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Introduction

Despite the rise of new online communication teghas such as social media, emalil
marketing remains an immensely credible and piaftachannel. Based on a research of
more than 800 digital marketers, email marketingeien as “excellent” or “good” in terms of
returns on investment for 70% of the respondentdy @earch engine optimization scored as
high, leaving other channels far behindpart from generating revenues, email marketing is
appreciated also for its possibility of quick dgptent, immediate and highly measurable

results, advanced customer segmentation and péirsaditan.

Email marketing is thus a very efficient tool, lshich fairly good results can be
achieved with minimal effort. Nevertheless, thiscaleads to a common pitfall as companies
get satisfied with the little they squeeze outhait email programs and do not strive for the
best results achievable. But actual planning ame@ion of truly successful email marketing
programs can become quite complex. The continu@ssred for overcoming the existing
status quo and achieving more is also the reason thw topic of email marketing was
selected for this thesis. After both getting deaptr the theory of the topic and experiencing

it professionally, 4 main goals of this work wesgablished:

1. Evaluation of the current state of email marketamgl identification of the existing
best case practices within the field.

2. Internal analysis of email marketing practices aiedected online company on the
international flower delivery market.
External analysis of industry benchmarks.
Proposal of recommendations in order to increase efficiency of email

campaigns of the chosen firm.

This thesis firstly addresses email marketing frime theoretical point of view,
putting into context latest numbers and trendsnitompasses the approaches of how to
create an email marketing strategy, follows witbrdugh explanation of the different parts of
email campaigns and touches also the topic of imgldand managing a database of

subscribers. The goal is to create backgroundhiolwa concrete example could be set.

! eConsultancy [online]. 2012 [cit. 2012-03-17]. SampEmail Marketing Industry Census 2012. Available a
http://econsultancy.com/uk/reports/email-censusfdoads/4435-sample-email-census-2012-pdf
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The practical case of FloraQueen, an online seiadld company, with headquarters
in Spain but worldwide operations in the floricuundustry, is introduced with explanation
of its traditional newsletter program, its goalsjdi@nce and designated budget. New
practices, which started shifting FloraQueen emmaitketing results, are described afterwards
and their impact on key performance indicators tloge with website analytics and
deliverability is analyzed. The chapter is closathwhe evaluation of A/B tests of subjects,
buttons, discounts and sending time, which weramwrder to learn better the preferences of

FloraQueen customers.

As to complete the internal audit, also relevarnemal benchmarks are established. 30
largest online companies from the floriculture istty are selected according to their size and
location of operations in order to evaluate themag marketing practices. The acquisition
tactics of 23 firms offering the possibility to sdiibe for commercial newsletters are
observed and the conversion and growth practicels’ dirms, which were actively sending
email campaigns are described. Results of the sisabyf distribution habits, creative of

newsletters and their content are also presented.

The last chapter is built based on all precedemags of this work — the email
marketing trends and best case practices, thenaltanalysis of FloraQueen and the industry
benchmarks. A set of recommendations, accordiwghioh FloraQueen could achieve higher
efficiency in its email marketing strategy is prepd with the goal of being further developed

and put into the practice.



1. Email Marketing As a Strategy

1.1. Current Internet Trends

We live in an online world. On average, the worlternet penetration rate is 30%, with
North America reaching as high as 78%. There atetal about 2,1 billion of people using

internet, which is 480% more in comparison with yiear 200G

lllustration 1: World Internet Penetration Rates by Geographic Regions 2011
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Source: Internet World Stats [online]. 2011 [c212-11-05]. World Internet Users and PopulationisStavailable at:

http://www.internetworldstats.com/stats.htm

Illustration 2: Internet Users in the World by Geogaphic Regions 2011
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Source: Internet World Stats [online]. 2011 [c212-11-05]. World Internet Users and PopulationisStavailable at:
http://www.internetworldstats.com/stats.htm

2 Internet World Stats [online]. 2011 [cit. 2011-@%}. World Internet Users and Population Stats.ilatée at:
http://www.internetworldstats.com/stats.htm
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Among the most popular online activities belongreleand email, each accounting
for about 92% of adultsOver the years, search as well as email also becaone habitual.
These days, roughly 60% of adults engage in eathesk activities daily, whereas in 2002

only 49% of adults used email each day and 29%keargines$.

[llustration 3: The Most Popular Online Activities 2002 - 2011
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Source: Pew Internet & American Life Project [oelin2011 [cit. 2011-11-05]. What Internet Users@wline. Available at:
http://www.pewinternet.org/Static-Pages/Trend-Datdine-Activites-Total.aspx

The online world and the activities performed withti become even more important
as new platforms, broadband and mobile devicesapeskhe status quo. With continuously
more people living and working online, also the pamies move their marketing strategies
and plans online. There are plenty of ways of rgmcltustomers online, but for direct
response marketing, there is no faster, cheapearooe effective current venue to reach the

top prospects than email marketing.
1.1.1. Email Newsletters And Their Benefits

An email newsletter uses the electronic email ageans of distribution of content to
subscribers on a regular basis, at no cost to #rainwith the objective of generating direct
sales or producing indirect benefits for the segdairganization. Using electronic email as a
means of communication, email marketing provides\ganies with a number of benefits,

such as:

% Pew Internet & American Life Project [online]. 2D[cit. 2011-11-05]. What Internet Users Do OnliAgailable at:
http://www.pewinternet.org/Static-Pages/Trend-Datdine-Activites-Total.aspx

4 Pew Internet & American Life Project [online]. 2D[cit. 2011-11-05]. Online Activities Daily. Avaible at:
http://www.pewinternet.org/Trend-Data/Online-Acties-Daily.aspx
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= Direct communication, allowing also for two-way e@nsation,

*= Immediate interactivity,

= Highly effective returns on investment — on averafpe every $1 a company
spends on email marketing, it generates $45 inmgtu

= Targeting qualified leads on a one-to-one basiaditey to segmentation and

customized messaging.
1.1.2. Email Marketing Statistics And Trends to Ponder

Email volume per subscriber increased by doublédslig the past few years. Year
2010 experienced an accelerated growth and a dewnal high email volume. Since 2007,
the email volume rose by 61%. On average, nowadagsibscriber receives 152 emails
during one year, which breaks down to 12,7 ematshponth and 2,9 emails per week. These

numbers mean a 16% growth in comparison with 2009.

Illustration 4: Amount of Promotional Emails Sent by Top Online Retailers 2009, 2010

o

o 0

DWW Ao

DONEODODONEDOON &

A NN NN W W

Emails Week Sentto Each Subscriber

11 21 31 41 51 61 7M. 81 91 10N 111 121

Source: Responsys [online]. 2011 [cit. 2011-11-B®&tail Email Year-End Trends for 2010. Available at:
http://www.responsys.com/resources/download_requigst

Email marketing is the workhorse of the online iattive mix of many companies.
But with the fast moving online world, also emadwsletters need to set new rules of the
game. Social media, mobile devices, video and welbyfics are just the tip of the iceberg, to

which email marketers need to adjust their acésiti

5 MailerMailer [online]. 2008 [cit. 2011-11-06]. Thing Emails into Customers - The 2009 Guide to Easgil Marketing.

Available at:_http://www.mailermailer.com/resourfpsdes/turning-emails-into-customers.rwp
% Responsys [online]. 2011 [cit. 2011-11-06]. Retaiis# Year-End Trends for 2010. Available at:
http://www.responsys.com/resources/download_requigst
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Integration of email marketing and social media

55% percent of US online marketers think that tifieiency of social media channels
will increase. The spending on integrated soci@vagk campaigns will rise at 26% CAGR
over the next five yearsBy integration with email marketing, the performanof both
mediums can boost. Nearly 50% of marketers seestttiemely important, as they can build

a lead nurturing list of subscribers, credibilitydaviral buzZ
Adoption of mobile marketing

Microsoft says that by 2014, there will be more mebinternet users than
desktop/laptop usefsMoreover, the outlook predicts mobile commerce $&1 billion in
five years, which represents a CAGR of 39%ollowing these trends, email marketers need

to adjust their messages in order to optimize tf@miewing on mobile and tablet devices.
Promotion of video messages

In 2010, the number of videos watched per day onTvbe was 2 billion. Videos
watched per month on Facebook counted also fortabbillion.*° Moreover, videos in email
messages have proved an increase in click-throatgis by over 96%. Email marketers find
this particularly useful for the promotion of traig courses, product demos, product

promotions and customer testimonials.
Consolidation with web analytics

Good web analytics consolidate interactions acals®nline channels and deliver
comprehensive insights to the behavior of the emstoeners. These can be then used to

trigger emails with targeted information about ghiag cart or viewed site abandonment.
1.2. Formulating Email Marketing Strategy

The high profitability makes email marketing one thie key parts of strategic

planning, so that companies would leverage the ppity to target their base of subscribers

" Forrester Research [online]. 2011 [cit. 2011-11-08 Interactive Marketing Forecast, 2011 To 20%ilable at:
http://www.cmo.com/sites/default/files/us_interaetimarketing_forecast, 2011 _to_2016.pdf

8 GetResponse [online]. 2010 [cit. 2011-11-06]. 28htail Marketing Trends Survey. Available at:
http://www.getresponse.com/documents/core/repd1€2Email_Marketing_Trends_Survey.pdf

® Microsoft Tag [online]. 2011 [cit. 2011-11-06]. &lGrowth of Mobile Marketing and Tagging. Availalaie
http://tag.microsoft.com/community/blog/t/the grbwbf mobile_marketing_and_tagging.aspx

10 Royal Pingdom [online]. 2011 [cit. 2011-11-06].dmtet 2010 in numbers. Available at:
http://royal.pingdom.com/2011/01/12/internet-20hénumbers/
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with relevant messages. Good email marketing sjyaitéitiates, deepens, and maintains the
relationship between an organization and its custerwho opt in for receiving informational
or promotional messages. In order to get desirsdlts’e companies need to know first what
they pretend with their newsletters and who do taéyto.

1.2.1. Goals

On the contrary to search engine marketing, leatkigdion programs, webinars or
tradeshows, email marketing does not require imatediales conversion. Instead, marketers

can nurture these potential clients with relevafdarmation.

Illustration 5: Segmentation of Email Messages Aceding to Customer Life Cycle

Newsletter Program

Transactional Up/
(advanced segmentation) P

Cross-sell Program

Loyalty Program
(Birthday/Anniversary)

Browse Shopping Cart
Activity Abandonment
Program Customer Satisfaction Reactivation
Welcome Program w/ Referral$ Program
Program
In-s_tgck.
Email Acquisition Notification
Program
Win-back
Preference Center &
Progressive Profiling DRogiam
Current Play Standard Play Advanced Play ATop 5 Play

Source: Responsys [online]. 2008 [cit. 2011-11-TU6f Retail Marketer’s Playbook. Available at:
http://www.responsys.com/resources/download_requigst

Different types of newsletters allow for an ongoarggagement, which passes through
all the stages of a consumer life cycle: acquisjticonversion, growth, retention and re-

activation. In each of the phases, marketers démwalistinct goals:

= Acquire new customers,
=  Generate sales,

= Keep sales leads warm,
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= |ncrease customer satisfaction and education,
= Up-sell and re-sell,
» Build brand and image,

= Drive traffic to web site or to other media.

From 7,7 billion emails sent in North America ireteecond quarter of 2011, almost
69,7% of them belong to promotional messages, 4t8%ustomer service messages, 0,6% to
editorial and 0,1% to acquisitidn.Defining the right objective is crucial for detenimg
what type of content suits the most to a newslektew often should it be sent and in what

manner the base of subscribers should be segmented.
1.2.2. Types of Email Messages

In each of the phases of a customer life cyclefahowing different goals, marketing
professionals might choose from different typeswfails. It is important to remember that
one size does not fill all and some clients willrhere suited to email newsletters than short

announcements and vice versa.

= Newsletters — focus on providing relevant, usetuitent in order to build long-term
relationships with customers and keep them inforatemlit the latest news,

= Catalogue emails — list selected products withpttiaary goal of sale,

= Postcard emails — inform customers about a speffed, new product or fire sale in
form of a brief announcement with a single calhttion,

= Surveys — include a set of inquiries to discoveranabout clients (their personal
data/interests/email marketing preferences/...),

= Event/webinar campaigns — invite to events and alys@the activity of participants,

= Triggered emails — are sent based on specific enasactions and behavior,

= Service emails — help to establish confidence aatkrpially prevent problems

arising from a poor maintenance of the productsimased.

1.2.3. Audience

Many email marketers, who don’t define their goadend “batch and blast”
campaigns, messages whose low relevance is pretémdtbe compensated with high volume.
But there is not only one bunch of email addresgese are suspects, prospects, converted

1 Epsilon [online]. 2011 [cit. 2011-11-06]. Q2 201n&l Trends and Benchmarks. Available at:
http://www.epsilon.com/Thought%20Leadership/p176-12
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customers, loyal customers, recaptured clientstarmleate a long-term value, differentiated
customer experience needs to be delivered. Emaileteas need to have a genuine interest in
their customers to be able to segment them. Logicalping of customers can be done on the
basis of demographic information, similar interestconsumer behavior. Particularly useful
can be previous email or web site click activityrghases and knowledge about the recency,

frequency and monetary.

1.2.4. Budget

Depending on the goals of email marketing and the of audience, email marketers
can set their budget. It is wise to count alsoptmected breakeven point in order to know
when the initial investment returns. For that rea#iois necessary to know the expected

conversion rate and all involved costs, such as:

» Purchase / gathering of opt-in list,
= Copywriting and design of newsletters,
» Purchased software / in-house built software fonagéng the list and distribution,

= Software to analyze data and track incoming orders.

