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E-Mail Lists: Tools for One-to-One Marketers





By Al DiBlasi





As business models evolve to accommodate direct sales (a great example is Dell Computer), it is evident that postal and E-mail lists will continue to play a critical role in our "one-to-one" economy.  To most of us, E-mail is the newest medium that we, as Direct Marketers, are integrating into our direct marketing mix.  Let’s explore several key points when using this medium to drive web-site traffic and generate direct sales.





Check permissions – with respect to an individual’s privacy, it is important to rent permission-based E-mail lists. Since the web acts as primary collection point for E-mail addresses, take the time to confirm that opt-in/opt-out language is clearly displayed on the site. For example, ‘From time to time, we will share E-mail information with vendors who offer products and services that may be of interest to you.  If you would like to participate in this program, click here."





Check Recency – E-mail addresses change rapidly, especially those with secondary level domains associated with free services such as Yahoo and Hotmail. While your initial inclination may be to test wide, consider testing E-mail lists using recency, if available.











If your results are profitable, then you can test deeper into the file using broader recency ranges.  Only a few E-mail lists offer recency at this time. As E-mail lists develop with more selection criteria, recency will most likely become a standard select.





Know where you are mailing – while E-commerce is a part of our global economy, your sales and fulfillment systems may only accommodate U.S. customers.  When you are ordering E-mail lists, make sure to explicitly request U.S., Canadian and/or Foreign addresses as needed.  If the rental file does not contain physical address information, E-mail data can be constrained via the primary level domain, which is represented by the text after the last dot in the E-mail address. For example, primary level domains for the U.S. include ".com", ".net", ".org", ".gov", and ".edu".  Canadian addresses typically end in ‘.ca’ with the balance representing international data.  While this methodology is not absolute, it certainly gets you closer to the target.





Strategically schedule your mailings – you may want to schedule your E-mail transmissions so that prospects will receive your offer Tuesday through Thursday.  This helps capture added mindshare by avoiding the Friday afternoon mail-purge or the Monday morning mail-purge from messages accumulated over the weekend. 








Avoiding the holidays makes sense as well, however, since there are no absolute rules, consider performing tests on profitable list/copy combinations to see if there is any significant boost in response rates.





Using ‘FREE’ in the subject line – while ‘FREE’ is certainly an effective keyword in a direct mail package, it has been considered a delete trigger by many E-marketers. The more robust E-mail client programs allow recipients to filter mail by specific keywords, automatically moving or deleting messages that meet certain criteria. Consider testing the word ‘FREE’ against a personalized subject line (i.e. ‘Special offer for John Smith’), if the first and last name is available, or other subject lines.





Format your message for easy reading – keep subject lines to a maximum of forty characters, as the default window settings for most E-mail clients will truncate the view past that amount.  Line length in the message should be no more than sixty characters, ending with a carriage return.  You want to keep formatting so that the ‘least common denominator’ of E-mail clients will cleanly display your message.  If you are composing your message in Microsoft Word, remember that special modifiers such as bold, italic, tabs, or centering are typically ignored.  Compose your message using a mono-space font such as Monaco so you can accurately align indented or bulleted text by inserting an equal amount of spaces.  Centering is best done by calculating the number of needed spaces based on a line length of sixty characters.





Sending AOL enhanced messages – check with your List Broker to see if the transmission company can stratify the E-mail rental file into AOL and non-AOL secondary level domains.  If so, you may consider having a modified message for AOL users that embeds standard HTML code around URL’s and E-mail addresses so that they are viewed as clickable links.  This makes it easier for prospects to jump to your web page or respond to a specific E-mail address.











Carefully plan the ‘FROM’ line in your message – in most cases, the ‘From’ line is set so that your message comes from the List Owner.  In some cases, the List Owner will allow you to customize the ‘From’ line.  You should suggest keyed text that appears to the left of the "@" symbol, using the transmission companies domain to the right of the "@" (i.e. mycompany_offer1@xyztransmission.com).  With this, hard and software bounces as well as replies will be received by the transmission company for parsing and warehousing.  If you specify the ‘From’ line to reflect your company’s domain, be prepared to directly receive bounces as well replies.  Check with your IT group to see if they are prepared to handle the added load and capable of parsing the actual messages to build a suppress file and respond to requests.





It’s exciting to see the Direct Marketing community energized by the one-to-one capabilities of the Internet.  Keeping in mind the points discussed will maximize your E-mail marketing efforts, driving traffic to your site and securing direct sales.
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