakaran, Publicis



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 111

Lead Generation - Create & Design

creative samples from rogers’ campaign:
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Background

Upon Tennant’s launch of two new products into the commercial cleaning equipment market, it saw 
an opportunity to generate leads through the “I Wanna Ride” email campaign. 

The project aimed to generate leads efficiently through both email and the public website by 
transforming its standard product launch announcement into an integrated marketing campaign. 

While past campaigns had no discernible call-to-action and historically contained wordy, image-free 
messages, the “I Wanna Ride” campaign was complete with interactive emails, engaging landing 
pages and redesigned product pages. 

It was initially created for Tennant commercial customers in the United States and Canada, but was 
later adapted by the global marketing teams and used internationally in Asia and Australia. 

approach

Departing from Tennant’s traditional format of sales representatives following-up for marketing 
emails, Tennant developed a landing page and interactive product information pages to generate 
leads while narrowing its usual three to five calls-to-action down to one. 

After conducting tests on three subject lines, one traditional a non-traditional and a mix of the two, 
the winner was chosen: “NEW Tennant T12 and B10 – Take a Ride on the Wild Side.” 

The email message contained a photo of the two machines under spotlights in a showroom, with the 
single call-to-action contained in a button labeled, “I Wanna Ride.” From the email, the customer 
reaches a landing page depicting the two machines in a high-speed showdown. Wind in the operators’ 
hair and decorative features of the video give the products a personality that would not have been 
possible in a single photo. 
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The clear call-to-action and exciting creative content improved email metrics and generated leads 
that led to directly to machine sales for the first time in company history.

results 

By abandoning its standard benefit-driven subject lines, Tennant’s 32.5% open rate made “I Wanna 
Ride” the most successful email campaign in its history. 

• Deliveries: 13,884
• Open rate: 32.5%
• Click rate: 17.1%
• Clickthrough rate: 5.6%

The success that the campaign achieved has allowed the marketers to implement successful 
communications across the board. Marketing email open rates have soared from 17.5% to 28.4% 
due to creative subject lines and better lists. By recommending emails with a single call-to-action, 
clickthrough rates have also increased from 2.6% from 6.6%. 

team

Company
Chrissy Culver, Tennant
Chris Hawver, Tennant
Tony Heinen, Tennant
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creative samples from tennant’s campaign:
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Background

In this campaign, energy management system Blue Pillar’s at-bat campaign targeted the decision-
makers from some of the largest health systems in the U.S. – a group that the marketing team had 
trouble getting in front of in recent years.

It was decided that these individuals are under extreme pressures and capturing their attention by 
email alone seemed to be an impossible task. Blue Pillar decided the team would have more success 
in garnering their attention through a personal direct mail campaign. 

approach

Once names, titles and email addresses were gathered from various sources, Blue Pillar contacted 
58 individuals from 22 health care systems. Each targeted recipient received a personal letter that 
used baseball analogies to cover the product’s key attributes, as well as a line or two that was 
personal to their health system. That personalized element took away the appearance of “junk” 
mail.

The personal letter stated that Blue Pillar had found time and again that if given the opportunity to 
step into the batter’s box, it inevitably gets a hit. Included with the letter in a strong, 24-inch tube 
was a personalized, genuine mini Louisville Slugger wooden baseball bat. The goal was simple – to 
create brand awareness at the C-suite level, and to achieve actual introductory calls from there.

Blue Pillar wanted to banish hang-ups and non-returned calls. This campaign enabled the team to 
lead with asking whether the package was received, and from there, lead into their ask and small 
talk. Email addresses were confirmed and became a crucial method of communication in which to 
set up and confirm subsequent calls and forward additional information. 
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results 

Personalized packages were sent to 58 targets across 22 health systems, and Blue Pillar was able to 
confirm that 100% of them were received. From that list of recipients, the team set up 14 executive 
briefing calls and 21 calls with engineers and facilities managers. Previous email campaigns had 
produced zero executive briefings. 

Of those that received the materials, 17 did not agree to an immediate executive briefing, but they 
did ask to be sent additional information and stay in touch. Blue Pillar considered those 17 to be a 
qualified sales opportunity that may require a longer sales cycle. 

team

Company
Bob Birge, Blue Pillar
Alia McCord, Blue Pillar
Eric Reichel, Blue Pillar
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creative sample from Blue pillar’s campaign:
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Background

Due to the volume of inbound calls, sales administrators at WebPT often couldn’t contact each 
lead they received as quickly or as often as necessary to make a sale. When potential customers 
grew frustrated after not being contacted for days or sometimes weeks, they would often go to a 
competitor, giving way to a lot of lost opportunities and revenue.