15



2. CREATING A CAMPAIGN

2.1. Newsletter Format, Length, Frequency and Timing

Early in the phase of building a newsletter, ithis best to ask the audience about their

preferences, whether by an online survey or preteréorm on the subscription page.
Format

We differentiate between two basic varieties of kmewsletters — text and HTML.
Text newsletters come in plain, simple form, withemy formatting, apart from working
hyperlinks. They can be previewed by any email mogas in contrast with rich HTML
newsletters, which contain full-color graphics @awen flash images, audio or video files. For
HTML newsletters, marketers can employ snifferd tle@ognize HTML capable browsers

from the text only ones.
Length

Different lengths work the best for different apptions and audiences. Newsletters
should be kept no longer than the recipients aténgito read, which is according to Jakob
Nielsen 51 seconds on averd§éJnless marketers are familiar with the value tleintent
brings to the subscribers, they should adopt aies®ore mentality. Also, marketers need to
consider the modes of how subscribers might reagsletters — online or offline from a PC,
on a wireless device such as tablet or mobile areh erinted out on a paper. Lastly,
newsletter length should be also properly matchial thve sending frequency.

Frequency

Frequency of sending depends largely on how ofteghare relevant information that
subscribers want to read. In case of sending tegebr unrelated messages, customers get
conditioned to automatically delete any further sages or alternatively unsubscribe or make
a spam complaint. At the same time, there is aldotiom ramification of too infrequent
messaging, which results in high hard bounces gathainsubscriptions or spam complaints
due to clients forgetting about opting in. When sidering frequency, it is necessary to take

into account also the customer life cycle and &rggmailing.

12 Nielsen Norman Group [online]. 2010 [cit. 2011-19)-1Email Newsletter Usability: 199 Design Guideln for
Newsletter Subscription, Content, and Account Maiatee Based on Usability Studies. Available at:
http://www.nngroup.com/reports/newsletters/
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Timing

The time of sending, including both the day andcexeour affects highly the email
open and click through rates. In 2010, the beshoptes scored emails on Sunday, Tuesday
and Friday and the best click through rates peréorroampaigns during the weekends. In
conclusion, the most favorable day for reading hettess was Sunday, with an average open
rate of 12,2% and engagement by clicking of 4,4%s &lso important to note that with the

increasing frequency diminishes the importance littvdays marketers are mailifi.

Having a closer look on the best opening time dutime day, there is a clear peak
between 10 — 11 am. Analyzing at the same timestheduled hour of delivering the email
campaigns, the best performing were those launghe@rly morning hours, 1 — 5 am and
those in late afternoon 6 — 7 pfh.

In the case of timing, an important role plays eealty, too. In 2010, the holiday
emailing started earlier, rose more quickly andkpdahigher than in the previous years.
Christmas became clearly the most popular holilayne with about 90% of retailers sending

promotional messages in comparison with 10 — 30%thwer events throughout the yéar.

Illustration 6: Key Performing Open Rates by Day 2040

14,0% Do 12,2%

12,0% | 115% T 0% 1L2% 1L8% 10,8% -
10,0% - —
8,0% - —
6,0% - —
4,0% - —
2,0% - —
0,0% - : : . : . ' '

OQ&;\ éo@ ef\ @bq;\ Q A ébvs\ &\b@*
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Source: Author, according to MailerMailer [onlin@D11 [cit. 2011-11-06]. How Scheduling Affects RatAvailable at:

http://www.mailermailer.com/resources/metrics/2®ibiv-scheduling-affects-rates.rwp

13 MailerMailer [online]. 2011 [cit. 2011-11-06]. Ho®cheduling Affects Rates. Available at:
http://www.mailermailer.com/resources/metrics/2®ibi¥-scheduling-affects-rates.rwp

1 Mailermailer [online]. 2011 [cit. 2011-11-06]. Ho®cheduling Affects Rates. Available at:
http://www.mailermailer.com/resources/metrics/2®ibiv-scheduling-affects-rates.rwp

5 Responsys [online]. 2011 [cit. 2011-11-06]. RetailddnTear-End Trends for 2010. Available at:
http://www.responsys.com/resources/download_requigst
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Illustration 7: Key Performing Click Rates by Day 2010
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Source: Author, according to MailerMailer [onlin€P11 [cit. 2011-11-06]. How Scheduling Affects RatAvailable at:

http://www.mailermailer.com/resources/metrics/2®ibi¥-scheduling-affects-rates.rwp

In the case of timing, an important role plays eeasty, too. In 2010, the holiday
emailing started earlier, rose more quickly andkpdahigher than in the previous years.
Christmas became clearly the most popular holilayne with about 90% of retailers sending

promotional messages in comparison with 10 — 30%thwer events throughout the yé&r.
2.2. Content

Content is another metrics, upon which subscriblexsde about the performance of
any campaign. The from and subject lines determinether a newsletter will be previewed
or opened, the preview panel nurtures subscrilmecpén to full screen and scroll down the

email and the layout and personalized featurestkeadtion.
2.2.1. The From Line

40% subscribers open emails based upon the linehwtientifies the sender of the
message. The question is - how is the audience Ikebkt to recognize the sender? In some
inbox viewers, senders have only 10 charactersu@img spaces) to convince the subscribers

about their trustworthines$ Among the most used options to prove the famifidselong:

16 Responsys [online]. 2011 [cit. 2011-11-06]. Retailddnrear-End Trends for 2010. Available at:
http://www.responsys.com/resources/download requigst

" YUDKIN, M; GUTZMAN, Alexis D.; HOLLAND, A.Best practices in marketing with email newsletters
[online]. Portsmouth, R.1.: MarketingSherpa, Inc. 2002. eISBR81932353013
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* Email address — some email clients, such as AGdplay in the from line the
sender’s email address, regardless of what nanstiter wanted to be shown,

» Personal/business / brand name — depending onisvti most identifiable,

* Location —to be used for franchises or companiés multiple locations,

*  Website domain,

« Name of the newsletter.

2.2.2. Subject Line

The remaining 60% of recipients scans the subjeet to know if the message is
worth opening® The most suitable subjects vary by industry anthmany and are also
heavily influenced by spam. Senders need to choassfully the words and style used, so
that they were not overseen on one side or filte®dspam on the other. Some best case
practices include standardizing subject lines, @s eéxample using company name or a
specific tone€”? To reach the highest open rates possible, itis @commendable to limit the
line length. Many email clients display only up30 characters, including spaces, which sets
the maximum for any newsletter sender. At the saime, the minimum might by indicated

by the statistics showing open and click ratesuyext line length.

Illustration 8 — Open Rates by Subject Line Lengti2011
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Source: Author, according to MailerMailer [onlin€011 [cit. 2011-11-06]. How Scheduling Affects Ratévailable at:

http://www.mailermailer.com/resources/metrics/2®ibi¥-scheduling-affects-rates.rwp

18 YUDKIN, M; GUTZMAN, Alexis D.; HOLLAND, A. Best practices in marketing with email newsletters
[online]. Portsmouth, R.1.: MarketingSherpa, Inc020elSBN: 9781932353013.

19 MailChimp [online]. 2008 [cit. 2011-12-03]. A/B Spliiesting — Does it Help Email Marketing? Availahte
http://blog.mailchimp.com/ab-split-testing-doesélp-email-marketing/
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Interestingly, the category of 4-15 characters lengenerating the most opens, does
not deliver the best results what concerns the& cite. Very short subject lines might lack
relevancy and clear call to action, which leadgh® recommendation of keeping subject
length to about 16-39 charactéfs.

lllustration 9 - Click Rates by Subiject Line Length2011
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Source: Author, according to MailerMailer [onlin@D11 [cit. 2011-11-06]. How Scheduling Affects RatAvailable at:
http://www.mailermailer.com/resources/metrics/2®ibi¥-scheduling-affects-rates.rwp

2.2.3. The Preview Pane

In some cases, grabbing the reader’s attention seitidler’s or subject line does not
necessarily mean that he will open the messagderBift horizontal and vertical preview
panes usually allow the subscriber to see onlyttipe288-360 pixels square. This forces
marketers to adjust the email outlay, so that thast-viewed area would be branded and
contained the main call to action. It is also impnot to note, that all B2C and majority of

B2B email clients and ISPs block images by defdult.
2.2.4. Layout

Once the subscriber prompts to opening full-scrémnjs presented above-the-fold
part of the message. This area varies dependirtheoscreen resolution and the size of the

window in which the email is being viewed. Nevel#iss, it should contain high-powered

20 MailerMailer [online]. 2011 [cit. 2011-11-06]. Ho®cheduling Affects Rates. Available at:
http://www.mailermailer.com/resources/metrics/2®ibi¥-scheduling-affects-rates.rwp

= ExactTarget [online]. 2008 [cit. 2011-12-03]. Emdidrketing Design and Rendering: The New Essentfalailable at:
http://www.e-maillogic.com/blog/ET_WP_Email_Markedi Design_and Rendering.pdf
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content as only 11% of subscribers scroll down iewvthe full messag& Design of the
email should ultimately guide readers throughoatdbpy to the conversion opportunity.

Pre-header, Header, Footer

Pre-header typically features one or two linehatwvery top of a newsletter. Because
of the preview panes already mentioned, it shoelglaced on the left-hand side and contain
introduction to the topic, summary of the offer acall to action or one of the functional
items, such as permission reminder, request toewisit the sender or web version,

unsubscribe, edit preferences or forward-to-a-trikemks.

Header is used to include the sender’s name awdalod any of the functional items
listed above. In case, that the conversion go#b iglick through to the website, the header

should also be used to create a consistently bdaexigerience, applying similar navigation.

Footer is found below the newsletter’s contentiargdthe most suitable place to place
all the administrative details, including CAN-SPAXmpliance, contact information, privacy
policy, copyright information and again any of fls@ctional items. Furthermore, it might be

utilized for cross-promotions and partner recogniti

Often, either in the header or footer area, one foach also social media links.
Currently, about 60% of marketers integrate satiatlia into their email campaigfSFrom
those, B2B marketers report sharing to social ntsvas a successful list growth strategy,
whereas B2C marketers don’t see it as much valualdemparison with other list growth
tactics. Nevertheless, both groups admit that thality of such new subscribers is very
high?* The most frequently promoted links are to Faceb@l©1% of the cases), followed
by Twitter (84%) and LinkedIn (489.

%2 Nielsen Norman Group [online]. 2010 [cit. 2011-1&A-0Email Newsletter Usability: 199 Design Guideln for
Newsletter Subscription, Content, and Account Maiatee Based on Usability Studies. Available at:
http://www.nngroup.com/reports/newsletters/

% eROl [online]. 2010 [cit. 2011-12-03]. Email SurvRgsults: The Current State of Social, Mobile and Emé&ggration.
Available at:_http://www.eroi.com/blog/2011/02/Gidtcurrent-state-of-social-mobile-email-integration

24 ExactTarget [online]. 2008 [cit. 2011-12-03]. Expgarg the Reach of Email With Social Networks. Avhitaat:
http://www.exacttarget.com/uploadedFiles/Resourcei#iapers/ET_WP_SocialMedia.pdf
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Illustration 10 — Top 10 Social Networks Integratednto Email Marketing Efforts 2010
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Source: Author, according to eROI [online]. 201Q.[2011-12-03]. Email Survey Results: The CurrenteStd Social,
Mobile and Email Integration. Available &ittp://www.eroi.com/blog/2011/02/01/the-current-state-of-social-
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Visual Anchors

Visual anchors are the design or text elements dnatv reader’s attention to the
content. They should be placed in the order in twwhsabscribers skim the body of a
newsletter, keeping in mind the importance of pravpanes and above-the-fold division.

* Headlines, text links — draw attention to themseled the content directly below.

* Images and graphics — rise interest in themselwdsadjacent text on the left, right
or below. When placed in the upper left quadramjrtsize should be limited, so
that readers would capture also the text associated

» Table of contents — navigate to important conterttther quadrants.

* Lines and borders — horizontal ones direct thenatte to the content above,
whereas the vertical ones pull reader’s eyes herléeft or right depending on the

strength of visual anchors on those sides.
2.2.5. Personalization

Personalization uses recipient’s own informatiorcreate highly relevant messages
and thus maximize the response to them. Persotiafizas a one-to-one communication tool

between the company and its customers, might eiltker data extracted from preference
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forms, or demographic and behavioral informatioas&l on responses from past campaigns
and buying history, marketers can target subs@ifmrexample according to their preferred
brands, areas of interest or time (subscriptiore,ditst order date). Some email service
providers offer also dynamic content tools, whiatectly allow for usage of variable images

and text within one newsletter.
2.2.6. Planning, Production, Rendering, Testing

It is advisable to plan beforehand the topics ataming newsletters as well as any
A/B testing. This way, series of interconnected #sr@ graduating offers might be deployed

and consistent messaging as well as testing am udahe results assured.

In the process of creation of a newsletter, all iermeechanics should be revised.
Images failing to load, broken response links csfdyctional unsubscription process are all
mistakes which lead to irreversible loss of sulteas. The same applies for correct rendering
of messages on all email clients and mobile devigspecially HTML rich newsletters might
cause major formatting issues. Therefore, all cagmsashould be tested on major email
providers and the most commonly used mobile deyioetuding those which block images

and apply preview panes.
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3. Building and Managing Database of Subscribers

3.1. Subscription Process

An average consumer receives nowadays 44 emalijsatal a median one (about half
of all the consumers) 25. Out of those, 25% arengmion-based commercial messages (12
and 6 emails per day respectively) and the remginb% are comprised of personal
messages, transactional messages and Spaltost consumers consider the size of their
inboxes manageable, but 77% of subscribers alsoniecmore cautious about giving
companies their email addresé&sloreover, consumers get also increasingly semsitithe
difference between permission-based emails fronstdéth companies and unsolicited
messages from the unknown ones. Today's marketed t© understand that online brand
relationships, and especially email communicatiarg built on trust. Consumers became
savvier about email marketing and their expectatitowards highly targeted personalized
messages increased. Email subscription processestaebe adjusted to meet the required
relevancy. The core of any successful list growttategy is incorporating the right

subscribers to the right lists.
3.1.1. Single and Double Opt-in

The first step of creating a powerful email mankgtiprogram is leveraging
permission-only tactics. That means soliciting pemit’s approval before sending him any
email. The contrary is opt-out, when consumers raggled promotions without previous
agreement and they need to solicit unsubscrip@pt-out marketing efforts might be easily

perceived as spam, which are bulk messages miasingersonalization.

