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Foreword

The first pan-European Email Marketing Benchmark Survey
Foreword by Alastair Tempest, Director General, Federation of European Direct Marketing.

We are delighted to bring you this Executive summary of the very
first pan-European Email Marketing Benchmark Survey. This is
sampled from clients directly and Email Service Providers (ESP),
comprised of 464 end users and 75 email service providers (ESPs),
with respondents operating across 16 European countries. There is
broad representation from across sectors and size of organisations.

The Survey published by FEDMA contains 31 charts. In addition
there is a 102 page report on the legal situation in 22 countries.
Full copies of the Survey are available on request from FEDMA .

We would like to thank in particular the sponsors, and the
national Direct Marketing Associations who helped us prepare this
Survey, and we hope that we will be able to build on the results
to attract more respondents over the coming years.

If you see any errors, or have suggestions please let us know so
that we can improve the study in the future.

et t—

Alastair Tempest, April 2010
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Executive Summary

Email marketing benchmark survey overview

As the survey shows, over the last decade email marketing has grown from being a discrete marketing
activity, delivering exceptional rates of return, to a connected part of an organisation’s overall marketing
mix.

Today it is rare for an organisation not to employ email marketing as a prime channel, whether for
acquisition, list building, lead generation, nurturing, customer management, up and cross sell, retention
marketing or win-back programmes.

Inevitably as its use has become embedded as an essential part of any customer communication or
engagement strategy, and email volumes have rocketed, its effectiveness for acquisition marketing in
particular has moderated. Notwithstanding it is proving a phenomenally successful marketing channel in
the hands of responsible practitioners, and the vast majority of organisations now use email as a key
communication channel.

Which of the following groups are you primarily marketing to?
Both businesses
and consumers;

28,0%

Only businesses;
56,2%

Only consumers;
15,8%
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Years practised

Yet the average length of time that respondents to the benchmark report have been deploying email
marketing is just over 5 years, ranging from 3 1/2 to just under 7 years. So for many practitioners it
is a relatively new medium.

How do you handle your email marketing efforts from start to finish,
from a production perspective?

40,9% OEverything done in house

B We outsource everything

OMix of internal and outsourcing

2,3%

The insight challenge

Is this a determinant factor behind the extent to which end user practitioners are able to measure or
report results? Whilst everyone polled knew what volume of email had been sent, and most knew
what their open rates were, a quarter of end user respondents were unable to report hard bounce
and opt out rates, and almost a third could not say what the conversion to sale was from their sales
and product/ service information campaigns.

A quarter of email marketing practitioners still do not personalise, which also suggests that among
that group, limited segmentation and targeted list selection takes place. This will need to change if
email marketing is to justify continuing increased levels of investment based on performance due to
rising market activity levels.

With 56.7% of end users undertaking email marketing entirely in-house, there is a parallel need to
apply more rigorous analysis; and as marketing departments find themselves increasingly stretched
in an increasingly challenging world, they may well need to reconsider outsourcing key aspects of

their email marketing operations.

Ranked 1 2 3 4 5
Drive web traffic 15.7% | 22.7% | 27.3% | 16.3% 18.0%
Direct sales 32.9% | 22.2% | 10.5% | 12.0% | 22.4%
Lead generation 29.1% | 22.4% | 20.6% 18.2% 9.7%
Brand awareness 15.7% 21.9% | 22.2% | 26.5% | 13.7%
Support other marketing
communications 9.5% 12.7% 19.6% 24.8% | 33.4%
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Executive Summary

Email marketing growth prospects
Email marketing activity levels are set to continue to grow, and campaigns are likely to proliferate.

72.3% of respondents plan on sending out more marketing emails, and practically no one expects to
do less. Yet opt out rates as a proportion of total volumes are expected to hold steady. This assumes
at least as much or better targeting in spite of the higher volumes.

We are trying to get a prediction of marketing spend for your email marketing in
2010. Do you think it will increase or decrease for your organization over the
next 12 months?

Decrease; 3,0%

Neither increase n
decrease; 30,8%

Increase; 66,2%

A number of factors are driving these growth trends:

* Newsletter activity is generally undertaken monthly, reflecting a one size fits all approach. With
a likely future trend towards greater targeting will come dynamic content ordering and other
data driven personalisation reflecting transactional history, preferences and demographics, and
a 1 to 1 approach to customer management via email.

» Email marketing is gaining a greater share of the marketing wallet along with other forms of
digital media, at the expense of traditional advertising and offline media, due to immediacy of
results (notwithstanding the considerable scope for improving performance measurement).