To prevent customers who had requested a demo of the WebPT product but not yet been scheduled 
from going increasingly cold, WebPT created an email campaign to optimize and streamline the 
process of scheduling product demonstrations.

approach

To increase response time and decrease these lost opportunities, the WebPT marketing team 
designed and deployed an automated drip email campaign consisting of a series of nine emails.
Each email was carefully crafted by the marketing team that outlined and developed the copy and 
messaging. Once launched, sales administrators were able to focus on contacting inbound leads 
immediately, while those they could not reach were added to the drip campaign. 

Because the drip alleviated the need for sales administrators to split their time and resources 
between newer and older leads, the marketing and sales teams saw an increase in efficiency and the 
number of demos scheduled. 

results 

Six months into the campaign, WebPT counted the drip as a resounding success. 

• The average open rate of all emails in the campaign was 41.6%.
• The highest open rate was 59.6% for the opening email of the drip.

Lead Generation - Deliver & Automate Winner



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 119

Lead Generation - Deliver & Automate

The campaign increased the total demonstrations scheduled within 30 days by about 20%. The 
campaign also assisted the sales administrators in scheduling a record 78.6% of leads received 
within 90 days. The increased scheduling directly contributed to WebPT achieving the largest sales 
month in its history in June 2013.

team

Company
Ryan Anderson, WebPT
Charlotte Bohnett, WebPT
Mark Kats, WebPT
Mike Manheimer, WebPT
Ed Mulqueen, WebPT
Lyndzie Phillips, WebPT
Andy Rysdam, WebPT
Jenny Walters, WebPT
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creative samples from WeBpt’s campaign:
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Background

XpertHR is a high-value subscription offering guidance on employment law across all jurisdictions. 
After achieving great success in the first 12 years in the U.K. market, XpertHR leaped across the 
pond to branch out into the United States. 

A new sales team was established, but they were lacking leads that were familiar with the brand 
and would be integral to successfully introducing the product into a new market. The goal of this 
campaign was to target human resource professionals and in-house legal counsel and increase 
XpertHR’s database with warmer prospects. 

Prior to this campaign, XpertHR’s emails were non-targeted and distributed to the entire 
database – providing nothing but large quantities of cold data to the sales team. Rather than 
push prospects through the funnel to Sales regardless of their activity, the team decided to 
educate prospects about the product and its benefits by phasing email messages and nurturing 
leads appropriately through the marketing funnel. 

approach

The marketing team began by studying data from previous opportunities created by the sales team 
in order to identify trends in the type of prospects they were converting. 

Demographic data identified numerous audience segments, and collaboration with their editorial 
team produced an asset matrix of content such as white papers, videos, podcasts and high-value 
subscription content. New messaging was created for communication with each of the segments. 

The marketing team developed an automated email nurture program consisting of eight emails and 
three reminder emails, each containing dynamic content and options for self-selection. 

Lead Generation - Deliver & Automate Winner
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The initial email broadly demonstrated how XpertHR could help solve employment law issues while 
subsequent emails were tailored depending on which topic the receiver chose in the initial email or 
what content they viewed on the site if they chose to click through. 

Early emails consisted of soft conversion points such as content downloads, while stronger calls-to-
action, like what prospects were able to sample before purchase, helped to educate and persuade 
recipients of the benefits of buying a subscription.

If a prospect failed to respond to four emails in the communication, they were removed from the 
program and flagged to be contacted by an alternative channel. 

results 

Results from XpertHR’s lead generating campaign include:  

• 382 leads generated
• 14% conversion to opportunity against a target of 6%
• $84,938 of revenue generated, plus 58% of MQLs created date are still in progress as the 

sales cycle for this high-value subscription product is fairly long

XpertHR was also able to stop purchasing high volumes of cold data, costing as much as $20,000 per 
month. It created a digital marketing funnel for all of its prospects, helping Marketing become more 
efficient and creating a better user experience.

team

Company
Jamie Barnes, Reed Business Information
Melanie Boland, Reed Business Information
Janet Dickey-Collas, Reed Business Information
Richard Evans, Reed Business Information
Jennifer Fox, Reed Business Information
Phil Jones, Reed Business Information
Tom Pennington, Reed Business Information
Ana Suarez, Reed Business Information
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creative samples from xperthr’s campaign:
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Background

To increase attendance at the summer 2013 Gift+Home trade show, held twice a year at the World 
Market Center in Las Vegas, marketing efforts targeted active customers of trade show exhibitors in 
the gift, home furnishing and lifestyle categories. 