Single opt-in only requires subscribers to take ithigative to register for emalil
communication, whereas double opt-in demands as@irmation of this registration in the
first message sent. The decision between singlalanble opt-in is a choice between the list
size and quality. Double opt-in discourages sonmth@briginal subscribers, but this might be
seen just as filtration of the most valuable andla@ustomers. Confirmed email lists largely
outperform the ones from single sign-up. Uniquenspiacrease by 72% and total ones even

by 76%. This means, that double opt-in not onlysgabre opens, but it also receives more

25 ExactTarget [online]. 2010 [cit. 2011-12-04]. EmdiFactors. Available at:
http://www.exacttarget.com/uploadedfiles/resoursEs2_XFactor.pdf

26 ExactTarget [online]. 2010 [cit. 2011-12-04]. Thectl Break-Up. Available at:
http://www.exacttarget.com/resources/SFF8.pdf
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multiple opens per subscriber. The statistics lamken better concerning the open rate, where
double opt-in scores a 114% rise. Similarly opttmisresults might be achieved by
investigating the hard-bounces, soft-bounces amstihgaription rate. The numbers are lower
by 48%, 25% and 7% respectivély.Moreover, double confirmation is definitively

recommended for audiences anxious about privacyspanh.
3.1.2. Opt-in Tactics

Different growth strategies might be divided in@spive and active. Passive gathering
practices are those which, once implemented, kemgimg on their own without marketers
taking any further actions. Active tactics involteinting for prospective subscribers by
means of one-shot or repeated campaigns. Strorg gliswth strategies call for
implementation of passive, organic growth, whickiegi consumers opportunities to opt-in
after any interaction with the company, even thomghight bring results more slowly.

[llustration 11 — Most Popular List Growth Tactics 2008
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Source: ExactTarget [online]. 2008 [cit. 2011-12-@D09 Email List Growth Study. Available at:
http://www.exacttarget.com/uploadedFiles/Resourcbi#diapers/ExactTarget _ListGrowth.pdf

27 MailChimp Blog [online]. 2011 [cit. 2011-12-04]. DoebOpt-in vs. Single Opt-in Stats. Available at:
http://blog.mailchimp.com/double-opt-in-vs-singlpten-stats/
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The value of organic growth can also be demonstrate the list of most popular
growth tactics in lllustration 11, which shows ttamking for each of them based on average
rating (the first number displayed) multiplied witbntinuity (the second number). Average
rating reflects quantity, quality and ROl measuréparticular activities on a scale of 1 to 5.
Continuity represents the percentage of marketbis wged this tactic in 2008 and planned to
use it also in 2008

3.1.3. Information to be Gathered

The second step is meeting the individual wantsreeatls of subscribers. Subscribers
are like members of an exclusive club and expeceteive recipients-only perks. 67% of
people are willing to handle companies their eraddress in case of being offered discounts
and promotions, another 55% would do so in exchdogdreebies. Early notifications on
upcoming sales and future products represent attefé incentive for altogether 95% of
consumers. And, lastly also 33% of people requigngess to exclusive content confirm the
importance of premium featurés.

lllustration 12 — Motivations to Subscribe 2010
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http://www.exacttarget.com/uploadedfiles/resour8Es2 XFactor.pdf

28 ExactTarget [online]. 2008 [cit. 2011-12-04]. 20B&ail List Growth Study. Available at:
http://www.exacttarget.com/uploadedFiles/Resourceg®iapers/ExactTarget_ListGrowth.pdf
2 ExactTarget [online]. 2010 [cit. 2011-12-04]. Em4iFactors. Available at:
http://www.exacttarget.com/uploadedfiles/resourSEs2 XFactor.pdf
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These motivations differ from subscriber to suligariand therefore it is important to
either state clearly the value proposition of reggiag for a particular newsletter in order to
prevent frustration or listen to the subscriberdaiVpeople expect in return for their email
addresses might be found out as early as in thecapbion process. The same applies for any
information needed for the development of propes@ealization strategy. In case that too
long sign-up process is threatened by abandonnredeceit, further benefits for sharing
personal information might be offered. Other alatives include availability of preference

forms for later access in private accounts and lesnarey in one of the newsletters.

3.1.4. Privacy Policy

When supplying an email address or any furthermédion to a company, consumers
are concerned about two issues — whether the data Wwe shared and how difficult it might
be to unsubscribe. Those questions should be aedwermrivacy policy, linked directly to
the registration process or even each newslettafady policy is a disclosure indicating for
example what happens with all the information atéld, how is it stored and whether the
company shares it with third parties.

A good idea is also affiliating with one of theyacy seal organizations. This might
be considerable especially for SMESs, as the unfarty with a brand might be balanced with

well-known affiliate organization.
3.1.5. Welcome Letters

A welcome letter is an automatic email sent in #wknowledgment of a new

subscription. The minimum standards of a singleioptelcome letter include:

* Athank you note,

* Repetition of the value proposition and any prefees selected,

* Frequency of sending,

* An apology in case the message has been receywad brror and instructions of

what to do next,

« Explanation of the unsubscription process.

Majority of those features remain the same alsodwouble opt-in, except for the
unsubscription link. Instead, recipients shouldvieey clearly explained that they need to

confirm their registration if they want to be addedhe database of subscribers.
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Among the best case practices for welcome lettelanlg for example discount offers,
forward-to-a-friend promotions, links to the bedickes or a copy of the last newsletter. For
companies with a wide range of products or servites also considerable to launch an
educational serie of welcome messages, whose rig@al is to make new subscribers

familiar with the whole offer and thus increaseithiée-time value.
3.2. Managing Distribution and Subscribers” List

3.2.1. In-house / Out-house Distribution

Once email marketers collect enough subscribees; tace the question of how to
manage the distribution of their newsletters. lot,fadhey can choose from one of the four
existing options, ranging from relying completelp @wn resources on one hand and

outsourcing on the other.

In-house Distribution - companies might purchastrithiution software that they will
host in their own data center and will tie it t@ tbxisting customer database and interlink it

with the subscription and unsubscription process.

Such a system might be easily integrated with aptexnin-house database.

In case of large subscribers’ lists it can be sastng.

ASEENEEN

Deliverability is not threatened by practices dfetemail marketers.

x

Any technical problems have to be solved by owmépartment, which might not
have time or sufficient expertise.

x  The timely delivery of newsletters might be unrele&a

Internet Service Providers’ (ISPs) and Web Hostsbl$ — some internet access
providers and web hosting services provide as étleetr additional services also mailing list

hosting and delivery of campaigns.

v' There might be no extra charges or fees startithg atncertain size of the mailing
list, which is also convenient for testing the @ffncy of email marketing without
committing many resources.

v" Own server is not loaded.

x  Customization, technical support and assistanegthdrawing the list back can be
very limited.

x Own campaigns are affected by hosting problemsspacth practices of others.
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Free Mailing Services — allow launching campaigngxchange for placement of

their own advertisements.

v" No fees, no need to charge own server.

x Possibly cheap, unprofessional look.

% No control over the ads, which might be even frbmsame area of business.

x Policies of those services might change frequentigking it also difficult to
manage privacy declaration for the subscribers.

Commercial Email Service Providers (ESPs) — apptoa vendors offering
distribution of text and HTML emails with full raegof services and customizable features.

Fees commonly include set-up payments and monb@yges depending on the list size.

v" Convenient solution including expert and techngzadport.

v' Established relations with major internet servicevjglers and other email
providers such as AOL, Outlook and Yahoo.

v Usually care about deliverability and accept orpgy-im lists.

x Might be too expensive for small databases.
3.2.2. Bounce Rate

A bounce rate represents a percentage of recipierits did not get a particular
newsletter. It basically reports the number of ésnsent subtracting the number that returned.
Out of that, we can distinguish hard bounces, wiaieh permanently non-deliverable emails
and soft-bounces, which have to do with tempordaggment problems, such as full inbox.
The bounce rate has scored 3,5% on the averagfeeftinird quarter of 2011, showing a long-
term improvement from 6,5% in Q3 of 2009 and 3,89@B of 2010?

The bounce rate is directly connected with the watbf collecting and managing
subscriber’s lists. Therefore, industries suchaagel businesses, wholesale, real-estate and
consulting, which either tend to compile large vo&s of email addresses or focus on B2B
markets, face higher bounce rates due to missgs]lipurposely incorrect email addresses
and abandoned inboxes. On the other side, the tobmsice rates experience industries,
which maintain well-targeted and monitored listsgts as consumer, transportation, banking

and entertainment.

%0 Epsilon [online]. 2011 [cit. 2011-12-11]. Q3 201n&il Trends and Benchmarks. Available at:
http://www.epsilon.com/download/q3-2011-north-arcafemail-trend-results-open-rates-increase-overique-quarter
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The number of non-delivered emails also dependshenfrequency of sending.
Newsletters distributed less than once a monthd ten return in 5,1% of the cases.
Conversely, emails sent more frequently, such ag @anday or more, miss the delivery only
in 0,4% of the instance¥.

lllustration 13 — Bounce Rate by Mailing Frequency?2011
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Source: Author, according to MailerMailer [onlin@P11 [cit. 2011-12-11]. Bounce Rates. Available at:

http://www.mailermailer.com/resources/metrics/2@blince-rates.rwpg

Alternatively, the bounce rate is also used foalwring web traffic and landing
optimization. The bounce rate for a single pagéhés number of visitors who enter it and
leave within a specified timeout period withoutwieg another page, divided by the total
number of visitors who entered the site at thaiepdse bounce rate for a whole web site can
be expressed as the number of web site visitors wi$ib only a single page per session
divided by the total number of web site visits. fighes no recommended industry standard, as
the number of bounces is highly influenced by tingebut period and websites objectives.
High bounce rate might be viewed as positive fobsites, whose goal is satisfying visitors
(answering their questions, solving their problemsgiving them all information needed)
within one page. To identify those, one can useatlerage time on a page statistics, which

might indicate the content quality and relevance.
3.2.3. Deliverability Rate

In order to know, how many newsletters have reathednbox, how many have been
fillered to spam and how many have been blockedheyemail service provider, it is

necessary to investigate the deliverability or mptacement rate.

31 MailerMailer [online]. 2011 [cit. 2011-12-11]. BouadRates. Available at:
http://www.mailermailer.com/resources/metrics/2@blihce-rates.rwp
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Illustration 14 — Deliverability Rate by Regions 20.1
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Source: Author, according to ReturnPath [online[L2xit. 2011-12-11]. The Global Email DeliverabilBenchmark
Report, 1H 2011. Available at: http://www.returnpatt/landing/globaldeliverabilitylh11/

Nowadays, 81% of permission-based emails maketiteanboxes, 7% go to the junk
folders and 12% are filtered out. These numbers aiffer by regions, with North America

being the most successful in inbox placement amir@leand Latin America the wort.

3.2.4. Legal and Professional Standards Applying to Commaeial Emails

There are three authoritative benchmarks to determvhether an email is regarded as
a spam. These include legal standards, as outintee CAN-SPAM Act or the Directive on
Privacy and Electronic Communications and profesdicstandards given by consumer

advocates, email marketing industry and consunefences.

Legal Standards

In the United States, spam is restricted by the €M Act (Controlling
the Assault of Non-Solicited Pornography and MargetAct of 2003) applicable to any
electronic mail message, whose primary purposehes ¢ommercial advertisement or
promotion of a commercial product or service. Teemi®nal or relationship emails are
excluded from the restriction, but the rest falilsder the monitoring of Federal Trade
Commission and possible prosecution from the Depant of Justice. The CAN-SPAM Act

declares four broad principles of conduct:

32 ReturnPath [online]. 2011 [cit. 2011-12-11]. The &bEmail Deliverability Benchmark Report, 1H 201 Vallable at:
http://www.returnpath.net/landing/globaldeliverayilh11/
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* Recipients must give an affirmative consent bef@eeiving any commercial e-
mail.

* Aright to decline receiving further commercial re@ges must be available.

* Emails may not be deceptive concerning their ormircontent, their commercial
nature must be obvious and clear.

« Senders must use approved methods to obtain retspemail addressés.

The anti-spam laws enacted by the European Uniengaren by the E-Privacy
Directive (Directive 2002/58 on Privacy and EleaimCommunications), according to which
all member states are obliged to ensure that wmsali email communication is prohibited.
Companies are allowed to send mails only with pagreement of recipients, to already

existing customers or in case that the offer iateel to similar products and serviéés.

Based on those minimum standards, each EU countyiitrdecide upon their own
regulations and sanctions. The Spanish legal systeatinected by the Act of 28th December
2007 on Measures to Promote the Information Societyich prohibits all commercial
messages that have not been solicited or exprasstprized by the addressees. It also details
the information to be contained, as for example dheotation “advertising” and clearly
expressed rules for access and participation inpamyotional offer with discounts, prizes or
gifts. Moreover, the protection of consumers agagpam is enforced also by the General
Advertising Act of 11th November 2008, which dekes as non-legitimate the following
practices - advertising that is in contra the Sglai@onstitution; deceptive advertising; unfair
advertising, which leads to confusion with commesit companies, brands or distinctive

signs; and any advertising that is against goat faid commercial customs.

According to the advertising principles of “soumantrol” and “mutual recognition”,
senders generally need to comply with the regulatiof the country from where the
unsolicited advertising message is being sent. [Baids to proliferation of spam in countries
with weak sanctions and the need of internatiowalperation. The collection of legal and
technical details on limitations of unsolicited aoercial communications and their

international exchange is carried out for exampl¢éhle Stop Spam Alliance.