» Driving sales is the main motivation for using email marketing, along with lead generation and
driving web traffic. A lot of that activity is specifically in support of new customer acquisition.

*  Whilst that will continue, expect the biggest growth over the next year to come in customer
management cross and up sell programmes.

» Email marketing’s expanding role within integrated marketing campaigns, lead generation, social
media and customer management programmes shows that it is ripe for further growth as more
sophisticated consumer engagement rule sets are defined and applied that reflect buyer and
customer behaviour; and permit practitioners to act upon it quickly.

Key growth factors/ inhibitors

Continued growth may well be anticipated and planned for by the majority of respondents, but it
should be assumed at any cost. The future growth - and health - of email marketing will depend on
some key factors:

» Better targeting and the use of properly permissioned and managed customer information
databases; the relevancy of campaigns and careful application of local/ EU laws.

» Careful stewardship of customer information databases, and developing its use further into the
consumer/ buyer engagement process. The impetus to increase volume and activity can only be
successfully achieved where it remains engaging.

» Delivery to inbox, which will be increasingly seen as a barrier to overcome, especially in B2C.

Executive Summary - FEDMA Pan European Email Marketing Benchmark Report First edition 2010
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Deliverability and IPR

Whilst Deliverability rates are expected to improve or remain the same, this raises a key question of
how deliverability is measured. Most practitioners will determine deliverability as delivery to
Internet or to mail server as the primary measure, but delivery to inbox or Inbox Placement Rate
(IPR) is being seen as an increasingly key metric.

IPR is tied in with reputation. If reputation is poor, acquired through issues like indiscriminate use or
poor targeting, large groups of consumers belonging to the same ISP domain, for example, such as
GMail or Hotmail will not receive bulk email from that source into their inbox. It is estimated as a
much as 7% of email marketing campaigns go missing, which historically has not been accounted for.

Strategic vs tactical

End users overwhelmingly believe email marketing to be strategically important, but that belief is
yet to translate into a strategic approach around execution. Poor visibility of conversions to sale and
conversions to action, and the lack of testing around aspects such as creative templates and
frequency suggests there is much more critical measurement and insight needed.

ESPs support this view, characterising end users as much more focused on tactical vs strategic use of
email marketing, according to the DMA UK benchmark survey Q3 2009. That survey also highlights
just 38% of email marketing driven by some data, and only 16% whose content is driven entirely by
data.

Compliance

Just 7% of end users polled lacked confidence in their compliance with legislation, with B2B
organisations twice as concerned by this issue compared with B2C organisations. Nonetheless there is
some evidence that in certain countries tougher regulation significantly holds back companies from
undertaking acquisition marketing based on concerns of strict legal compliance.

A full 102 page report on the legal requirements in 22 countries completes the Email Benchmark
Survey. This shows the considerable legal differences that exist between the European national laws,
despite the supposed “harmonization” of national regulations by the European Union. In particular,
there are wide differences in the local interpretation of the concept of “soft opt-in” for email
marketing. This principle in the EU directive is supposed to allow a marketer to email a customer,
whose email address has been given “in the process of sale”, without having to get any further opt in
(the customer always has the right at any time to opt out). But the national variations on this
principle vary greatly which make it impossible for an email marketer which is established in many
EU states to follow the same legal procedures.

How confident are you that all of your email marketing activities are in
compliance with legislation in your country and in any other country you are
marketing to?

Not confident at all;

6,9%
Rather confident; Very SC;"Lf:/dent;
35,7% ) 1/0
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Email marketing uses

Newsletter and related customer management activity is likely to be a key growth area over the next
12 months, with the growing recognition that email marketing is especially well suited to these
applications. This is reflected in the difference in click through rates between newsletter and sales
or product/service information campaigns, which average 17% higher.

Nearly three-quarters of end users deploy email marketing for sales or related campaign activity.
Open rates typically range 10%-25%. Unsurprisingly, sales and product/ service information
campaigns generate conversion to sales 4x better than newsletters or customer surveys.

53% of respondents do not use email marketing for customer or product (development) surveys.
Where they do, they experience excellent results.

The majority of companies do not use email marketing for win-back campaigns following the loss of
customers. The minority of respondents who do use email for win back, have experienced excellent
results, with conversion to sale or action of between 2% and 5%.

Nor do they systematically use transactional emails for cross and up selling.

In both cases here are clearly opportunities missed, which once again suggests that email marketing
is deployed typically as a series of standalone activities, in some cases integrated with online, but
generally not implemented as an end-to-end programme or integrated with other customer channels.