Active trade show customers were considered high-quality leads due to the products they purchased 
and the relationships they had with these key exhibitors.

approach

International Market Centers and its vendor worked with select trade show exhibitors in 
encouraging its active customers to register for the trade show via a series of coordinated emails 
and phone calls.

One-off email campaigns were deployed from each exhibitor to its customer lists, using both 
exhibitor-specific emails and sends containing information on all exhibitors. Exhibitor-specific 
emails, focusing on a single exhibitor and sent only to the customers that the exhibitor provided 
contact information for, concentrated primarily on that particular exhibitor’s presence at the trade 
show. 

All emails were sent during the two months prior to the summer 2013 market. Customers that did 
not open the first send were re-sent that email with a different subject line between four and seven 
days after the first send. Excluding re-sends, a total of 24 one-off emails were sent supporting the 
marketing effort: 22 exhibitor-specific emails and two summary emails featuring all exhibitors.

Summary emails were sent to all customers, but displayed exhibitor content dynamically based on 
the products they were interested in. For example, if their contact information was provided by an 
exhibitor in the lifestyle category, they received content from other exhibitors in that category.

Lead Generation - Deliver & Automate Honorable Mention
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To supplement its email campaign, International Market Centers used a vendor to conduct phone 
outreach for each exhibitor to its customer lists, as well. To boost relevancy, phone outreach was 
coordinated with the email campaign schedule to ensure that calls to customers were made on the 
day that they received their exhibitor-specific email. 

results 

The results of this effort by International Market Centers, as compared to the previous marketing 
cycle, were:

• A 73% lift in Gift+Home trade show attendance over the summer 2012 market
• A 220% increase in unique website visits during two months prior to the market, as compared 

with visits during the two months prior to the summer 2012 market
• Program emails accounted for 60% of the increase in traffic
• With every additional program email they received, leads were 68% more likely to register for 

the trade show if they also opened at least one of those emails
• 194% lift in total email-generated website visits
• 42% lift in number of website visits generated per email sent
• 548% lift in email-generated submissions of the IMC email opt-in form 

team

Company
Jon Mackin, International Market Centers
James Nail, International Market Centers
Angelia Singleton, International Market Centers

Vendor
Peter Bergen, Whereoware
Eric Dean, Whereoware
Michelle Graves, Whereoware
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creative samples from international market centers’ campaign:



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 129

Lead Generation - Deliver & Automate

http://www.MarketingSherpa.com/EmailAwards


MarketingSherpa Email Awards 2014

© Copyright 2014 MECLABS130

Lead Generation - Deliver & Automate

Background

LifeShield is the first national, professional-grade and professionally monitored wireless security 
system. Because the company is in the business of protecting what people care about most, 
personalized marketing communication is an absolute necessity. 

To achieve this desired level of personalization, LifeShield implemented sophisticated lead nurturing 
programs. The goal was to deploy sophisticated marketing programs to not only provide customers 
with individualized, relevant information, but also to drive more engagement and revenue for 
LifeShield. 

approach

LifeShield implemented several automated features to drive more personal interactions with its 
customers. Those included:

• Automated A/B tests: LifeShield uses automated A/B tests for both subject lines and “from” 
field names. The company has leveraged sending from individual sales team members, lead 
owners or from lifecycle specialists.  

• Scoring: LifeShield uses lead scoring from an individual’s first inquiry with the company, all 
the way through multiple repeat purchases. Using a behavior-based scoring model allows the 
company to treat each customer as an individual, rather than an audience.  

• Sophisticated lead nurturing: LifeShield moved from a standard drip nurture program to a 
more sophisticated strategy. The company’s lead nurture program now includes programs 
leveraging tracks and lead routes, including testing based on acquisition campaigns, driving 
different experiences based on each customer’s behaviors, leveraging the scoring model and 
sending geo-targeted emails. 

Lead Generation - Deliver & Automate Honorable Mention



MarketingSherpa Email Awards 2014

MarketingSherpa.com/EmailAwards 131

Lead Generation - Deliver & Automate

LifeShield’s emails were triggered by specific actions its customers took – delivered when the buyer 
was most engaged and interested. This not only resulted in satisfied customers, but significantly 
increased marketing ROI as well.

results 

The geo-targeted emails have been extremely successful for the company. The localized crime 
statistic email is one of the top five performing emails for open rate, clickthrough rate and 
conversion rate. Other hyper-local emails also make the top five for open and conversion rates and 
outperform non-localized emails 5X on conversions.