% Federal Trade Commission [online]. 2003 [cit. 202228]. PUBLIC LAW 108-187--DEC. 16, 2003. Available: at
http://www.ftc.gov/os/caselist/0723041/canspam.pdf

% EURLex [online]. 2002 [cit. 2012-02-28]. Directiv®@@2/58/EC of the European Parliament and of the Gbukailable
at: http://eur-lex.europa.eu/LexUriServ/LexUriSeio?uri=CELEX:32002L0058:EN:HTML

%5 ZURILLA-CARINANA, A; JIMENEZ, Mondéjar J; JIMENEZ, Madéjar J. A. [online]. 2008 [cit. 2012-02-28]. Elextic
Commerce and Legal Protection for Consumers in Spaiilable at:
http://works.bepress.com/cgi/viewcontent.cgi?agtidl000&context=juan_antonio_mondejar_jimenez
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Professional Standards

As 83% of delivery issues are caused by the sergfartation, trustworthy email
servers go beyond legal standards and help maskietexdhere to further policiééMost of
all, they authenticate senders, so that email semweuld identify them, they also strive to
keep email servers white-listed, while requiringcstpermission policies, and they prevent
marketers from sending repeated emails to unknawmon-existent addresses by means of
moving such addresses to quarantine. Moreover, pheyide tools to test the content of

particular messages against the spam filters ehajbr internet service providers.
3.2.5. List Hygiene

Deliverability issues make companies experiencé lugportunity costs. Therefore,
they should care about proper and timely list hygieThe obvious part of this is the
prevention from collecting any spam traps and mwilaltic or invalid email addresses. Spam
traps are email addresses created and publishedvay, that only spammers can find them
through an automated email address harvester. Afisages coming to such hidden email
addresses are unsolicited and therefore regardsdaams. The sender is thus reported to the
Internet service provider for email abuse. Sparpstras well as problematic email addresses
can be prevented by the use of double opt-in. Adtively, invalid email addresses might be
discovered thanks to real-time email address ctoretechnologies implemented to the web

sites.

The less obvious part of the list hygiene is thednhdor re-engaging and re-
permissioning. Some of the Internet service prawdeay attention to whether their users
respond to commercial email or not. Highly freqiensend messages, which get
disproportionately low response, can lead to baditedion with all the messages going to

spam or being blocked outright.
3.2.6. Unsubscribe Process

To compete efficiently against the “report spamtton, it is also important to design
appropriately the opt-out process and give subskgiloptions, which Internet service

providers can’t offer them. The most common readonainsubscription are the lack of

%6 ReturnPationline]. 2011 [cit. 2011-12-11]. Reputation Monitévailable at:
http://www.returnpath.net/downloads/factsheetsfragath _reputationmonitor.pdf
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relevance and too frequent distribution. These lmartackled with a smart presentation of
multiple email management possibilities. The masgdfient ones are preference centers,

“change email frequency” and “update email addréeks.

The opt-out option should always be presentedtastdink or at least as combination
of a text link and an image for those, who havegesablocked by default. Concerning the
position of the link, the industry standard is glia@nt at the bottom of emails. This might be
accompanied by one more link in the header, usextdar to reduce spam complaints or for

example accelerate the response in win-back emails.

A rule of thumb for opt-out techniques is the egstbe better. These days, the
majority of companies offer their subscribers onlpsubscribe link, neglecting other
possibilities, which might suit them better. Onlgoat 13% of retailers use the “reply or
forward email” option, another 4% propose callihg ttustomer service and 3% mailing a
letter to the company. As for the number of clidegded, recommendable would be a single
click, but two and three click options largely paéy’ This indicates that companies don’t
like the limitations of one-click unsubscription camather allow people to change their
preferences or share their opinion about why thegame uninterested. Nevertheless,
marketers can apply single clicks and still enjopsumer insights, by using a confirmation
page with survey to understand the reasons for hsesibing. Additionally, it is worth
considering promoting alternative communicationroteds for outgoing subscribers, such as

RSS feed, direct mail, social media accounts oktdgsapplications.
3.3. Measurement of Results

For optimization of the email distribution and listanagement, it is essential to
embrace a set of long-term, success-oriented radtrat quantify the ultimate value of email

programs. Marketers often rely only on specificlmgiperformace, as proved by:

* 71% who measure the success of their email progbgnesick-through rate (CTR,
expressed as the number of unique clicks dividedhay number of delivered
messages);

* 61% who trust open rate (counted as the total atmofumessages opened divided

by the number of emails delivered to the server);

37 Responsys [online]. 2010 [cit. 2011-12-11]. Retaildrynsubscribe Benchmark Study. Available at:
http://www.responsys.com/resources/download_requlgst
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 60% who depend on conversion rate (found as thebreumf goal achievements
divided by the number of email campaign visits, fypals one can consider
ecommerce sales orders, the number of leads reei@vnloads of a product,

sign ups for trials, donations, new accounts opented®

Nevertheless, these metrics are only episodic q@staf mailing health, not providing details

of the overall business value.

lllustration 15 — Most Frequently Used Email Measuements 2009

Viral rate of refferals
Individual clicks over time
Individual opens over time
Leads generated

Value of email subscribers

Engagement

ROI per email

Total revenue generated 56%
60%

61%

Conversion rate

Open rate

Clickthrough rate : : 71%

| l | | l
| l I I l

0% 10% 20% 30% 40% 50% 60% 70% 80%

Source: Author, according to Forrester Researchifenl2009 [cit. 2011-12-17]. Getting Email MarkegiMeasurement
Right. Available at: http://www.opplink.com/downlo&@rrester-
Getting%20Email%20Mktg%20Measurement%20Right. pdf

Email marketers should therefore first define inickhways their email marketing
programs contribute to revenues of the companyhkasdd on those success metrics apply
subscriber, social, engagement and branding vahsmtEmail subscriber valuation serves for
estimating the potential of every single recipiantl serves for further segmentation. It might
be as complicated as using a recency, frequencynametary scoring system or as simple as
comparing the costs and revenues of each singlpaigm The social valuation should be run
because of benchmarking the social contributiothef email program to the other organic
social tactics. Among key metrics that marketersugh enlist belong social-share click-
through rate, sharing view rate (% of shared messd#igat were viewed by others), social

contributor rate (% of email subscribers that @eatshare content), and shared message life.

% Forrester Research [online]. 2009 [cit. 2011-12-1@ktting Email Marketing Measurement Right. Avaitaldt:
http://www.opplink.com/download/Forrester-Gettingd&nail%20Mktg%20Measurement%20Right. pdf
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The engagement valuation depends on the previepggified success metrics. It can range
from recency and frequency of click-throughs anénsiings to participation in product
reviews and social sharing behavior or for exanguistomer support interaction. Branding
valuation is usually derived from metrics such psrorate, nevertheless due to the issue of
dysfunctional tracking pixels in the case of blatk®@ages, new measures, such as render rate
should be implemented as well.
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4. Analysis of Email Marketing Practices of FloraQueen

4.1. Methodology

In order to analyze the efficiency of email markgtpractices on a concrete example,
the company FloraQueen from the industry of inteonal market deliveries was picked up.
To evaluate which marketing efforts work the b&sty performance metrics were compared
against newly implemented changes and A/B testd site analytics were studied and

external benchmarks introduced.

The internal analysis of FloraQueen email markegiragtices consists of comparison
of its traditional program and newly implementecammes in creative and content. The
efficiency of the email templates was studied oWer period 4.7.2011-2.10.2011 across a
selection of the most frequently used variablesenmail marketing — open, click-through,
conversion, complaint and unsubscription rates.ofaltof 156 promotional emails in 6
different languages were sent via EmailVision Caignp&ommander and the results of those
were extracted from the same tool and web analytiggregates per metrics and months and
also language mutations and weeks were createdi@n to see the trends before and after the
implementation of any changes. Whether these nuadifins had real impact in terms of
money generated was studied also via Google Awralytihe average value spent, e-
commerce conversion rate, per visit value, bouate and average visit duration were chosen
to represent the online shopping behavior of Flosp subscribers. To discover further the
preferences of those consumers, a serie of A/B festised on the time of sending, amount
of discount offered and content part such as stigjed buttons was run. Based on all the
results given from EmailVision, Google AnalyticsdaA/B testing, there was created a solid
base to evaluate what are the further steps negessdake FloraQueen email marketing

program to its next level.

To expand the internal analysis of FloraQueen, asternal benchmarks were
established. Based on Alexa ranking, 30 largestpeonmes operating on English, German,
French, Italian, Polish and Spanish online floweairrkets were selected (for further details see
Table 1 below, which contains the global Alexa rankl percentages of visitors according to
countries of origin). Out of those, there were tifeed 23 firms, which were offering a
newsletter subscription to its customers. The werigubscription processes were studied and

best case practices identified. The final analggissmail marketing practices within the
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industry was performed over a sample of 17 comgamich sent at least one newsletter
during the studied period 4.7.2011-2.10.2011 (néhrkieh “x” in the column “Newsletter” in
Table 1). A total of 292 emails were evaluated v following features — times of sending,

frequencies, subjects, contents, calls to actim@atives and unsubscription links.

Table 1 — Overview of Analyzed Companies from the Qline Flower Delivery Market

Global
Rank USA UK ES FR DE IT Newsletter

www.proflowers.com 6401 | 61,4% X
www.1800flowers.com 8584 | 67,3% | 1,4% 0,8% | 0,6% X
www.ftd.com 9943 | 79,0% | 1,0% 0,6%
www.teleflora.com 24799 | 66,5% | 2,5% X
www.interflora.co.uk 33310| 3,4% |71,4% | 1,3% | 2,5% | 0,8% X
www.florajet.com 42773 2,0% 85,7%
www.blume2000.de 49196 2,0% 84,1% X
www.fromyouflowers.com 60199 | 66,9% X
www.floragueen.com 61103 | 8,7% | 8,2% | 28,4% | 4,4% | 28,4% X
www.readyflowers.com.au 71723 | 90,0% X
www.floraprima.de 86409 82,4%
www.flora2000.com 89384 X
www.serenataflowers.com | 119046 | 15,1% | 39,5%
www.pickupflowers.com 142850 | 13,1% | 2,6% X
www.arenaflowers.com 160189 | 11,2% | 39,8% X
www.efiori.com 185688 93,7%
www.iflorist.co.uk 211355| 9,5% | 38,7%
www.bunches.co.uk 253430 55,9%
www.euroflorist.de 254970 70,5%
www.interflora.es 272620 85,2% X
www.eflorist.co.uk 328891 | 10,5% | 51,6%
www.foliflora.com 435594 88,0%
www.jollyflowers.de 472314 53 8%
www.aguarelle.es 491820 72,0% X
www.italianflora.it 619715 92,2%
www.regalarflores.net 683111 86,2%
www.flordirect.com 800056 X
www.theflowerexpert.com | 122989 | 32,6% | 7,4% X
www.flowersdirect.co.uk 266608 | 7,5% |61,2% X
flowershopnetwork.com 239239 | 72,8% X

Source: Author, according to Alexa [online]. 201dt.[ 2012-04-20]. Site Info, Traffic Stats, AudiencAvailable at:

http://www.alexa.com/
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4.2. Introduction of the Company

FloraQueen is an online flower shop with headqusuite Spain established in 2002.
Currently it accounts for about 25 employees arglates in more than 90 countries over the

world. FloraQueen generates revenues from 7 wetalpor English www.floragueen.com,

German_blumen.floraqueen.com, Spanish flores.flogag.com, Italian www.floraqueen.it,

French fleurs.floraqueen.com, Polish www.floraqupkand Austrian www.floragueen.at.

4.2.1. FloraQueen Within the Context of Floriculture Industry

The majority of FloraQueen customers come from Aff§hxon countries, such as
United States, United Kingdom, Canada and Australia the different language versions of

its portals attract also clients from Spain, Franicéer example Germary.

