





2013 Email Marketing Benchmark Report HIGHLIGHTS

* The volume and reach of email being sent
 Cultural, technical and regulatory factors that will affect email marketers in the coming year
» The changing perceptions of email marketing in organizations

* The ROI of emall as a marketing channel

« Email’s role in, and share of, marketing budgets for 2013

* The primary email goals and challenges facing marketers in the coming year

« Marketers’ involvement with tracking, analyzing and/or reporting email metrics

» The types of email marketing metrics tracked by surveyed organizations

» Average rates for selected email marketing metrics

* The types of automated email messages deployed by organizations

e Email list growth trends from 2012

» Expected emall list growth tactics for 2013

» The difficulty and effectiveness for various list growth tactics

» Tactics used to increase and improve email engagement and deliverability

» The effectiveness of different email send times

» Other marketing channels integrated into email programs
e Customers’ mobile email adoption

« Email optimization techniques and testing practices
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2013 Email Marketing Benchmark Report EXECUTIVE SUMMARY

Welcome to the 2013 Email Marketing Benchmark Report. Inside, you will find the latest, most
thorough collection of email marketing data and insights we’ve offered to date.

As has been discussed numerous times in MarketingSherpa articles, blog posts, Special Reports
and Benchmark Reports, email is a venerable tactic that is often dismissed as being too
rudimentary for today’s focus on real-time information. Yet, email continues to endure, and even
thrive, under such scrutiny, continually proving its worth through better delivery practices, more
advanced design, and strategic integration with other channels.

With the growth of HTML-5 video email, more sophisticated triggered sends, and better email
Implementation into mobile platforms, this “tried and true” tactic is not only surviving, but
evolving to serve marketers’ needs.

We are excited to bring you MarketingSherpa’s annual email benchmark study in our new,
streamlined PowerPoint presentation format. For those who have not yet experienced these
changes in our publications, our goal is to allow you to take these slides and use them for your
own email marketing efforts, adapt these findings to your own planning, and make the best
possible decisions for your needs.
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2013 Email Marketing Benchmark Report EXECUTIVE SUMMARY

Additionally, as has become standard in our publications, we have included questions asked by
our authors when viewing these charts. We encourage you to answer these questions when
reviewing the data, and ask your own in public forums, to broaden the scope of this research,
and to better learn from your peers.

We hope you find this streamlined delivery more helpful for your email marketing in the months
and years to come. As always, we look forward to hearing about your success.

Best,
The MarketingSherpa Team
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Email is no longer limited to computers and workstations

What new developments will affect your email marketing program in the next 12 months? Please select all
that apply.

Pervasiveness of mobile smartphones and
tablets

58%

o 7%

Social media

Use of engagement metrics by webmail
clients to deliver and place messages in
users' inboxes

40%

29%

Location-based marketing

20%

Modifications to privacy policy regulations

10%

Gamification of marketing programs

Cyber attacks on corporate and ESP
subscriber databases

TAKEAWAY #1

Other
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Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo mar |<e1' 1N g Sherpa

Methodology: Fielded December 2012, N=1,095 14



Email produces ROI, which is affecting budgets aa

Which statement best describes your organization's perception of email marketing's ROI (return on
investment) at budget time?

Email marketing is producing a RO 60%

Email marketing will eventually produce a ROI

Email marketing is unlikely to produce a ROI

TAKEAWAY #2

Other - Write a response below

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo Mar |<e1' N g Sherpa

Methodology: Fielded December 2012, N=957 15



Email produces ROI, which is affecting budgets aa

Which statement best describes your organization's perception of email marketing's ROI (return on
investment) at budget time?

crmail marketng. | 64%
W0, 2% 24% 69%
SEO/paid search/Google Adwords [ [2AY/ NI L/ 20% 58%
oniine aispay aos - [ECKZIMNELE 27% 51%
Television/Radio ads 59% 11% 23% 7%
Prouct plcement 70% 6%  19% 4%
m Not applicable or dont know m Percentage will decrease m Percentage will not change m Percentage will increase

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo Mar |<e1' N g Sherpo

Methodology: Fielded December 2012, N>821 16



Marketers are tracking the standard email metrics... but they may be =

overlooking some important ones
Are you involved with tracking, analyzing or reporting on email metrics for your organization?

TAKEAWAY @

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo Mar |<e1' N g Sherpa

Methodology: Fielded December 2012, N=698 17




Email lists are growing, albeit slowly... and difficulty of list growth €

tactics may be the culprit
Which statement best describes your organization's email list growth trend for the past 12 months?

Very positive, our list is rapidly growing 1 7%

Somewhat positive, our list is slowly
growing

Neutral, the gains balance out the losses

Somewhat negative, our list is slowly
shrinking

TAKEAWAY #4

Very negative, our list is rapidly shrinking

Methodology: Fielded December 2012, N=602 18

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo mar |<e1' 1N g Sherpa



Email lists are growing, albeit slowly... and difficulty of list growth €

tactics may be the culprit

Please indicate the degree of DIFFICULTY (time, effort and expense) for each of the email list growth tactics
your organization is using.

SO 100, 6% 40% 35%
50% 204 40% 9%

Online events 28% 3% 41% 29%
Facebook registration page 2 9% 4 5% 2 4% 2%
Email to a friend 58% 5% 27% 9%

Blog registration page 48% 36% 12% 4%
coregsuatonprogans [ TEETIELL 28Y% 49%
m Very easy m Somewhat easy m Somewhat difficult m Very difficult

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo mar |<e1' 1N g Sherpa

Methodology: Fielded December 2012, N>47 19



Marketers are integrating email with other channels... but mobile is (gl

presenting a problem
Which marketing channels does your organization integrate with your email program?

Website 75%
Social media 56%
Events (e.g. tradeshows, webinars) 40%
slogs 35%
SEO/ PPC 31%
Direct mail 29%
Mobile 21%
Print/catalog 16%
Public relations 15%

Teleprospecting 13%

SMS (text) 8%
In-store advertising 6% TAKEAWAY #5

Broadcast 4%

Outdoor advertising

N

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo Mar |<e1' N g Sherpa

Methodology: Fielded December 2012, N=579 20



Marketers are integrating email with other channels... but mobile is (gl

presenting a problem
Are you designing your emails to render differently on mobile devices?

Source: ©2013 MarketingSherpa Email Marketing Benchmark Survey éo Mar |<e1' N g Sherpa

Methodology: Fielded December 2012, N=145 21
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