ESP reported Average delivery rates

Average delivery rates of end user client organisations using ESP platforms are reported in the region
of 86-100%. These effectively are acceptance rates, that is a calculation based on number of emails
delivered to the Internet less the bounces. As highlighted earlier in the report, it does not take into
account missing emails that go to spam folders or do not make it into the inbox (and where no
bounce codes are received back from ISPs).

Average delivery rates

23%

O Replied an average delivery rate of 86-90%

M Replied an average delivery rate of 91-95%

61% 16% O Replied an average delivery rate of 96-100%
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ESP reported Hard bounce rates

If hard bounce rates are a primary measure of list quality, there is scope for improvement in email
data quality, with 15% of all campaigns seeing hard bounce rates of more than 7%, and a further 20%
experiencing hard bounces of between 3%-7%.

Compared to end user respondents, results favour those campaigns conducted exclusively via ESP
platforms.

ESP reported Click through rates

Click through rates, indicating how effectively the email is engaging with the buyer or consumer,
predominantly (61%) fall within the broad range of 4-20%. Within that broad range, the tightest
distribution reported by ESPs falls into the 4-8% range. This broadly correlates with the click through
rates reported by end users.

ESP reported Open rates

Open rates reported were across a very wide range, and reflect the varying performances of
individual campaigns. There is no discernable country pattern within ESPs. This goes to show that
that campaign design, the ability to engage the consumer/ buyer and cut through the inbox clutter,
is paramount.

Practitioners would do well to test more rigorously each element of an email campaign, beyond the
generally adopted focus on subject lines, sender name, time of day and week, and spam filter
scoring.

EPS Average opt-out rates

Opt-out rates are a primary measure of relevancy. 18% of respondents reported average opt out
rates of 1.5%-3%, but most (76%) were less than 1%. 26% of end users were not able to say what their
average opt out rates were, whilst 57% experienced rates of less than 1%.

The results are considerably better than the end user ones (of the end user sample 57% of
respondents did not outsource, either in part or whole).

Average opt-out rates

12% 21%

6%t

@ Replied 0-0.11%

M Replied 0.12-0.25%

O Replied 0.26-0.50%
12% O Replied 0.50-1%

M Replied 1.1-1.50%

@ Replied 1.50-2%
~15% M Replied 2.1-3%
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Volume predictions for 2010-04-07
Email marketing is poised for strong growth this year, at the expense of traditional offline channels.

19% of the respondent ESP base expect their clients to increase volume of email marketing between a
quarter and a half year on year, a continuation of the shift from offline to digital channels.

Volume increase for the next 12 months

Replied
75.1-100% Replied
(3%) 100.1-150%
(3%)
Replied
50.1-75%
(8%)

Replied Replied
25.1-50% 0-15%
(19%) (50%)

Replied /
15.1-25%

17%)
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DMAs who contributed to the report

Austria

Dialog Marketing Verband Osterreich
(DMVO)

Heumiihlgasse 11

1040 Vienna

AUSTRIA

Tel: +43 1911 43 00

Fax: +43 1 911 2972

E-mail: office@dmvoe.at

Website: www.dmvoe.at

Belgium

Belgian Direct Marketing Association
(BDMA)

Noordkustlaan 1

1702 Groot-Bijgaarden

BELGIUM

Tel: +32 2 477 1797

Fax: +32 2 479 0679

E-mail: info@bdma.be

Website: www.bdma.be

Croatia

CRODMA

C/0 Kompass Info Doo
Langov trg 4

HR -10000 Zagreb

Tel: +385 1 489 3300

Fax: +385 1 489 3310
Website: www.kompass.hr

Czech Republic

Asociace Direct Marketingu a
Zasilkového Obchodu (ADMAZ)
Senovazné namésti 23

110 00 Praha 1

CZECH REPUBLIC

Tel: +420 222 241 386

Fax: +420 222 241 387

E-mail: info@admaz.cz
Website: www.admaz.cz

Denmark

Danish Direct Marketing Council
Nordre Fasanvej 113-115

2000 Frederiksberg

DENMARK

Tel: +45 38 11 87 87

Fax: +45 38 11 87 47

Email: ft@direction-marketing.com
Web: www.dmklubben.dk

Finland

Finnish Direct Marketing Association
(ASML)

Bulevardi 44

00,120 Helsinki

FINLAND

Tel.+358 207 699 811

Fax +358 9 6121039

Email: info@asml.fi

Website: www.ssml.fi

France

Union Francaise du Marketing Direct
(UFMD)