Table 2 — FloraQueen Revenues Generated by Countsie011

Country / Visits Revenue Transactions  Average E-commerce Per Visit
Territory Value Conversion Value
Rate

USA 243561 1.171.960 € 17836 65,71 € 7,32% 4,81€
UK 201044 986.054 € 16049 61,44 € 7,98% 4,90 €
Spain 1336842 716.079 € 12467 57,44 € 0,93% 0,54 €
France 1633398 565.303 € 9219 61,32 € 0,56% 0,35 €
Germany 177315 352.784 € 7801 45,22 € 4,40% 1,99 €
Canada 49526 245.197 € 3833 63,97 € 7,74% 4,95 €
Australia 37374 233.278 € 3526 66,16 € 9,43% 6,24 €
Italy 247867 213.951 € 3685 58,06 € 1,49% 0,86 €
Poland 210472 179.830 € 4483 40,11 € 2,13% 0,85 €
Switzerland 45855 158.400 € 2465 64,26 € 5,38% 3,45 €

Source: Author, according to Google Analytics [oeli 2012 [cit. 2012-03-03]. E-commerce Per Coufltritory for
Period 1.1.2011 — 31.12.2011. Available_at: httpsviv.google.com/analytics/

Looking at the development of the online flowerustty in the USA in the recent
years, it has captured a significant market sham brick and mortar florists, but it has been
also adversely affected by the economic downtureakVconsumer confidence and low
disposable income deterred consumers from makisgeationary purchases such as flowers,

resulting in consecutive revenue declines from 2008ugh 2010 reaching as much as 17,3%

39 Author, according to Google Analytics [online].120[cit. 2012-03-03]. E-commerce Per Country/Tenyitior Period
1.1.2011 - 31.12.2011. Available at: https://wwvagie.com/analytics/
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during the peak of the economic recession. Thamkise sluggish recovery, revenues in 2011
experienced a positive growth of 2,9% and the fasecfor 2012 count with additional 3,5%.
Revenue growth in this indutsry is driven espegialy the increasing prevalence of online
consumer shopping and also the business modeletibgtmany of the players consisting of
gathering orders online and passing them on td letail florists for a fee. Concentration of
online flower shops has risen over the last fivargeat an average annual rate of 1,2% to
3574 in 2012 mainly due to fierce competition witocery stores and mass merchandisers.
Out of those, majority tends to be of small sizrymg only one city or a local region, but
significant market share is controled by the fay international players - 1-800-flowers.com
Inc., Florists’ Transworld Delivery Inc., Provide@merce Inc. and Teleflora LLE

The largest product segment in this industry igeegnted by arranged cut flowers,
accounting for an estimated 63,5% of revenue i228Among other merchandised products
belong floral arrangements, plants, special ocecagifts, bath and beauty products, jewelry,

wine, fruit and other gift baskets, chocolates, siudffed animals.
4.2.2. Overview of FloraQueen Strengths and Weaknesses

When analyzing FloraQueen specific competitive athges, it is important to
highlight especially its internationality, givenetmumber of languages in which it operates,
its established network of florists and global worke. As for the weaknesses of the
company, its operational incomes are affected éslhedy the seasonality character of
orders. The satisfaction of customers is threatearednd the most popular gift holidays,
which include Valentine’s Day, Easter, Mother's Dayanksgiving, and Christmas, when
the company becomes unable to handle peak ordeértheAsame time, it regularly faces
overstaffing, particularly in the third quartertbie year, as this does not contain any of those
floral days. Important issue to be faced is als® difficulty of sustaining a high level of
quality, as third party florists work independentiythout any control systems. One of the
favorable opportunities in this industry is the adeement of e-commerce, triggered also by
the growing internet coverage and mobile shoppidmong threats counts the highly

competitive environment, in which FloraQueen corapdirst with traditional florists and gift

40 PRWelonline]. 2012 [cit. 2012-03-02]. Online Flower $i®in the US Industry Market Research Report Now labée
from IBISWorld. Available at; http://www.prweb.coreleases/2012/2/prweb9217389.htm

41 IBISWorld [online]. 2012 [cit. 2012-03-02]. Floristdan the US: Market Research Report. Available at:
http://www.ibisworld.com/industry/default.aspx?ideil096
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retailers and secondly with floral and specialtff direct marketers, including online shops,

toll-free phone operators and catalogues.

Table 3 — FloraQueen Strengths, Weaknesses, Opponities and Threats

Strengths

Weaknesses

Low working capital requirements

Large network of florists around the
world, with exclusive relationships in
Spain and France

Web pages and customer service
operational in 6 languages

Strong database of newsletter
subscribers

Decreased costs due to outsourcing of
some activities to Poland and India

Seasonality of operating results

Inability to accommodate growth in
peak seasons

Dependency on strategic relationships to
promote the website

No quality management of third parties
who deliver goods and services

Dependency on computer systems
(website, intranet, phone lines, email
marketing software)

Relatively high price
Limited portfolio of products

Non-competitive web design,
functionality and loading time

Opportunities

Threats

Low cost growers from emerging
countries

Technological advancements
Increasing standards of living
Higher mobility of people
Growing internet coverage
Developing e-commerce
Mobile internet and shopping
Comparative shopping
Social media

Source: Author’s analysis.
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Few barriers to entry

Fierce competition

Fragmented industry

Loss of florist members

International trade barriers

Exposure to foreign exchange rate risk

Strict privacy and data protection laws
(with adverse effects on marketing
efforts)

Security breaches

Fraudulent credit and debit card
transactions

Declining economic business cycle
Availability and price of flowers

Change in consumer preferences



4.3. FloraQueen Email Marketing Strategy

4.3.1. Goals

Despite of the potential benefits of engaging weitistomers across all the 5 phases of
the customer life cycle, FloraQueen nurtures ients only in the acquisition, conversion and
growth period. Acquisition is accomplished by theams of FloraQueen web page, purchase

process, forwarded email promotions and Facebogk.pa

lllustration 16 — FloraQueen Acquisition Tactics

1 Thank you for contacting me, you are the
best customer service department i've ever

Start receiving offers
now!

had the oppertunity 1o work with 93
Robert, 16 November 2011

* Country: [Choose country

+ E-mail: |

* Phone/Mobile:

Other phone
number:

FloraQueen: International Flower Delivery #Bn
Signup for e-mail only specials [ tke Flora)|(Queen Top Quality Fresh Flowers

Florﬂ)!lQlle{’” hes and shaky hands when = 4 Reward their
ebsite? » o commitment, effort and
¢ 0 F St achievements!
[ N - P R BT e
% 7. ) it that vou i thal mei
; v G Y il ¥
) Our Diagnosis: You suffer fram /w-q-r\ " L2 by Save 107 with code
E Wal + FloraQueen Information addiction! & ?‘ = e .u,f:f:ﬂgms
T Info g . i
%, Friend Activity | 3
A Friend Act Sign up for the NEWSLETTER today and become one of the privileged to 2 M Bl CELERATE LABOUR DAY!

@ Photes have our EMAIL-ONLY SPECIALS.
A Welcome D miss exclusive deals on FloraQueen products and siari s

Events
) Signup for e-mail only ...
[

First name:

About

Source: FloraQueen [online]. 2012 [cit. 2012-05-02]. Homepage, Puréchgs Process. Available at:
http://www.floragueen.com/. Facebook [online]. 2q&R. 2012-05-02]. FloraQueen: International Flovidelivery Signup
for e-mail only specials. Available at: https://mvimcebook.com/floraqueen?sk=app_111895501427. @iggan [internal
materials]. 2011 [cit. 2012-05-02]. Biweekly Newsbet

Main focus is directed to the conversion phas¢éh@asompany seeks rather immediate
sales than long-term relationships. Conversionspesenoted from the very first interaction
with the online shop by sending a welcome emailhwso discount to all newsletter
subscribers. This is followed by biweekly promoabmewsletters with special prices on

particular products or the whole assortment. Funtioge, promotional messages are attached
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also to transactional emails distributed upon regf@ a new password to online account,
order confirmation, delivery and cancellation megssa Comparing the efficiency of
biweekly campaigns with clear selling mission arah$actional messages, one can see a clear
gap between those two strategies. 89% of FloraQuaamues are generated by promotional

messages, whereas only 11% by transactiGnal.

lllustration 17 — FloraQueen Conversion Tactics

w ! )3 . -

s
Flora)|(Queen i

" Fresh flowers by local florists

Dear New FloraQueen Club Member,

Thank you for subscribing to the FloraQueen newsletter and a warm welcome 1o our FloraQueen Club!

#fe you feel at home WiNJave included a gift ..
RecAge a 5% discount on ygt next order of fresh flowers from FloraQueen!

Simply use this discount code AMAHAYQHA in the order process and you will receive a 5% saving off your
next order (coupon valid for 2 days days from today, no minimum spent).

FloraQueen delivers waorldwide, sending your flowers and gifts directly through quality local florists, giving
you the bestvalue for money and bigger fresher bouquets

Visit us in future for your all your flower delivery needs

Do you need assistance? Enter and contact our Customer Service team using the "Contact Customer

Service™ fink.

Please, do not reply to this automa enerated email, instead contact us at
© 200 raQueen Floweri , S.L.All rights reserved.

Head ederic Mompou, lona - Spain

Source: FloraQueen [internal materials]. 2011 Rt12-05-02]. Triggered Transactional Message tasiitter Subscribers.

As for the growth practices used, FloraQueen thistes triggered messages with 20%
discount coupons for the second purchase. Thesairaszl on immediate cross-selling as the

validity of the coupon is only two days.

lllustration 18 — FloraQueen Growth Tactics

] = e

Flora)|(Queen e
J/( Fresh flowers by local florists

Hello Marie Rose,
Firstto say thanks again for the order you placed with us

Just for you and valid OMLY today, you can get an extra-special discount on your 2nd order:

As a token of gratitude, get our entire catalogue in exclusive atan
amazing discount: -20%!

Offer valid ONLY if you place your order now.

Spoil yourself and benefit from this unique offer.
Discount coupon: AAAS3SKS3

Use your discount coupon NOW - Click here

rvice team using the "Contact Customer

Source: FloraQueen [internal materials]. 2011 Rit12-05-02]. Triggered Transactional Message tatiasers.

2 puthor, according to Google Analytics [online]. 20[cit. 2012-03-03]. E-commerce by Sources of Tcaff.1.2011 —
31.12.2011. Available at: https://www.google.conalatics/
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4.3.2. Audience

At the end of 2011, FloraQueen was serving 236 Q#¥scribers with an average
annual list growth rate of 0,12%. As the companysriis online shop in different language
versions, the fundamental segmentation done bothtHe biweekly campaigns and the
triggered messages is according to the languagk Bsevailing number of subscribers opts
in for English (63%), followed by Spanish (18%).eRch (7%) and German (7%), which

correlates also with the proportional distributifrrevenue$?

Illustration 19 — FloraQueen Subscribers’ Segmentabn According to Language

79% 2%3%
7%

WEN
WES
mFR
mDE
mPL

18%
63%

Source: Author, according to EmailVision [onlin@P11 [cit. 2012-03-03]. Campaign Commander Membet Arglysis,
2011 End Year Segmentation. Available_at: httpddée.campaigncommander.com/ccmd/jsp/login/indeRlggm=en.

Apart from the language segmentation, the compametly uses also segmentation
according to performance metrics, specifically opesults and revenues generated. In the
biweekly promotional campaigns, the first messagesént to the whole database of
subscribers, but the second is distributed onlthtse, who did not open the previous one.
The body of such email remains the same, but tlhgesuis changed in order to call the
attention of the recipient and create a feelingrgency. To generally well performing part of
the database — EN, ES, FR, DE subscribers, disaaiuh0% is offered and to the worse
profiting part — IT, PL 15% is given away.

By analyzing FloraQueen audience further, one dentify more dimensions, which
might be used to trigger revenues from targetedsagsg. The company is constantly
neglecting the power of segmentation accordingutzssribers’ purchasing habits and usage
occasions. When looking at the frequency of salas,obvious, that largely prevailing 83%

of subscribers are one shot buyers, who realizg emigle orders. Concerning repeated

43 Author, according to EmailVision [online]. 2011 §cR012-03-03]. Campaign Commander Member List Angjy2011
End Year Segmentation. Available at: https://p4dmm@paigncommander.com/ccmd/jsp/login/index.jsp2ieng
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purchases, 10% of customers returns for the setwmedand 4% even for the third. Given the

price level of products, average amount spent ageund 51-60 EUR.

Illustration 20 — Segmentation of FloraQueen Customrs

Frequency of Shopping Average Spendings
- H <30€
%1% 1% o W 31-40€
%4%M ity m2 17% % 8% m 41-50€

m3 4% W 51-60€
m61-70€
Y|
7% 71-80€
=5 10% 81-90€
>6 91-100€
83% 15% >110€

Source: Author, according to EmailVision [onlin@D11 [cit. 2012-03-03]. Campaign Commander Membert Aiglysis,
1.1.2011-31.12.2011 Segmentation. Available apstp4cce.campaigncommander.com/ccmd/jsp/logieksp?lang=en.

According to the floral trends consumer study iedrrout by the Ipsos research
agency in the USA, majority of fresh flowers indiual purchases is made by women (65%)
seeking for a gift for somebody else than themse{8&%). 14% of all purchases for outdoor
bedding/garden plants, fresh flowers and houseplentiesignated for calendar occasions,
among the most popular belong Christmas/Hanukkab%j)3 Mother's Day (24%),
Valentine’s Day (20%), Easter/Passover (13%) anahkbgiving (6%). In the other 86% of
occasions, they shop for no particular reason (50fdne decoration (13%), birthday (5%),
sympathy/memorial (5%), anniversary/love (3%) aathwell (2%)* Studying further the in-
page analytics of FloraQueen, one can see thahtse favorite categories uniquely for fresh

flowers are birthday, funeral, seasonal flowerseland new bab$/
4.3.3. Budget

Costs accrued due to the existing emailing progeam associated with fees for
externally run software for database managemenewtletter subscribers and distribution of
biweekly campaigns, as well as financing of in-reousiilt database of purchasers and

sending of automatic transactional messages. Auhdiliy, one needs to count also with

4 author, according to EmailVision [online]. 2011 {ci2012-03-03]. Campaign Commander Member List Anglys
1.1.2011-31.12.2011 Segmentation. Available apstp4cce.campaigncommander.com/ccmd/jsp/logieksp?lang=en.
5 Aboutflowers [online]. 2005 [cit. 2012-03-02]. Comser Trends on Buying Flowers. Available at:
http://www.aboutflowers.com/about-the-flower-indy#tonsumer-trends.html

48 Author, according to Google Analytics [online]. 201[cit. 2012-03-03]. In-page Analytics by Revenuew f
www.floraqueen.com. Available at: https://www.go®gbm/analytics/
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ongoing marketing (Customer Club Manager, Desigtranslation team) and IT efforts,
reflected by their salaries.

4.4. Biweekly Promotional Newsletters

As the majority of revenues is produced by biweeé&ffers, following in-depth
analysis is directed to those. Focus is paid sigadif to the activities carried out in the third
quarter of the year 2011, as FloraQueen switchedh fBronto to EmailVision emalil
marketing software during June 2011 and soon afi@rted testing major changes in its
practices.

4.4.1. FloraQueen Standard Templates

[llustration 21 — FloraQueen Standard Newsletters

ial dirass b
@%s
Flora)|(Queen #@p
ety it ace “lora)|(Queen
Birthday:  SummerFlowers»  EestSellers)  Roses:  WIPHowars n ‘. ;‘j
pquaiity fresh flowers -
From today to 12/()' thoays  SummerFlowerss  BestSellerss  Rosess  VIP Flowers s

save 10% on any bouquet.

the delivery date you want.
Only available 1 week!

To get your discount
use this discount code:

J10CONGRATEN

Order now and choose Show that you want

the best for them!

With FloraQueen it is easy to make their days rosy!