Sending emails from the lead owner (for example, “A note from your Security Advisor, Heather” 
versus just “LifeShield Security”) more than doubled open rates. 

A program focused on redundancy, opposed to price or technology, also propelled conversion. 
The redundancy-focused track converted leads two-and-a-half times better than the price-focused 
messages and one-and-a-half times better than technology-focused messages. 

team

Company
Heather Ata, LifeShield
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marketingsherpa email summit 2014 Wrap-up: 5 takeaWays to 
transform your email program

SUMMARY: At the ninth annual MarketingSherpa Email Summit, marketers gathered from all over 
the globe to cover philosophical marketing issues such as why do people say “yes” – a valuable topic 
even beyond the convention hall, as attendees later asked themselves why they sat down at that 
blackjack table. 

In this wrap-up article, we’ve pulled the lever and hit the email marketing jackpot from our notes 
and resources from this year’s event at the Aria Resort & Casino.

by Courtney Eckerle, Manager of Editorial Content

“What happens in Vegas … ” 

That phrase is usually an attempt to cover up lost money or dignity (usually both) on the glitzy Las 
Vegas Strip. For many marketers at MarketingSherpa Email Summit 2014, it was a point of pride – 
the rally call for evolving better marketing practices. 

“What happens in Vegas comes back to our office and benefits our customers,” according to a 
phrase tweeted by one attendee that made the rounds on #SherpaEmail. 

Las Vegas isn’t obviously associated with in-depth discussions and thought-provoking presentations, 
but it’s not just attendees who can have those Summit takeaways. 

This article will get you a seat at the most coveted table on the Strip – all of the winnings without 
the gamble. With more than 20 speakers and nearly 1,000 attendees conversing, sharing and 
collaborating, we all went home as winners. 

takeaWay #1: Break aWay from the script – discover Why people say “yes”

As Flint McGlaughlin, Managing Director, MECLABS, said in his keynote session, “Contemplation 
without action is anemic; action without contemplation is dangerous.”

Marketers need to think through every perspective. Marketers frequently, despite the best of 
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intentions, fail to see things from a customer’s perspective. 

This may be because we as marketers confuse logic with intention. Walking through a campaign, 
it seems as though you understand the move a customer will make – the trouble is, people aren’t 
often propelled by logic.

“When we think about things that motivate us, we think about objectives, goals and aspirations,” 
Dan Ariely, Professor, Psychology & Behavioral Economics, Duke University, said in his keynote 
Tuesday evening. 

However, he added you can also be driven by things that are knowingly bad for you. 

“It’s not that we don’t have goals, it’s just that they don’t really matter that much. So what is that 
gap between what we want to do and what we actually do … if you think about daily behaviors, 
there is a disconnect,” he said. 

It is possible people will take the action you want them to, Ariely said, but “it is also possible that 
people hate to do anything.”

People don’t want to deviate from our routine – when there is a much better outcome, sometimes 
the energy it takes to get there isn’t worth it, Ariely said. 

Ariely asked the audience, “How many of you have a subscription to some magazine, some channel, 
that you should have cancelled? That is the thing about small things: Tomorrow is always a good day 
to do them, and of course, tomorrow never comes.”

Marketers need to think about how we test things more broadly. Things like logic, appeal and 
reasoning are much less effective than you would think. 

When people look at your emails and say, “Let me deal with this later,” it’s not going to happen.

According to Ariely, there are two elements that are most important for reaping the benefits of 
obsessively figuring out barriers for good behavior:

• Environment
• Details

“Figure out, what are they doing? How are they looking at it? What are the chances they will take a 
different behavior?” 
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Why do defaults work?

Defaults work, Ariely said, because it is the path of least resistance. Too many choices overwhelm 
customers, and then they don’t buy. 

“When we get confused, we go for the default,” he said. 

As products become more complex, the point at which complexity overwhelms decision comes 
sooner and sooner. 

Choice architecture

There is an art in how we arrange things, what Ariely referred to as “choice architecture.” 

He gave the example of organ donor sign-up rates. Similar countries had vastly opposing numbers, 
and how it was displayed to people had a huge impact — because inherently, people are the most 
motivated to do nothing. 