60 rue La Boétie

75008 Paris

FRANCE

Tel: +33 1 42 56 38 86

Fax: +33 14563 91 95

Website: www.ufmd.org

Germany

Deutsche Dialogmarketing Verband
(DDV)

HasengartenstraBe 14

65189 Wiesbaden

GERMANY

Tel: +49 611 97 79 30

Fax: +49 611 97 79 3 99

E-mail: info@ddv.de

Website: www.ddv.de

Greece

Hellenic Association of Communications
Agencies (HACA)

7, Ypereidou Street

105 58 Athens

GREECE

Tel: +30 210 3246 215

Fax: +30 210 3246 880

E-mail: edee@edee.gr

Website: http://www.edee.gr/

EPAM c/o Telemarketing S.A
56, D. Solomou Street
GR-14234 Athens

Greece

Tel: +30 211 211 5104

E-mail: epam@telemarketing.gr
Website: www.telemarketing.gr

Hungary

Direkt Marketing Szovetség (DMSZ)
Tuzér u. 39

H-1134, Budapest

HUNGARY

Tel.: +36-1-413-6397

Fax: +36-1-342-0536

E-mail: info@dmsz.hu

Website: www.dmsz.hu

Ireland

Irish Direct Marketing Association (IDMA)
8 Upper Fitzwilliam Street

Dublin 2

Tel: +353 1 661 0470

Fax: +353 1 830 8914

E-mail: info@idma.ie

Website: www.idma.ie

Italy

AIDIM-Associazione Italiana per il Direct
Via M. Gioia, 70

20125 Milano

ITALY

Tel: +39 02 2901 4157

Fax: +39 02 2901 3172

E-mail: info@aidim.org
Website:www.aidim.org

Latvia

Latvian Direct Marketing Association
International Airport "Riga" 30/6
1044 Riga

Latvia

Tel: +37167509060

Fax: +371 67509065

Email: fanija.sitca@mailmaster.lv
Website: http://www.ltma.lv/

Netherlands

Dutch Dialogue Marketing Association
(DDMA)

W.G. Plein 507/508

1054 SJ Amsterdam

Postbus 12408; 1100 AK AMSTERDAM,
THE NETHERLANDS

Tel: +31 (0)20 - 452 84 13

Fax: + 31 (0)20 - 452 83 95

E-mail: info@ddma.nl

Website: www.ddma.nl

Norway

Norsk Direkte Markedsfering Forening
(NORDMA)

Postal Address: PO Box 150, Oppsal.
0619 Oslo

Visiting Address: Olaf Helset vei 6,
Growth Center - Skullerud

Tel. +47 22 6270 17

Fax: +47 22 62 70 11

E-mail: post@nordma.no

Website: www.nordma.no

Poland

Stowarzyszenie Marketingu
Bezposredniego (SMB)

Stowarzyszenie marketingu
Bezposredniego; ul. Wybieg 21 (wejscie
od ul. Stonecznej) 00-788 Warsaw

Tel. +48 22 / 849 35 00

Fax +48 22 / 848 89 41

E-mail: info@smb.pl

Website: www.smb.pl

Portugal

Associacdo Portuguesa de Marketing
Directo, Relacional e Interactivo (AMD)
Estrada de Queluz 91

2794-100 Carnaxide

PORTUGAL

Tel: +351 21 436 67 27

Fax: +351 21 436 78 45

E-mail: amdportugal@amd.pt
Website: www.amd.pt

Romania

Asociatia Romana de Marketing Direct
(ARMAD)

Intrarera Ghioceilor Nr. 11

Sat Petresti, Com. Corbeanca Jud. IIfov
; 031911 BUCURESTI; ROMANIA

Tel: +40 723339983

Fax: +40 318164263

E-mail: armad@armad.ro

Website: www.armad.ro

Slovenia

Zdruzenje za Direktni Marketing
Slovenije (ZDM)

Tabor 5a

1380 Cerknica

SLOVENIA

Tel: +386 1 7090 777

Fax: +386 1 7090 779

E-mail: info@zdms.org
Website: www.zdms.org

Spain

Federacion Espaiola de la Economia
Digital (FECEMD)

Avenida Diagonal, 437, 5% 1*

08036 Barcelona; SPAIN

Tel: +34 93 240 40 70

Fax: +34 93 201 29 88

E-mail: fecemd@fecemd.org
Website: www.fecemd.org
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Sweden

Swedish Direct Marketing Association
(SWEDMA)