Get 10% off any of our products

TRENOW with the promotional code

10ROSYD

Valid until Monday. 22nd of Augtst!

HOOSE NOW

[y ] 2 Classic Red Roses A Touch of Class 24 Red Roses
Flora)|(Queen :

Bihday»  SummerFlowers s  BestSellers»  Rosess  VIP Flowerss

ht A 7

on all our bouquets

promo code: 1SEXCP1T.

o
08l Take this opportunity to bring smiles

i
09'5 juﬁm fo the faces of your beloved ones! |

E

Source: FloraQueen [internal materials]. 2011 R12-05-02]. Biweekly Newsletters from July, Aug@e11.
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FloraQueen was initially using 3 predetermined HTKith templates — for a single
offer, an e-card and for 4 products. Header coathimotice about adding the sender to the
address book, link to view email online, FloraQuéego with slogan, social media links
(Facebook, Twitter, Blog) and links to 5 differarategories (birthday, seasonal flowers, best
sellers, roses, VIP flowers). Body followed, havidgvays the same layout, background and
using the same colors. The footer contained inftionaabout the sender (name, contact,

address), social media links and unsubscribe link.

Based on FloraQueen already established timingsletters were sent periodically on
Tuesday (to the whole database) and Thursday {iecsbers who did not open previous
message) at 12:00 or 17:00. Most selling floweroating to Google Analytics were pushed
together with seasonal and event offers. Both HTavill plain text copies were distributed.

4.4.2. Implementation of New Templates

New design implemented from the beginning of Sep®m2011 brought to

FloraQueen newsletters additional elements. Thddreaas enriched with:

* Reminder of subscription, which should strengthendredibility of the sender as it
is clearly stating that the recipient has subsdribe

» Compelling presentation of the discount in one esgce to motivate recipients to
download images and view the complete offer.

* Unsubscribe link to prevent subscribers from hgttine spam button.

The body was designed to give flexibility for usitifferent offers, banners promoting
special events and additional content (informatbout flowers / the company / entertaining
news / stories / recommendations /...). The backgitouas adjusted in order to differentiate

campaigns and thus keep subscribers away from moyot
The footer was expanded with:

* Time delimitation of the offer to nurture the reeipts to act immediately.
» Link to privacy policy of the company for improventef the credibility.

* Invitation to subscription useful for forwards.

Time of sending, together with subject, action @utnd discount were tested in order

to futher improve the performance metrics.
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[llustration 22 — FloraQueen Newsletters in New Degn

Thank you for subsribing to our iewsletter Save 10% on any of your favartes! iew in browiser »
Add clubZnews floraguesn Gomm to your atdress book to recelve aur otfers to inkox. Unsubseribs >
I lara}]/Queen Top Quality Fresh Flowers

Big summer sale is here!
Get all our bestsellers for exclusive prices

-10% J

just this week!

Spice up the message for them!

Foryour birthday, [ thought you might fike an exercise bike just iike mine.
s a greal place o hang ciothes!

Before it amives, please accept these flowers.

Gelready for a il foad of fu in our nex newsietters, 5 more cheeky Messages 10 gol

Peace Day

2ist September

USE YOUR DISCOUNT NOW' 4£

This emal fias been S2m to Kara SE@floraaueen.com by Florauzen

e walis YO trst. To learmy more abiout oUn privacy polciss, plesss revies our pHvacy pags

If you have any questions, please contact us st info@floragueen com instead of replying to this small
I youye reseived this &-mal as & farward, yve invts you to subsoribe
I\ 358 Yo 1o Mmore wish to recelve ur ewsistter, unsubiscribe hers

FlaraQueen, 201 South Biscayne Blvel 26th Fioor, Miaimi, 33131 Unts States

Thanik you for subsribing to our nevesletter. Save 10% on flowers for Labour Day! Vigw In browser »
Add club@nevrs floragueen com to your address book to receive our offers to inbox. Unsubscribe »
F lara )’f Queen Top Quality Fresh Flowers

Reward their
commitment, effort and
achievements!

Show them that you value thelir work,
Save 10% with code

LABOURT0
on any of our products!

CELEBRATE LABOUR DAY!

This emsil s bizen sert to kata s@fioratusen sorm by Florauesn
e el your triist To lsatn mars skout our privacy policies, plsass review our privacy pags
If o1 have any guestions, please cortsct us at info@floraguesn,com nstesd of replying to this smsl
IF youtve receivet this eomall 65 & forwerd, we Rivie you to subscribe
I e you no more wish fo receive our newsletter, unsubscribe here

FloraGueen, 201 South Biscayrie Bivd 28th Floor, Wiami, 33131 United States

Thank you for subsribing to our nevesietter Wigw in brovesers
Add club@nevs floraqueen.com to your address book to receive our offers to inbox Unsubscribe »
Flora )/f Queen Top Quality Fresh Flowers

UDW’LL
v'e DAY

- ouAK ets
o Teache

o owe T0Y 50:\':‘(
L Jourice EeRY
favour o el e 10%

cho

Rosh Hashanah

28.-30. 9. 2011

USE YOUR DISCOUNT NOW JR

This email has been sent to kiara.s@floragueen com by FioraGueen
W value your trust. Tolearn mare about our privacy palicies, please review our privaey page:
I you hawe any questions, plesse cortact us at info@floraquesn.com nstead of replying to this emal
T youves v this e-mell 55 & Torward, we Invite you to subscribs
I Gse 0 Mo Mot wish to recelve our revesistter, Unsubscribs here.

FloraGuesn, 201 South Biscayne Bivd 28th Flaor, Miami, 33131 United States

Thank you for subsribing to our newsietter. Save 10% on any of your tavortes! View in browser
Add club@news floragueen.com to your address book to receive our offers to inbox, Unsubscribes
F lora)/( Queen Top Quality Fresh Flowers

k e P
Cheer up the days of your
grandma and grandpa!
Celebrate Grandparents’ Day with “a

-10%

Valid only until Tuesday, 13/09/2011
Ead <

This email has been sert 1o Karas@floragueen com by Floratuzen

Wiz walue your tust. Toleam more shout our privacy policies, please review our privacy page
1 yiou have any questions, please contact us st info@oragueen com instead of renlying to this email
It you've recelved this e-mail 6 & Torwarid, we invite you to subscribe

In case yau na more wish to recsive our nevslster, unsubscribe here,

FloraQueen, 201 South Biscayne Bivd 28tk Fioar, Miami, 33131 United States

Source: FloraQueen [internal materials]. 2011 Ri12-05-02]. Biweekly Newsletters from Septemb@t 2

4.4.3. Measurement of Results

Looking at the generic results for all domains, ¢hekthrough rate slightly improved
(from 0,42% in July to 0,46% in September) as wslthe unsubscription rate (from 0,32% to
0,22%) and the spam complaint rate (from 0,09% [@3%). This indicates that the
implemented changes brought higher efficiency. ®hiy metrics laying behind were the
open rate (4,77%), which in comparison with Augyrstw, but still did not reach the value of
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July (5,68%), and the conversion rate, which wagrsdting over August and September

(13%).

lllustration 23 — FloraQueen Email Program GenericResults 3 Quarter 2011

6,00%
' 3,68% 4,77%
5,00% \\‘_—_. o—Opened (%)
[)
4,00% d¢
0,60% . .
0,42% 0,46% == Click Throughs (%)
0,40% - i |
40% 70,32% 0,22% Unsubscribed (%)
0,20% o, 0-13%
’ U'uob' "7 3é=Complaints (%)
0,00% 0,09% | 0,03% ,
July August September Conversions

Source: Author, according to EmailVision [onling]011 [cit. 2012-03-03]. Campaign Commander Reports,2@11-
2.10.2011 Open Rate. Available at: https://p4ccepsagmcommander.com/ccmd/jsp/login/index.jsp?lang=en

The open rate is from its nature highly dependenth@ number of emails delivered,
which can be seen also from the 3 month analysEla@fQueen results. Uplifts in the 2nd
and 3rd week of July were caused by import of 35 Subscribers from the old Bronto
database to EmailVision. The same applies for ¢ieviing import of 8 051 subscribers in
the 2nd week of August. During September, thankth¢éonew email template, there was a
steady growth, which would have been even largeoiffor the 3 weeks disconnected API
(application programming interface enabling comroation between internal database of
subscribers and EmailVision and thus allowing fmed import of subscribers from the web
page to the external software). This failure waffiect from the 2nd week of September,

triggering up to the end of the month when the opes experienced decrease.

lllustration 24 — FloraQueen Open Rate & Quarter 2011

10,00%

8,00% English
6,00% German
4,00% === Spanish
2,00% \/_\ French
0,00% e |talian

Week|Week Week Week Week Week Week|Week/WeekWeek|WeekWeek/Week|  ___polish

1 2 3 4 1 2 3 4 1 2 3 4 5
July August September

Source: Author, according to EmailVision [onling]011 [cit. 2012-03-03]. Campaign Commander Reports,2@11-
2.10.2011 Open Rate. Available at: https://p4ccepeagmcommander.com/ccmd/jsp/login/index.jsp?lang=en
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The evolution of the open rate further influencésoahe clickthrough rate. This
pattern is visible especially in the 2nd week df &and August, when the open rate was high
and the end of September when it went down. One segn again a steady growth in
performance after the switch to new emailing tergpl@io understand the value and volatility
of CTR, one needs to study the size and aging stded the list of subscribers. For example
EN database is the largest and at the same timeolttest, which explains why the
clickthrough rate is the lowest and the less vigatOn the contrary, PL database is the
smallest and the newest, resulting in higher agtigf subscribers and jumps in the value
(between the highest and the lowest CTR in the Btmperiod, there is difference of only 37
clicks)*’ Clickthrough rate is of course given also by ttieaativness of the offer, as seen in
the 2nd week of August, when German results climbed to high preference of DE

subscribers for 15% discourits.

lllustration 25 — FloraQueen Clickthrough Rate 3° Quarter 2011

1,40%

1,20%

1.00% A —English

’ /

0,80% A e German

0,60% NS~ — spanish

0,40% - ——

0,20% - ———— — ~— French

0,00% e |talian

Week|/Week|Week|Week|Week|Week/\Week|Week|/Week|Week|Week|/Week|Week .
1203|4123 4|1|2|3]|4a]s:s Polish
July August September

Source: Author, according to EmailVision [onling]011 [cit. 2012-03-03]. Campaign Commander Repor{s,2@11-
2.10.2011 Clickthrough Rate. Available at: https:épelcampaigncommander.com/ccmd/jsp/login/indeXasgzen.

Analyzing the conversion rate, one can see andimer heightened volatility for PL
and IT domains. Comparing its evolution before after the adoption of new email
templates, there is no clear conclusion on if akt@any effect or not. The explanation might
be that the functionality of the template is lesportant for final conversions than the offer

itself and functionality of the webpage.

47 author, according to EmailVision [online]. 2011 {c2012-06-03]. PL results “Dweek of July 4 972 delivered emails,
1,21% CTR; ¥ week of August 5 019 delivered emails, 0,51% CTRailble at:
https://p4cce.campaigncommander.com/ccmd/jsp/logiex.jsp?lang=en.

8 author, according to FloraQueen [internal matefid@®11 [cit. 2012-06-02]. A/B Testing Results.
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lllustration 26 — FloraQueen Conversion Rate % Quarter 2011

0,35%
0,30% ~ -~
0,25% / \v/ N\ — = ——English
0,20% \,/ YA\ / \ / \

A , \ German

)

0,15% e Spanish
0,10%
0.05% = French

, ()
0.00% e |talian

, ()

Week|Week|/Week|Week|Week|Week|Week\Week|Week|Week|Week|Week|Week Polish
1 2 3 4 1 2 3 4 1 2 3 4 5
July | August | September |

Source: Author, according to EmailVision, Google aiytics [online]. 2011 [cit. 2012-03-03]. Campaign r@mander
4.7.2011-2.10.2011 Member List
https://p4cce.campaigncommander.com/ccmd/jsp/logiak.jsp?lang=en, https://www.google.com/analytics

Analysis, E-commeré&oduct Performance by Medium. Available at:

The percentual value of spam complaints followseents already described, such as
import of subscribers in the 2nd week of July angyést. Minimum amount of spam acuses
throughout September proves one more time thaadoption of new templates was a right

step.

lllustration 27 — FloraQueen Complaints Rate 3 Quarter 2011

0,35%
0,30%
0,25% English
0,20% = German
)

0,15% === Spanish
0,10%
0.05% French

, (]
0.00% = |talian

Week/Week|Week|Week|Week|Week/Week|Week|WeekWeek|Week/\Week/Week| === Polish
1 2 3 4 1 2 3 4 1 2 3 4 5
July ‘ August ‘ September ‘

Source: Author, according to EmailVision [onlin€l011 [cit. 2012-03-03]. Campaign Commander Reporis,2@11-
2.10.2011 Complaints Rate. Available at: https:/ggdcampaigncommander.com/ccmd/jsp/login/index.gspten.

The value of the unsubscription rate is affectedthy maturity of recipients list
conversely. The older the list, the higher the nemtf unsubscribers as these loose their
interest with time (observable by comparing agaim éxample EN and PL values).
Development is specific for DE audience, as thiklfdhe highest and the most volatile
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unsubscription rate. The reason behind seems t gieong sensitivity to the appeal of the
offer, as proved by the exceptionally low unsul@mn rate in times when the clickthrough
rate is high and vice-versa. In September, new ketewp proved their efficiency by keeping
the unsubscription rate low for all domains excépt PL (when studying the absolute
numbers for PL domain, one can see that the tleatlifference between the highest and the

lowest results in the 3 month period accounts fbclicks)*®

lllustration 28 — FloraQueen Unsubscription Rate 3 Quarter 2011

0,80%
0,70% /\\
0,60% A e English
0,50% N\ [ NN\ &
0.40% German
0,30% Spanish
0,20% e French
0,10% .
0.00% e |talian

, (]

Week|/\Week|Week|/Week|Week|/Week|Week|Week/\Week|Week|/Week|Week|Week Polish
1 2 3 4 1 2 3 4 1 2 3 4 5
July | August | September |

Source: Author, according to EmailVision [onling]011 [cit. 2012-03-03]. Campaign Commander Reports,2@11-
2.10.2011 Unsubscription Rate. Available_at: httpddce.campaigncommander.com/ccmd/jsp/login/indpRlang=en.