Check the box if you want to participate in the organ donor program

• People don’t check the box and don’t join

Check the box if you don’t want to participate in the organ donor program 

• People don’t check the box and join

“The way the environment is being formulated for us will dictate the decisions we make,” Ariely 
concluded. 

Persuasion and influence

Noah Goldstein, Associate Professor, Management & Organization and Psychology, UCLA, spoke 
in his Wednesday keynote about persuasion, and how seemingly meaningless ideas can have a 
powerful influence. 

For instance, similarities – people look to others to guide their behavior when they are uncertain, 
even when those similarities seem meaningless. 
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People also want to act consistently with their traits, values, beliefs, commitments and previous 
actions. If you assign a person with traits, attributes, attitudes, values or an identity in line with your 
goal, they are more likely to comply. People don’t want to let down positive perceptions — label 
your customer as loyal, and they will be. 

Drawing attention to a head start can also be effective, Goldstein said, because “pointing out 
progress customers have already made on a task tends to increase their commitment to the test and 
their desire to complete it.” 

For instance, saying that a customer has “35% profile completeness” encourages them to simply 
complete the task rather than leave it unfinished. 

Goldstein also spoke on the concept of scarcity: the less available the resource, the more people 
want it. He suggested framing messages in the terms of what your audience will lose if they fail to 
act. 

“People are more affected by the idea of loss than the idea of gain,” Goldstein said, adding that 
sending “don’t lose your airline miles” is much more effective than “keep your miles.” 

“‘Waste’ is a loss frame message. Loss and wasting is much more effective than just saying ‘use 
this,’” he said. 

takeaWay #2: make suBscriBers feel like they’re part of something special

“What people perceive of our offer, that’s what it is,” said Brian Clark, Founder and CEO, 
Copyblogger Media.

To increase its email list, Copyblogger moved away from the traditional newsletter opt-in, and 
instead developed a content library that required registration. 

“A modern website is not a collection of pages, it’s a process ... which inherently creates an 
experience,” Clark said. 

The concept of access to the “My Copyblogger” space, filled with valuable and evergreen 
Copyblogger content, allowed those who registered to know that they will be constantly updated 
with new content – which is enticing, according to Clark. 

“Even if they’re not into it at the moment, there is this psychological pull that says, ‘I’ll just stay 
connected for now,’ because they don’t want to miss anything,” he said. 
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Not only did Copyblogger build up its email list by 400% with My Copyblogger registration, but 
almost one-third of all site traffic is logging in after arrival.

Calendars.com cultivates content with underutilized assets

“ESPs are not fans of our peaks and valleys of email sends,” said Marcia Oakes, Senior Online 
Marketing Manager, Calendars.com, in her morning session. 

E-commerce site Calendars.com is highly seasonal, according to Oakes, and despite sending roughly 
50 million emails per year, there is “a big portion of the year that we struggle to deliver compelling 
content.”

Her team was sending mostly promotional emails, where they were “only talking at our customers, 
not really talking with them … we wanted to evolve beyond that.” 

Oakes wanted to evolve constructively, and not only cultivate engagement in the email sphere, but 
ensure that other aspects of Calendars.com marketing benefited as well to bolster the entire brand. 

The solution was to embark on creating a newsletter, and to launch it, Oakes and her team had to: 

• Manage expectations – previous promotional emails had high revenue expectations
• Look at what resources are already available – use existing evergreen content
• Understand time expectations – create a content calendar

In this case, two main underutilized assets were found – a trademarked phrase “Flip Day,” which 
is the first day of the month when people flip their calendars to a new month, and Calendars.com 
social media content. 

Flip Day gave the newsletter a name and a brand-enforcing reason to reach out once a month, and 
social media provided the newsletter a fun voice that also put a spotlight on valuable social media 
and blog content to drive email subscribers to. 

The Flip Day newsletter produces a positive ROI (despite low conversion rates), has increased open 
rates, increased traffic to the blog and garnered positive customer feedback.

The better the campaign, the bigger the hurdles

Once the success of the newsletter campaign became apparent, Oakes and her team had to fight to 
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keep it a success by constantly adjusting. As with any new undertaking, it is difficult to anticipate 
every problem, and marketers have to be nimble. 

For instance, the Flip Day newsletter was developed in the off-season, and in-season, it caused 
messaging conflicts and concern about list fatigue. 