David Bagares Gata 3

111 38 Stockholm

SWEDEN

Tel: +46 8 534 802 60

Fax: +46 8 534 802 61

E-mail: direkt@swedma.se

Website: www.swedma.se

Switzerland

Schweizer Direktmarketing Verband
Postfach 616

8501 Frauenfeld

Switzerland

Tel: + 4152 721 61 62

Fax: +41 52 721 61 63

E-mail: info@sdv-asmd.ch

Website: www.sdv-asmd.ch

Turkey

Turkish Direct Marketing Association
Vefa Bayiri Sokak

Sisik Han N°: 22 Kat: 5

Gayrettepe; 34394 Istanbul; Turkey
Tel: + 90 212 212 8537

Fax: +90 212 212 8538

E-mail: ayca.aytac@dpid.org.tr
Website: www.dpid.org.tr

United Kingdom

The Direct Marketing Association (DMA
UK)

DMA House; 70 Margaret Street
London W1W 8SS

UNITED KINGDOM

Tel: +44 20 7291 3300

Fax: +44 20 7323 4426

E-mail: info@dma.org.uk

Website: www.dma.org.uk
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About FEDMA

FEDMA, the Federation of European Direct and Interactive Marketing, represents the sector in all its forms at
European level. FEDMA's objectives are to protect and promote the direct and interactive marketing sector
by creating, through representation, self-regulation and information, acceptance of, and confidence in,
direct and interactive marketing within a healthy commercial and legislative environment in which the sector
can profitably operate and develop. Representing the interests of over 18,000 companies, FEDMA is the single
voice dedicated to building the business of cross-border direct and interactive marketing, through its vast
network of businesses within and beyond Europe. All our members enjoy a wide range of services.

FEDMA's Mission Statement

Today, direct marketing strategies (via mail, email, telephone, mobile, Internet and direct response) are an
essential tool for companies to approach, inform and retain customers, as well as providing customer
relationship services.

The development of sophisticated databases, telemarketing and e-marketing has made direct marketing
increasingly popular as a marketing strategy and has encouraged strong investment.

FEDMA'’s task is dedicated to building the business of cross-border direct marketing, by promotion, protection,
information and best practices.

FEDMA's mission is to:

the European direct and interactive marketing industry and the interests of our members. FEDMA aims to
encourage the European institutions to ensure a healthy commercial and legislative environment within
which the industry may prosper.

the European direct and interactive marketing industry towards governments, media, businesses,
consumers; to encourage the growth and profitability of our members and support the further development
of direct marketing as a marketing strategy .

members, governments, media, businesses, and consumers about the European direct and interactive
marketing industry, and encourage education and training for the sector.

FEDERATION OF EUROPEAN DIRECT

v AND INTERACTIVE MARKETING

Contact Details

Federation of European Direct Marketing
439, Avenue de Tervuren, B-1150
Brussels
Tel: +32 2779 42 68
Fax: +32 2 779 42 69
E-mail: info@fedma.org
Web: www.fedma.org


http://www.fedma.org/index.php?id=359757
http://www.fedma.org/index.php?id=359757
http://www.fedma.org/index.php?id=363675
http://www.fedma.org/index.php?id=363677

FEDMA email marketing benchmark study
- Order form -

FEDMA published the first ever Pan European Email Marketing Benchmark! The FEDMA email marketing
benchmark study is a unique initiative which measures and benchmarks the quality of pan-European email
marketing. The study will run on an annual basis.

The study is divided into three parts: a section benchmarking marketers’ (clients) results; a section
benchmarking Email Service Providers’ (ESPs) results; and a comprehensive overview of the legal issues which
impact on email marketing in Europe. The report provides detailed and up to date guidelines on data protection
and regulations in 23 countries. The clients’ and ESPs’ sections looks at volumes, open rates, bounce rates, opt-
out rates, delivery rates, click through rates, frequency, purposes, forecasts, based on main segments that
utilise the email marketing communication channel. Both marketing to business to business, and business
consumer communication are covered.

This project is kindly sponsored by Alterian, the international provider of an Integrated Marketing Platform.

Yes, we are a FEDMA member and would like our free copy of the executive summary.
(please complete your details below)

Yes, we are a FEDMA member and would like a full copy of the benchmark report for 349 Euros

Non FEDMA members
Please send me a full copy of the report for 1,200 Euros.

Yes, | would like to know more about FEDMA membership

Name:

Company:

Address:

Country:

Telephone Fax:

Email:

439 Avenue de Tervuren, 1150 Brussels, Belgium; Tel: +32 2 779 42 68; Fax: + 32 2 779 42 69
info@fedma.org; www.fedma.org

FEDMA bank account at: ING 310-1658942-37

& FEDERATION OF EUROPEAN DIRECT
AND INTERACTIVE MARKETING
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