4.4.4. Comparison Against Other Website Traffic Sources

In order to properly evaluate the efficiency of newail templates, the effect of
changes implemented was studied also in relatipnstih consumer behavior on FloraQueen
webpages. 3 month results for the period July-Seipée 2011 were extracted from Google
Analytics for each of the 7 domains run by the camp To benchmark the results of
promotional and transactional emails against othedffic sources, reports focused on the
average value spent, the e-commerce conversionthatger visit value, the bounce rate and
the average visit duration were downloaded andyaedl For each of the language
mutations, ranking according to the total numbervigits was created and from this an
aggregate ranking of the most frequent traffic sesirfor all FloraQueen online shops for

each of the months established.

9 Author, according to EmailVision [online]. 2011{c2012-06-03]. PL results "4veek of August 5 019 delivered emails,
0,06% unsubscription rate;"2week of September 5 071 delivered emails, 0,25%ulbscription rate. Available at:
https://p4cce.campaigncommander.com/ccmd/jsp/lowiak.jsp?lang=en.
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As for the average value spent, the outcomes foh ed the traffic sources vary
minimally. This is understandable as there are gemgll differences among the prices of the
most favourite products. Slightly bigger changes lba seen only for transactional messages
and Facebook due to the lower number of total @geh realized and thus higher volatility.

lllustration 29 — Average Value Spent by Traffic Sarces

80,00 €

60,00 €

40,00 €

20,00 € H July
0,00 € B August

i September

Source: Author, according to Google Analytics [osli 2011 [cit. 2012-04-19]. Traffic Source, Sitsdde and E-commerce
by Source, 4.7.2011-2.10.2011. Available at: hitwsiw.google.com/analytics/.

The e-commerce conversion rate proves the excegitip of email marketing in terms
of return on investment. Both commercial newslstiard transactional messages score by far
the highest conversions. The evolution over thdistuthree months period does not confirm
higher efficiency of the newly implemented tempatbut put in the light with other traffic

sources, one can see that all of them experiedeglaing tendency.

Illustration 30 — E-commerce Conversion Rate by TrHic Sources

16,00%

12,00%
8,00%
4,00% m July
0,00% W August

i September

Source: Author, according to Google Analytics [agl. 2011 [cit. 2012-04-19]. Traffic Source, Sitedde and E-commerce
by Source, 4.7.2011-2.10.2011. Available at: httwsww.google.com/analytics/.
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There is a clear connection between the conversitgnand the per visit value metric.
The higher the amount of conversions, the morehases are realized per the total number of
visits. Again, newsletters and transactional messagach the highest values and together

with other traffic sources decline over time.

lllustration 31 — Per Visit Value by Traffic Sources

10,00 €
8,00 €
6,00 €
4,00 €
2,00€ - H July
0,00 € - B August
o%q' & éa_é’} RN Q)\*‘Q" & ,bké\ ,,5@6’ & u September
ISR 4{} \00(’ S éb(‘? 32 ?‘.{\\\\ ,bc..‘?"o
¥ S <@ & «
& &
s

Source: Author, according to Google Analytics [osli 2011 [cit. 2012-04-19]. Traffic Source, Sitsdde and E-commerce
by Source, 4.7.2011-2.10.2011. Available at: httwsww.google.com/analytics/.

The bounce rate was in general the lowest for ecoaiimunication and the highest
for affiliates acquired by means of Commission Jiamc The results for newsletters sent in
September were negative, as the bounce rate rosledoy 6%. Anyway, this might not be
caused solely by the new templates, as all of ti@@ shops were shifted to a new back

office, whose functionality in the beginning of tim@nth was questionable.

lllustration 32 — Bounce Rate by Traffic Sources

60,00%
45,00%
30,00% - -
15,00% - H July
0,00% - B August
X, < o
o%z & é@ é\o(‘ < Q.)\Q"o & 'é& &8 \ooo* u September
« O & v g L @
Q§ ) @ Y R
A > &
‘9\ 'OQ 0%
Y O o
S L G
& N

Source: Author, according to Google Analytics [agl. 2011 [cit. 2012-04-19]. Traffic Source, Sitedde and E-commerce
by Source, 4.7.2011-2.10.2011. Available at: hitwsiw.google.com/analytics/.
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As it could have been expected, the longest welssits were realized thanks to
transactional messages. FloraQueen existing custohmeve the highest interest in their
products and possibly also need more time to chiesik online account, status of purchases
realized etc. Surprisingly, prospects coming frtw® Yahoo search engine spend long time on
FloraQueen web pages, too. Unfortunately, no re&sothis particular behavior was found.
The next longest visit duration scored people aligkthrough newsletters and Facebook,
which can be explained by their clearly demonstratéerest (for newsletters they had to sign
up and for Facebook like the page or at least pradg search for it as there were no
FloraQueen ads posted). This metric proves thatehmgplates used from September on had
better creative and content, because they not called the attention of visitors, but also

made them spend slightly more time investigatingualbhe products promoted.

Illustration 33 — Average Visit Duration by Traffic Sources

40,00
30,00
20,00
10,00 l .JUly
0,00 T T T T .AUgUSt
& < S O &L > % 5 A
oo% <’)\& \é@ éo *,500 Q)\o ;&\o(\ Q,'Z;‘O &\,5& \000 i September
& o & e <
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006\

Source: Author, according to Google Analytics [agl. 2011 [cit. 2012-04-19]. Traffic Source, Sitedde and E-commerce
by Source, 4.7.2011-2.10.2011. Available at: httywsiw.google.com/analytics/.

4.4.5. Deliverability

Due to the change of the ESP and as a result, ehanghe sender’s source,
FloraQueen has been facing more reputation probl€hesinbox placement rate fell from an
average of 75% to 69%, with another 17% hittingkkanid 14% missing. Results for selected
ISPs, such as Gmail and Hotmail, were alerting @8%1 of the emails delivered were
reaching spam. The new templates for biweekly sffeere designed to outweigh this
disadvantage with focus on existing mistakes inHm&IL code and content.

Regular cross-checks with the SpamAssessin engene mtroduced, which helped to

discover common pitfalls in the HTML code leadilgain average penalization of 1,7 points
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during July and August. FloraQueen messages wesivieg 0,9 points due to low ratio of

text to image area, which could be solved only Gglimg more paragraph style text to the
HTML. Additional 0,6 points were awarded because fiiessages were HTML code heavy
(90% to 100%). Too many HTML tags relative to theesof the message body were
nevertheless acceptable as the use of HTML wasawi@d for the presentation effect given.
Remaining 0,2 points were assigned because of thisteece of tbody tags. The

SpamAssassin engine created this rule becausamohoan occurrence of these tags in spam.

The solution for this was simply leaving them out.

Additional mistakes were associated with the cantémewsletters. FloraQueen was
regularly using phrases such as “Dear” along witla@italized name, click here in an HTML
anchor tag and “save €, which were triggering pieation rules. New templates overcame

these rules by displaying such phrases in formuttbns and pictures.
4.5. A/B Testing

In order to define best case practices for buildiagpaigns within the new template,
FloraQueen run a serie of A/B tests for differeleieents of its emails. Those included the
subject line, discount offer, buttons and time efiding. For testing, Campaign Commander
software from EmailVision was used, as it allowkd tompany to send distinct messages to

a selected percentual share of its database.
4.5.1. Subjects

Regarding subjects, it was tested whether the it are more responsive in the
case of emphasizing a discount or an upcoming evdr@ open rate results suggested that
mention of the event is more effective. This migatgiven by the low variability of discounts
offered (10% for EN, ES, DE, FR and 15% for IT, Réwsletters with only exceptional
changes). It can be assumed that subscribers gples@éct given discount, which is repetitive

and therefore not attention grabbing.

Table 4 — A/B Test Subject — Event/Discount

% Open | % CTR | % Unsub ‘
Don’t forget about flowers for Friendship Day, 7th of August 5,82% ‘ 0,32% 0,21%

Get 10% off any flowers until Monday, 8th of August ‘ 5,38% ‘ 0,26% ‘ 0,13%

Source: Author, according to EmailVision [onlin@011 [cit. 2012-07-03]. Campaign Commander Reportsiladble at:

https://p4cce.campaigncommander.com/ccmd/jsp/logiax.jsp?lang=en.
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Moreover, also the effect of personalization onjettis has been studied. Different
newsletters have been sent to EN subscribers andest, because of Grandparents Day
applicable only to Anglo-saxon countries. Persaeaisubjects containing the name of the
recipent led to email openings more often thamibre-personalized ones, as they might have
given more credibility to the message. Usage ofaanthe subject might be considered as a
practice largely used by spammers, leading to migham complaints. Nevertheless, this has

not been proved, as the spam complaints for bgibstpf subjects were comparable.

Table 5 - A/B Test Subjects — Personalized/Not-peysalized

% CTR_| % Unsub |
Get 10% off any flowers for your grandparents! Ends Monday (EN)

Are you looking for a surprise? Choose yours today and get 10% off 6,10% 0,67% | 0,23%
(ES, DE, FR, IT, PL)

Name, get 10% off any flowers for your grandparents! Ends Monday
(EN)

6,62% 0,68% 0,33%
Name, are you looking for a surprise? Choose yours today and get > > °

10% off (ES, DE, FR, IT, PL)

Source: Author, according to EmailVision [onlin@011 [cit. 2012-07-03]. Campaign Commander Reportsildble at:

https://p4cce.campaigncommander.com/ccmd/jsp/logiex.jsp?lang=en.

45.2. Buttons

A/B testing of buttons was realized with the worésly now* and ,Choose now".

Size, font and color of these buttons remainedsdrae as well as the rest of the newsletter.
Eventhough the absolute number of clicks on botltobs was almost identical, the
combination ,Choose now" obtained much better pstrea results in comparison with other
links. After opening the email with ,Choose now“ttan, 31,93% of people selected to click
it, whereas in the case of ,Buy now" button only,22% clicked it and the rest preffered
clicking other links within the newsletter. The des taken might be that people consider the
button ,Buy now" too binding, they hesitate to cong purchase and thus rather select the
option of just looking around.

Table 6 - A/B Test Buttons

Button "Buy now" ‘ 44 ‘ 23,12%

Button "Choose now" | 43 | 31,93%

Source: Author, according to EmailVision [onlin@011 [cit. 2012-07-03]. Campaign Commander Reportsildble at:

https://p4cce.campaigncommander.com/ccmd/jsp/logiax.jsp?lang=en.
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4.5.3. Discounts

In order to identify, wheter the usage of 10% oPtl8iscounts is more effective,
FloraQueen realized two rounds of A/B testing, émeused on selected products and one
with discount voucher for anything from the assamin Eventhough the generic results show
slight preference for both 15% discounts and vorghthe outcomes for each language

version were ambiguous, with only DE subscribersrigaclear preference for 15% off.

Table 7 - A/B Test Discounts

%CTR % Unsub |

15% discount on selected products 2,87% 0,21% 0,14%
10% discount on selected products 2,83% 0,16% 0,12%
15% voucher on anything 2,94% 0,21% 0,12%
10% voucher on anything 2,85% 0,21% 0,13%

Source: Author, according to EmailVision [onlin@011 [cit. 2012-07-03]. Campaign Commander Reportsilable at:
https://p4cce.campaigncommander.com/ccmd/jsp/lomiak.jsp?lang=en.

4.5.4. Sending Time

For testing the sending time, the following slotsrevchosen — 6:00, 12:00, 17:00. In
the first week, half of the database received nettess at 6:00 and the other one at 12:00.
The consecutive week, messages were sent at 6d007a00 and the last week at 12:00 and
17:00. According to the outcomes, FloraQueen swiclkhe time of distribution of its
newsletters from the existing 12:00 (occasionaly00) to 6:00. This timing proved to be the
best in the open rate, scoring 0,35% better thad0l2nd 0,73% than 17:00. In the number of
clicks and unsubscribes it did somewhat worse tither timings, but the differences were
not substantial. Looking at each of the languagsiors, only FR subscribers seemed to have

slightly higher preference for 12:6.

Table 8 - A/B Test Sending Time

% CTR % Unsub ‘

Campaigns launched at 6:00 5,93% 0,49% 0,20%
Campaigns launched at 12:00 5,58% 0,54% 0,23%
Campaigns launched at 17:00 5,20% 0,40% 0,17%

Source: Author, according to EmailVision [onlin@011 [cit. 2012-07-03]. Campaign Commander Reportsildble at:

https://p4cce.campaigncommander.com/ccmd/jsp/logiax.jsp?lang=en.

%0 Author, according to EmailVision [online]. 2011 §ci2012-07-03]. Campaign Commander Reports. Availadile
https://p4cce.campaigncommander.com/ccmd/jsp/lomiak.jsp?lang=en.
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5. Benchmarking with FloraQueen Direct Competitors

In order to identify best case practices within gnmaarketing in the floriculture
industry, newsletters of 17 direct competitors ddr&Queen were followed over July —
September 2011. The subscription process, sending, tfrequency, subjects, offers,
discounts, buttons, special events, templates,bsasibe links and any other features were

scrutinized to analysis and important benchmark® wstablished.
5.1. Goals

5.1.1. Acquisition

There were found 26 companies, operating eithenational or international level,
that collect email addresses for newsletter puigo®8% uses collection during the buying
process with both preliminary checked and uncheckdatcription boxes, 27% uses a form
placed at the bottom of their homepages, 15% apjplirer collection techniques and 10%
promotes a refer-to-a-friend program. 3 compan&s double opt-in and only 1 company
offers advanced subscription with 5 categories amamich to choose (flowers for all

occasions, flowers from only £19,99, food giftanik, special events).