To solve this issue, the team tested combining Flip Day with a promotional campaign, but to poor 
results. Their real solution came by strategically selecting an audience for Flip Day, made up of 
recent purchasers who are suppressed from promotions anyway, and those who had previously 
engaged with Flip Day. 

takeaWay #3: B2B marketing does not have to Be Boring

“B2B marketing does not have to be boring. Boring is a choice,” said Christine Nurnberger, Vice 
President of Marketing, SunGard Availability Services. 

Her advice is to look outside of your industry for campaign inspiration, as long as it still answers 
“yes” to the following questions:

• Can it communicate the right message?
• Can it reach the right audience?
• Can it be communicated in a way that will resonate with our audience?

In the summer of 2013, those elements converged for SunGard, and the team launched a zombie 
apocalypse preparedness campaign. Combining email with several different elements gave 
customers further incentive and avenues to engage in. 

A direct mailing of a flash drive with “Critical zombie information: open immediately” written on it 
was sent out first, alongside emails that included an infographic on “How to build a highly available 
cloud and win the world war against zombies” and another detailing steps on how to recover from IT 
disasters.

By clicking through to enter contact information on a landing page, customers were entered into a 
contest to win a “Survival Kit” with a backpack, “World War Z” movie tickets, brochure, compass, 
flashlight and a zombie survival guide book. 

Once entering, social media was brought in and people were offered the option of sharing the 
campaign via their social media accounts – “Because friends don’t let friends get eaten by 
zombies” –  to increase the chance of winning. 
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SunGard’s campaign was shared on social media almost 2,000 times, and the email campaign 
achieved a 1.2% higher click-to-open rate among the director level. 

Be different, just not too different: Each step of the SunGard campaign linked how migrating to the 
cloud as a business option aligns with surviving the zombie apocalypse. 

By using a cultural trend to convey the importance of its service, SunGard distinguished itself. Also, 
integrating email with old standbys like direct mail and newer assets such as social media, customers 
were given every possible chance to interact. 

“Even in today’s B2B marketing and digital era, direct mail may not be as dead as zombies,” 
Nurnberger said of her takeaways, adding that leveraging social media amplified the message 
exponentially. 

Shake it up – but test changes

“I was brought in to shake it up – do something different,” said Chris Hawver, Team Leader, Americas 
Marketing, Tennant Company. 

When he arrived at Tennant, a global manufacturer of cleaning equipment, outmoded B2B practices 
were rampant, with email campaigns only conducted once a quarter, and no testing was done. 

At that time, the focus was on products, not solutions. 

“The customer was left wondering, ‘What’s in it for me?’ Cleaning the floor isn’t a revenue 
generator, it’s an expense. So solutions are key,” Hawver said. 

Tennant is a 140-year-old company, and is “highly conservative,” according to Hawver. 

It was at that point in the presentation that he took off his khaki jacket and revealed a leather 
motorcycle vest. 

“We wanted to go out and establish a best practice for Tennant, and kick some butt at the same 
time,” he said. 

The concept Hawver came up with for a new email design was “Hard core riders for hard floors” and 
“Don’t be left in the dust – the road to shiny floors is an upgrade away,” displaying two industrial 
floor cleaners and a call-to-action of “I wanna ride.” 
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No matter the roadblocks, marketers can’t promulgate and clone what was done before, but “the 
only person who likes change is a baby with a wet diaper,” he said. 

Change has to translate into results, because “numbers talk, words walk,” Hawver said. “If you can’t 
report on what you’re doing for the company, what are you doing?” 

Moderate change wins in Tennant subject line test

Hawver and his team conducted a test featuring traditional, non-traditional and hybrid subject lines:

• Traditional: Meet the NEW Tennant B10 and T12 – 26.6% open rate
• Non-traditional: Wanna Ride? Take the New T12 and B10 for a Spin – 24.9% open rate
• Hybrid: Take a Ride on the Wild Side with the New T12 and B10 – 33% open rate

The hybrid subject line, focusing on a mix of product relevance and target audience appeal, 
outperformed the traditional subject line. 

Through adding testing, Hawver and his team were able to introduce just enough change to 
transform Tennant’s email marketing. It launched 64 other solution-focused campaigns for the 
company. 

“If you don’t embrace change, then your market will lead you, not vice versa,” he concluded. 

takeaWay #4: ensure value through relevancy

IHS was doing batch and blast, and achieving lots of website traffic, but no conversions for global 
information, analytics and insight website IHS Jane’s. 

The team knew almost nothing about their customers and lists were riddled with unqualified leads. 
Their immediate issue was getting the right content to the right people at the right time, and 
providing real value instead of generalities that may or may not pique interest. 

