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Executive Summary

Overall 73percentof consumers utilize their mobile phone to access one or more email
accouns, making it crucial for marketers tensure that email messages render properly on
mobile phones.Utilizingdevice detection, a marketer can actually serve diffeliemges not
just resize themcreating a powerful mobiteptimized experienceThe rise irthe adoption of
mobile devices preents significant opportunities for marketers to leverage réiahe email
marketingbecausereaktime capabilities allow marketers to keep content fresh within emails
without requiring the sending of additional messag®éarketersthat leverage eisting
customer data and pait with context in a reatime mannerwill increase the accuracy and
relevancy otheir offer.

The Reallime Email Value Ladder is a guide to getting started with-Riesd Email. The

Ladder progresses from the easiest things tplament to some of the more involved tactics,
such as those that require leveragidgta from disparate sourceBor example, utilizing
countdown timers and live social feellas shown a fifteen percent to near seventy percent
increase in clickhrough rates when comparing emails that included a countdown timer to
those that did not include onélhis paper provides examples and a guide on how to implement
reattime email.
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Mobile Email Adoption is Mainstream Across Nearly Every Age Group
Consumers across nearly every age group are using their mobile devices to raateeaxt
with their email (seeifurel). Overall 7percentof consumers utilize their mobile phone to
access one or more email accognmnaking it crucial for marketers to utilize responsive design
anddevice detectiorto ensure that email messagess well asvebsites render properlyro
mobile phones.With device detection, a marketer can actually serve different images, not just
resize them creating a powerful maile-optimized experience (segtire 2).

Thirty-two percent of consumers state that email marketing messages are tod smrakhd and
interact with on mobile and 26ercentreport that websites are not formatted for their mobile
phones. Fortytwo percent of consumers report that they use their mobile phone to triage their
email inbox, quickly deleting messages or markiregittas unread in order to reead them
later on their computer. Nearlgnethird (31perceni state that they use their mobile phone as
their primary email device This behavior is highest among-&7-38 year olds, where 36
percentstate their mobile phone is their primary email devibéarketers should enlist the
following strategies to drive subscriber engagement on mobile devices:
i Utilize device detection to target images to dynamically display offers within the email
thatare2 LJAA YAT SR (2 | &ddzo6 aONAOSNRAa aLISOAFAO RS
1 Utilize the prevalence of apps and leverage email as a channel to drive app interaction.
LyOf dzRS L) R2gyf2F+R odzid2ya ¢AGKAY GKS SY
device.
9 Utilize links within the emathat directly trigger the app to open for a more seamless
crosschannel experience.

Figure 1¢ Consumer Mobile Email Adoption by Ad2014
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Question Asked: Do you currently access one or more of your personal email accounts on a mobile deakacichhone,
smart phone? (8ect one) Source: TheeRvancy Group, LIZD14 Consumer Survey n=1,011 3/14, US Only
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Figure 2: Example of Utilizing Device Detection to Serve Different Images and Image Size
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Consumers Are Swayed by Redexy and Message Frequency
The rise in the adoption of mobile devices presents significant opportunities for marketers to
leverage reatime email marketing. Why? Because raale capabilities allow marketers to
keep content fresh within emails withowéquiring the sending of additional messages.
al NJ SGSNR KI @S 2yte aSO2yRa (2 Ol LWidzZNBE (GKS 02
and earn a conversion. This is documented by the ftwty percent of consumers that utilize
their mobile phone to tiage their inbox, quickly deleting or marking the message as unread.
Far fewer consumers, 14 percent, forward the message to themselves to be read later. When it
concerns email marketing, consumers have the same behaviors on their mobile devices as they
d2 2y GKSANI RSa1G2L) O2YLJzi SNE® 2 KSYy | a{1SR gKI i
on their mobile phone:
w Forty¥ 2 dzNJ LISNOSy i adl G6SR FNBIljdzSyOed ¢KS& | N
YIye YSaal3aSaovdé o06{SS FAIANBE o0 P
W Many are sensitive to releway. Thirtyseven percent stated that marketing
messages are not relevant to them.
W Rendering hinders engagement. Nearhethird (32 percent) stated that the
messages are too small to read and interact with and a quarter (26 percent) stated
that when they clickthrough, the website is illegible on their mobile device.

Marketers must focus on frequency, relevancy and-teaé capabilities to capture consumer
attention and drive engagement.
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Figure 3 Consumer Reported Challenges to Email Marketimlylobile Phones
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Source: The Relevancy Group, LLC 2014 Consumer Survey n=1011 3/14, US Only

Data Access and Program Coordination ChalleNgeketers

al NJ SGSNBE INB OKIftSyaSR o0& GKS 2NHIYATFGAZ2YQ
disciplines are siloefsee figure 4) Often what prevents marketers from utilizing data to

AYLINR @S NBtSOFyOe Aa GKIF G G(tReSasouRes 16 Qobrdiate S | OO
programs, offers and staff across channels. As marketers begin to think about implementing
reaktime email, they must seek coordination and organizationakioufirst. Reatime email

