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David Fowler
Global Director Deliverability, Email
Strategy and Privacy Compliance

David has over 20 years of marketing experience, including the last six years
strictly focused on the issues associated with email marketing, deliverability
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Lyris provides both hosted and software solutions for
online marketers that help simplify marketing efforts
and optimize campaign ROI.

Our hosted solution is called Lyris HO#

| t 0s an I ntegrated online m:
the award-winning product formerly known as
EmailLabse for email plus much more, including:

V Deliverability tools V Content creation
V Web analytics V Search marketing
V Mobile marketing V Social media marketing
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The recording of this presentation and a link to the free
10 Golden Rules for Email Deliverability
and Online Reputation Guide
will be made available via email within one week from the
conclusion of this presentation.

#LyriseD Twitter hash tag:
Let 60s tal k about this topi c



Background

A A quick history lesson (no exam)

A Deliverability defined

Managing Deliverability

A The 5 building blocks of good delivery and reputation
A Common deliverability myths debunked
What 60s New

A Integrated marketing and deliverability

A Search engine marketing and deliverability
A Looking ahead

Resources
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What's True?
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Prior to 2003 (pre CAN-SPAM law)

AESP industry fragmented; no cohesiveness for
proactive communication

AThe permission-based email marketing model was
not fully embraced by the ISPs

ANo clear communication channels available (for email
senders and receivers to have a proactive dialog)

AESPs created new positions (ISP Relations
professionals) to address email send and Inbox
arrival issues
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2003 to Present

AFederal CAN-SPAM law effective 01/01/04

AMarketers have sought to engage email recipients in
a proactive dialog

Aln 2009, as integrated marketing became widely
adopted by marketers, deliverability became more
Important

A More data points combined to generate
a more engaged experience
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ADeliverability Definition

A The overall number of email messages that reach
the Inbox and can be attributed to a specific |
campaign or sender A u&

A Your integrated channel strategy dictates the delivery resulti a
more targeted message will perform better

A Email marketers can manage deliverability in-house or outsource it

ADelivery Rate

A The % of messages delivered (not bounced) relative to the total
number scheduled*

ADeliverabilityi wh at nott 6 s
A Not a guarantee of customer engagement or conversion
A Not a guarantee to deliver email T to any receiving domain
A Not a guarantee of return on investment (ROI)

*Source: Deliverability.com



The Five Building
Blocks of Emall
Delivery and
Reputation
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Every business that sends email has an email identity (a
sending reputation) that they must earn

You must Aproveo aytoantmcatingyourt i
email

Authenticating your messages will allow you to
effectively manage and optimize your sender reputation

Proof of identity is achieved through
the following authentication protocols:
SPF (sender policy framework; open)

Sender ID (MS Domains i msn.com,
hotmail live)

DK/DKIM (Yahoo! & AOL)
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AFree reputation management tools from ISPs
AAl'l ow you to proactively m
A Resulting in enhanced reputation at the ISP

A Email marketers should sign up for ALL available
feedback loops

£ Windows Live Hotra
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