To get the right content to the right people, marketers have to understand how it is relevant to a 
customer. IHS developed six primary personas, and after reviewing those with Sales, developed 
secondary personas for further relevance. 

“A blessing and a curse – we now have to support these six personas,” said Byron O’Dell, Senior 
Director of Demand Management, IHS. 
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Giving away content to gain interest

“When I joined IHS ... I thought, ‘Oh, I will never lack for content again,’” O’Dell said, adding he soon 
discovered that even content companies struggle with content. 

There was a scarce amount of content for people early in the buying process, who were unsure if 
Jane’s was right for them. 

“Content takes much longer to produce than technology for a multi-touch email program,” he said. 

For this early content, the team had to zoom in on the value proposition and show people what they 
would be getting.

According to O’Dell, a common company response was, “You can’t give that away, that costs 
thousands of dollars. If you give it away, we can’t sell it.” 

The reality is, he added, that if you don’t give it away, people probably won’t continue on in the 
funnel. You aren’t giving it away for nothing – you’re giving it away for interest in the company. 

“It’s not selling, it’s relevant, breaking news topics that are interesting … so we use that opportunity 
to say if you like that, you’ll probably like this,” he said, which primes people along the sales path.

Versus its batch-and-blast beginnings, IHS saw massive increases by focusing on providing relevant, 
valuable content to prime leads. A 1,112% increase in clickthrough rate was achieved on the first 
email alone, and an 83% increase in marketing’s contribution to revenue for IHS’s aerospace and 
defense division was also experienced.

takeaWay #5: learning from quick Wins

Email Summit offered many in-depth marketing stories that offer great insights into email marketing 
trends and creative campaigns. But what attendees gain that is difficult to convey in an article are 
the small nuggets of actionable takeaways. 

So this last takeaway is a few quick and actionable ideas taken from multiple presentations. 

Believe in the power of the GIF

GIFs in emails give many marketers flashbacks to the cheesy and cartoony ones that ran rampant in 
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the 1990s. 

Dave Sierk, Consumer & Small Business Email Strategist, Dell, spoke in his presentation about how 
his team resurrected the technology to display the functionality of a new product. Dell sends 1 
billion emails a year, and has one or two product launches, which are usually a new laptop.

“It’s tough to get people excited through email about a new product – it’s pretty straightforward,” 
Sierk said. 

This campaign’s particular new product, the XPS 12 Convertible Ultrabook, can convert into a tablet. 
Its functionality, however, goes a bit beyond catchy copy. 

In this case, using a quick GIF cut the amount of copy required, and most importantly, it quickly and 
clearly showcased the value of the product. 

Customers responded to the clear value proposition – the email saw a 109% increase in revenue 
compared to benchmark data from the previous year.

Go to your customers, don’t make them come to you

Sierk and his team at Dell always thought the “perfect time” to send an email was 9 a.m. But after 
collecting six months of engagement information, his team was able to score the hours at which 
people engaged the most and determine an individual optimal send time. 

For instance, “Lisa” engages at 8 p.m. more than 25% of the time – her 9 a.m. engagement score is 
zilch. By ignoring this important data, she could have been totally bypassed through enforcing a bulk 
send time. In this testing effort, Dell saw an 8.2% increase in unique clickthrough rate compared to 
the 9 a.m. control. 

Just do it – mobile or bust

Mobile, which has currently captured the majority of opens at 50% against desktop and webmail, 
according to Litmus Email Analytics, creates a lot of pressure for marketers. The mobile channel 
marketing has to follow customers throughout their entire journey, not just the email, but through 
to the landing page as well. 

“Mobile makes you take a hard look at your emails and remove things that aren’t necessary,” Justine 
Jordan, Marketing Director, Litmus, said during the responsive email design panel. 
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Brian Clark of Copyblogger also spoke on mobile responsive design in his presentation, and said that 
with responsiveness and HTML5, you can “create an app-like experience in a browser without the 
app download.” 