R2Say Qi |t gl &a Nltlodakcdiiplish edySfitde mos2advRmcédirehle o

email tactics it will require access to data. The overall organizational shifts to cloud computing

will simplify data access. Marketers must be prepared to define the value of the data and begin

to mapout different offers for different types of circumstances that will happen in-tiaé. It

is important to leverage existing customer data and pair it with context in atireal manner,

which will increase the accuracy and relevancy of the offer.
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Figure 4¢ Omnichannel Campaign Challenges
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Question Asked: What are your greatest challenges when dpieJ multichannel campaigns?{&ct all)
(Selected top 12 challengeSpurce: The Relevancy Group, LLC/Executive Marketer Survey n=2Wtaided n=137, Enterprise
n=137, 10/14 US Only

RealTime Email Marketing Adoption Is Increasing

Given the volume of email marketing and the overload of messages that consumers are feeling,
more marketers are embracing retiine triggering and targeting tactics) part to cut through

the clutter and stand out in the inbox. It is imperative for marketers to embrace these
relevanceempowering tactics such as 37 percent of enterprise marketers that are utilizing the
ddzo aONA O SNDa f 201 A 2 Geeligure B)K Thesa iding tiicics @eivar S NI O2 v
revenue and efficiency gains as many of these items are automated and do not require a great
deal of setup. While some of the tactics are easier than others to implement, the survey
illustrates that markegrs are increasing their use of re¢ahe data and reatime email.

Marketers utilizing these tactics will have a greater competitive advantage over those
marketers that are blasting the same message to every subscriber. Additionally when asked
about their2015 priorities for improving ROI, marketers are focused on improving their
relevance through the use of analytics, segmentation,-tiea¢ data and content (see figure 6).
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Figure 5 Email Tactics Regularly Utilized
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Figure 6¢ Top Five 2015 Priorities for ImprovinQIR
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Implement the RealTime Email Value Ladder

The Reallime Email Value Ladder is a guide to getting started with-Reed Email. The Ladder
progresses from the easiest things to implement to some of the more involved tactics, such as
those that require leveaging data from disparate sources. From Novice to Expert, items such
as Countdown Timers can be implemented in a matter of minutes (see figure 7).

Figure 7¢ The Reallime Email Value Ladder
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Source: The Relevancy Group, ILiv&clicker Inc.

Utilize Countdown Timers and Live Social Feeds to Quickly Implement-Riead

Email

One of the first and easiest tactics is to put countdown timers in an email. This provides a sense
of urgency. Client testing has shown a fifteen percent to near seventy peragstse in click
through rates when comparing emails that included a countdown timer to those that did not
include one. Additionally marketers utilizing countdown timers have seen an increase in
revenue and orders, with some reporting as much as a thirjgercent increase in the number

of orders. A best practice when using countdown timers is to feature them front and center,
above the fold in the email marketing message (see figure 8). These are great fhasen:

sales, new product launches, webinarsd events. Countdown timers can be deployed in five

to ten minutes simply by adding an HTML embed code to the email template. Marketers do not
need to change ESPs (Email Service Providers) to implement this technology; it works with any
sender systemAdditionally, implementing live social feeds is easy to do but takes a bit more
time. This adds a Twitter or Facebook feed to an email marketing campaign, which regardless of
the time it is opened will add context to address consuitiee shift behavior (se figure 9).
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Utilize Location to Improve Content Relevance

The next rung in the Red@ime Value Ladder is the Intermediate step. This deliverdiraal
AYRAGARdzZEf LISNERZ2YIFfATFGA2Y o601 aSR 2y |y 2LISySN
to build realtime context. Thisequiresthe marketer to havemultiple sets of creative. For

example, marketers can automatically change content based on temperature and weather (see
figure 10). Another example of creating personal context is location, by inserting local content
into a message based onthe subs&rika f 20F GA2y G GKS GAYS 2F 2
YIFILla F2N) adi2NB8a Ay GKFG adzoaONAROSNRA FNBF Aa
This concept also applies to the ability to leverage-tma¢ A/B testing and automate the

winyAy3d @SNEA2Y G2 GKS NBad 2F (GKS YIFNJ] SGSNRa f
because it implies rework. With reaime A/B testing, the two tests are deployed and once the
predefined winning metric is reached the better performing versiorheftest is automatically

deployed to the recipients who have yet to open the email. Lastly in the Intermediate phase is
Embedded Video (see figure 12). On average, Embedded Video in Email generatéigetltioty

forty-five percent more plays because obhile. Mobile devices will render the video and play

it with one tap, whereas linked video thumbnails require two taps to play. Not without its

limitations as some email clients still do not render video, but Liveclicker finds that on average a
businesgo-consumer sender can reach sixty percent of their audience with inline or fullscreen

video, delivering high value for marketers. This is great for media companies, as well as for

retail and travel providers that have high value or complicated producsglio Cases have

shown up to a sixbgix percent increase in revenue per email delivered versus more traditional

video inclusion methods.

Figure 1@ Intermediate¢ Realtime context based on device type and other attributes
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Figure 11¢ Intermediateg Realtime context based on location
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