Elements that are mobile-experience friendly are:

• Incredible photography
• Video 
• Short but effective content

Mobile is costly and resource intensive, but “you’re losing customers by not doing it and not being 
there yet ... the best experience is going to win,” said Wacarra Yeomans, Director, Creative Services, 
Responsys, during the panel. 

creative samples

1.   My Copyblogger
2.   Calendars.com Flip Day newsletter
3.   Calendars.com Flip Day challenges
4.   SunGard disaster recovery
5.   SunGard survival kit
6.   SunGard social media
7.   Tennant email #1
8.   Tennant email #2
9.   IHS personas
10. Dell Ultrabook
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related resources

B2B Email Marketing: How a publishing company used marketing automation to increase CTR 
1,112% – Email Awards 2014 Best in Show, Lead Generation 

Email Marketing: E-commerce site increases online ticket purchases by 66% with relevant content – 
Email Awards 2014 Best in Show, E-commerce 

MarketingSherpa Email Summit 2013 Wrap-up: Top 5 takeaways for email marketers

Marketing Automation: Key challenges a global information company overcame to transform from 
batch and blast to persona-driven email marketing

Email Marketing: Copyblogger’s email list grows by 400% using free paywall to access 
“MyCopyblogger” content
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aBout the marketingsherpa email aWards

In connection with the annual MarketingSherpa Email Summit, the MarketingSherpa Email Awards 
are presented to marketers who reap solid results. Through days of deliberation and review by 
the judging panel, entries are singled out that display creative transformations with transferable 
principles that can inspire other marketers. 

This year, the judges reviewed 106 entries from North America and Europe. The winning 
campaigns feature marketers who turned challenges into opportunities, and opportunities into 
accomplishments. Comprised of those below, the MECLABS judging panel has made email marketing 
a passion, and set out to showcase those who went above and beyond to serve their email list.

Pamela Markey, Senior Director of Marketing, MECLABS
Pamela Markey builds strategic partnerships, plans promotional 
initiatives, and is responsible for Applied Research communication- 
and marketing-related activities. If it impacts a MECLABS brand, it goes 
through her. Before joining the team in June 2009, Markey worked for 
seven years as a wireless marketing manager at Bell Canada, during 
which time she managed campaigns for the Solo Mobile and Bell Mobility 
brands. Her work has been recognized at Cannes, the CLIOs and the 
Canadian Marketing Awards among others. Markey started her career 
as a marketing intern at Microsoft while completing her bachelor of 
commerce degree at Dalhousie University.

Brandon Stamschror, Senior Director, Operations, MECLABS
Brandon Stamschror is a co-founder of InTouch (now the MECLABS Leads 
Group) and a former partner at iNETech, Inc. From early operational 
positions with 3M and functional financial experience at iNETech, 
Stamschror has become the key driver of all operational processes 
and support teams that execute the Leads Group client engagements. 
Stamschror has more than 12 years of experience managing 
teleprospecting and lead generation teams across dozens of industries 
and solutions. Stamschror collaborated with Brian Carroll on his book, 
Lead Generation for the Complex Sale (McGraw-Hill, 2006). Stamschror 
earned his B.S.B. in operations management from the Carlson School at 
the University of Minnesota.
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Daniel Burstein, Director of Editorial Content, MECLABS
Daniel Burstein oversees all editorial content coming from the 
MarketingExperiments and MarketingSherpa brands while helping to 
shape the editorial direction for MECLABS – working with our team of 
reporters to dig for actionable information while serving as an advocate 
for the audience. Burstein is also a frequent speaker and moderator at 
live events and on webinars. Previously, he was the main writer powering 
MarketingExperiments publishing engine – from Web clinics to Research 
Journals to the blog. Prior to joining the team, Burstein was Vice President 
of MindPulse Communications – a boutique communications consultancy 
specializing in IT clients such as IBM, VMware and BEA Systems. 
Burstein has 13 years of experience in copywriting, editing, internal 
communications, sales enablement and field marketing communications.

Justin Bridegan, Former Senior Marketing Manager, MECLABS
Justin Bridegan was the senior marketing manager for MECLABS and  
oversaw the product marketing for all conferences, events and 
publications. He has more than eight years of experience in marketing  
to the software training industry, printing industry and marketing 
professionals. As one of the contributing authors of the MarketingSherpa 
2011 B2B Marketing Benchmark Report, he regularly spoke at Summits 
and webinars. Bridegan specializes in creating, planning and implementing 
new marketing techniques across the industry.

Courtney Eckerle, Manager of Editorial Content, MECLABS
With a focus on inbound and email marketing, Courtney Eckerle’s goal 
is to produce clear, interesting and actionable external content for 
MarketingSherpa readers. She earned her bachelor of arts degree in 
English literature, mass communications and film studies from Saint 
Mary’s College in Notre Dame, Ind. She has worked as a writer and 
sports photographer for The University of Notre Dame Observer, and 
was a collegiate correspondent for USA Today College prior to joining 
MECLABS.
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