Illustration 34 — Acquisition Tactics of FloraQueenCompetitors

10% B Bottom of homepage
H Side of homepage
 Top of homepage
15% B Purchase Process

7% B Others (account settings, section "About", ...)

Facebook

28% Refer to a friend program

Source: Author, based on the analysis of 26 congsdndm the floriculture industry, multiple acqtiish tactics possible.

5.1.2. Conversion

Based on the subscription, only 17 firms sent astlel email during the analyzed
period. The rest possibly distributes newslettess frequently or collects email addresses for
future purposes. 81% uses welcome newsletters, jwgh 38% taking advantage of this
occasion for promoting a special discount (randiatyveen 5 — 20%) and 19% explaining to
the recipients how the registration will benefietin 19% of companies also uses pixel
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tracking to see whether registered users shop githigir session. If no purchase is done, they
send triggered emails with promotions — either @ist or cancellation of delivery fee. One
of those companies even uses a combination of amediate kind reminder and a

promotional message if the person does not returealize an order within a week.
5.1.3. Growth, Retention

Out of the studied group, 8% currently uses shappart abandonment programs. In
the email they display the product left in the ghiag cart, but do not offer any promotion.
One of the companies also suggests other itemsustemer might like. For retention of the
customers 44% applies loyalty programs, mostly ¢hase a collection of points and their
redemption for discounts. 31% also gives the pdggibf setting reminders and 19% makes

periodical monthly deliveries.
5.2. Newsletter Format

All companies analyzed use HTML templates as tlseiali aspect of the newsletter
plays essential role in the flower e-commerce. lioglkat the industry standards concerning
headers, companies use most often different boddsniar draw attention to the different
brands or categories they offer (60%), followedabkieadline focused on the featured offer
(53%), logos (53) and links to the online versidrilee newsletter (47%). Interestingly, the
largest companies focused on EN subscribers, 1803GeFs, FromYouFlowers and Interflora

also offer the possibility to switch to a mobilersien.

lllustration 35 — Header Features of Newsletters dfloraQueen Competitors
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Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#t 20
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Concerning the body of newsletters, 40% of firmy @ a single template (one
layout is used), 27% combine different parts ofregefined HTML (several layouts can be
created by mixing different tables and banners) 38%h comes up regularly with different
creative solutions. The number of templates usedflisenced by the frequency of sending.
Heavy email marketers such as 1800 Flowers, FrorRevers or Teleflora need to avoid

frequent repetition, and as a result, shrinkagheif databases, by introducing new designs.

Illustration 36 — Usage of Predefined Newslettersf ¢-loraQueen Competitors

m 1 template
B Mix of few different HTML parts

Many creatives

27%

Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#t 20

Footer is the most common place for including axtgmal links, such as unsubscribe
(80%), social media (67%), privacy policy (47%) dabkmarks (40%). Among good ideas
developed by different firms within the group bedancorporation of links for downloading
mobile applications, sending gift cards, locatihg hearest physical store, giving feedback
and using 24/7 live chat. Nice feature used by REkadvers for promotion of their loyalty
program was the summary of points collected.

lllustration 37 - Footer Features of Newsletters oFloraQueen Competitors
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Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#&t 20
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5.3. Frequency and Timing

75% of studied companies sends emails maximallye ger week. 13% distributes
their newsletters regularly twice per week and otiger 13% even more frequently. 1800
Flowers reach the highest sending frequency, asrttal their subscribers every day except

for Sunday.

The most favorite days for distribution are Wedrgs(26%), followed by Monday
(24%) and Thursday (17%). Therefore, if FloraQueeuld like to compete with the offers
of their counterparts, it would be considerablecttange the schedule of its biweekly
newsletters. With the current status, the subsibgght get other offers earlier and thus

realize their purchases elsewhere.

Illustration 38 — Timing of Newsletters of FloraQuen Competitors by Day
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Source: Author, based on the analysis of newstettel 7companies in the period July — Septembet 201

Breaking the timing even further to a specificuhoone can see, that prevailing
amount of newsletters is distributed in early mognhours, usually around 6:00 (26%).
Popular time slots are also around 10:00 (23%)12n0@0 (24%).

Illustration 39 - Timing of Newsletters of FloraQuesn Competitors by Hour
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Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#t 20
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5.4. Subject Lines

Almost 60% of FloraQueen competitors manage to kieejp subject lines between 30
and 50 characters, including blank spaces. Flora@ueuld unfortunately fell to the 29% of
firms, which overcome the benchmark of 50 charactém the given period, only one

company used personalized subjects containingaheerof the recipient.

Illustration 40 — Length of Newsletter Subjects ofloraQueen Competitors

29%‘

14%

m <30 characters

M 30-40 characters
28% 40-50 characters

M >50 characters

29%

Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#t 20

The most favorite word in the subjects has its inadav-, including the words save,
saved, saving, savings (29%). Frequently useds thle amount of discount granted, both in
its absolute (28%) and relative (27%) value. Gittem industry, also the word flower and its

plural scored high (21%).

Illustration 41 — Most Used Words in Newsletter Sulects of FloraQueen Competitors
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Source: Author, based on the analysis of newstettet 7 companies in the period July — Septemb#t 20
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6. FINAL RECOMMENDATIONS

6.1. FloraQueen Email Marketing Strategy

6.1.1. Diversification of Goals

A good email marketing strategy aims to developragiterm relationship between a
company and its customers. Unfortunately, FloraQuess been up to now only acquiring
and converting their clients (with promotional néstters and limited up-selling program). It
is highly recommendable to initiate more email ne#irlg activities in the growth, retention
and re-activation phases and thus reshape thegsainghbehavior of the 83% of single-time
shoppers, so that they would become repetitive tsuy&o support the growth phase,
FloraQueen might start using tracking pixels onwetbpages. Information collected during
the online sessions of its clients could be theedu$or sending personalized cart
abandonment campaigns. To achieve repeated pusstzageod idea would be implementing
reminders about upcoming birthdays and other spewints. Also, based on the practices
commonly used by competition, FloraQueen might ictersstarting a loyalty program, which

would create an added value for its customer ansl ithcrease the costs of switching.
6.1.2. Segmentation of Audience

To improve the email marketing strategy, FloraQuskauld not only diversify its
goals, but also work more efficiently with the aemtie. As it has been proven, implemented
changes in email templates had little impact ondteversion rate. It has been concluded,
that the offer itself plays more important rolefinal conversions than the creative of the
newsletter. Therefore, it is crucial to offer thght products to right people and in the right
time. Currently, there is only little segmentatiased and in some cases even mistakenly. As
already mentioned, a 10% discount is used for EBl, ER and DE subscribers and 15% for
IT and PL. But in further analysis of revenues gatesl by countries, one can see that the
most challenging is to convert Spanish and Fremrrdsgects into buyers. Those should be
therefore offered more incentives and one of themld be higher discounts. Also, the
preferences of customers should be taken into atcés revealed in A/B test of discounts
on selected products and discount vouchers, Gersodascribers show very high price

sensitivity. By offering them regularly 15% off,dfFaQueen could easily boost its sales.
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Particularly useful could be also segmentation ating to previous email or website
activity. FloraQueen could for example design specampaigns for people, who regularly
open its newsletters, but never convert. Or creagered messages according to previously
clicked links. Personalized campaigns for people share FloraQueen newsletter with their
friends could be also highly effective. And tailmade program with rewards for those, who
use share-to-social buttons might bring even betsults. As for the website activity,
information about viewed or purchased products a¢obé stored and connected with
EmailVision database. As revealed in one of theises) majority of people is seeking for a
gift for somebody else. Thus, approximately oneryaféer a purchase, customers could
receive reminders that they can make their belawses happy again with pictures of the

bouquets they’'ve purchased before.

Also, standardly used segmentation according tenmeg frequency and monetary
would be considerable. Thanks to this method, Raesen could order its segments from the
most to the least valuable and then pay speciahtiin to those 20% of customers who
deliver 80% of results. The most recent purchaskhsghest value could be sent emails more
frequently than the rest of the database whereastslinactive for several months could be

offered an additional % off.
6.2. Biweekly Promotional Newsletters

As already mentioned, FloraQueen should considecheduling the distribution of
its promotional messages as the majority of cortipetis sending their email campaigns on
Monday and Wednesday. The results obtained frosncnge in timing should be of course
properly studied and in case that there was a degy, FloraQueen should rather stick to

their traditional schedule.

As for the creative of newsletters, the only recandation would be considering a
mobile version for at least EN and ES subscribelg) dispose of the largest penetration of
smartphoned' Some of the competitors have already successdelgloped mobile versions
of their emails and companies such as 1800-Flowerinterflora have even introduced

mobile applications.

*1 Wired [online]. 2012 [cit. 2012-04-21]. 42 Major Qutries Ranked by Smartphone Penetration Rates.laf@iat:
http://www.wired.com/beyond_the_beyond/2011/12/48ancountries-ranked-by-smartphone-penetratioasfat
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Concerning the content part, it is particularly eesary to shorten the subject length of
FloraQueen emails. In the theoretical part of thissis it has been determined how many
characters are being considered best case pradgtiteespect to open and click rates. Later
on, in the practical part, it is been proved, tmajority of FloraQueen competitors is able to
create compelling subjects using less than 50 cteasand some of them even using less
than 30 signs.

The body of the newsletters should be tailored @liog to subscribers’ preferences.
FloraQueen is currently promoting only discountsteroffers, but it should find out whether
it wouldn’t be equally appealing to offer freebiesrly notifications on upcoming sales and
future products and exclusive content. Also, basedhe trends, the content part of emails
should become increasingly integrated with sociadim, as FloraQueen would gain the

possibility trigger its reach and build a high dtyalist of subscribers.

Another recommendation for the content part woukl Using more creativity,
extraordinary activities and offers for the off-sea newsletters in order to offset negative

impacts of the cyclical character of the floricuéundustry.

To remain competitive and continuously adjust te treferences of customers,
FloraQueen should also continue running A/B testh lior the creative and content part of
its newsletters. It is advisable to discover wHighgth of the body copy and which wording
would be the most efficient ones. It is advisaldetdst the most commonly used subject

words of competition and test the most fitting keyas from the Google Keyword Tool.
6.3. Subscription Process

It has been identified, that FloraQueen is prongpotmail subscriptions via its web
page, purchase process, link in its newslettersFaugbook page. All of those methods are
single opt-in and in case of purchase process uhscsiption comes even in a pre-checked
box. If FloraQueen wants to be serious about thalityuof its subscribers, it should
definitively switch to double opt-in without anyechecked boxes. Double opt-in has also
additional advantage of possible improvement of dabverability rate. Upon subscription,
FloraQueen customers can be informed, that they neeverify their email address by
clicking on the confirmation link in the email whidhave just been sent to them. They might

be asked to check their spam or bulk mail foldecase they don’t receive it within a few
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minutes. Additionally, they can be advised to adler&ueen to their address book or safe
senders list. Moreover, double opt-in also helpgvoid any spam traps.

FloraQueen could also broaden its base of subssrilyeadding new opportunities of
subscription. Opt-in links could be added to ahsactional emails and also email signature
lines of direct employees. Good idea could be sdalvegl a newsletter-promoting email for
the day after order delivery. At this point of tinmustomers are generally excited about the
bouquet delivered and might be more susceptible feewsletter sign up.

Apart for giving customers more chances of optimgHloraQueen could offer them
also more reasons for doing so. Currently only Baok subscription explains in a limited
manner the benefits that people can obtain. Neskdh, there are another simple ways of
how to promote opt-ins, such as including samppeesoof the newsletter, using testimonials,
informing about the 5% discount which is receiv@dm subscription, highlighting any other
added values, including a privacy policy statemanfor example laying out expectations

regarding the content and frequency.

6.4. Reporting, Analytics

With respect to the recommendations of using megmentation and integrating
email marketing with social media, FloraQueen sticalso consider expanding currently
used metrics for valuation. Subscriber valuatiomlddoe inferred based on the recency,
frequency and monetary scoring system. Also sa@iklation should be added using metrics
such as social-share click-through rate, shariegvviate, social contributor rate and shared
message life. EmailVision even offers tracking soofighose indices, but FloraQueen is
currently not taking any benefits from them.

6.5. Deliverability

As seen from the description of FloraQueen emaiketang practices, the company
does very little to improve the deliverability afsiemails. In the recently implemented
changes, it included to newsletters a remindeheif tcustomers’ opt-in, an unsubscribe link
in the top left corner and a privacy policy linktime footer. These new features had a positive
impact in terms of lower number of spam complaitsvertheless, FloraQueen has long-
term problems with deliverability concerning son&P$, such as Gmail or Hotmail, which

have been only triggered by the change of its ES®Pigber.
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One of the steps necessary in order to improvedtierability is balancing the
growth of subscribers’ list with its quality. Fevoad practices have already been proposed
for the subscription process, but additional oreedrto be exercised before adding new email
addresses to the database and more actions nbeddken also with the already existing list.
Prior to entering contacts to the database, Floea@should clean and correct all problematic
and invalid emails. This could be done with helpaofeal-time email address correction
technology used for the subscription points or pgiodic list-hygiene service. As for the
established database, all contacts collected atloregago should be asked to opt-in again or,
alternatively, non-active subscribers should bedlly removed from the list. This painful
tactics is then going to be rewarded with highd&obn placement, response rate and lifetime
value of subscribers. Part of the non-active cdatpossibly exists due to a loss of interest,
but another part is there simply because of a aghangmail address. Annually, about 30% of
consumers change their emails, which in the cas€&lafaQueen means almost 71 000
clients® To minimize this address churn, the company shoffler an easy option of how to

update an email address linked to every single agess

FloraQueen should also run regular deliverabilapd rendering reports via
EmailVision tools and Spam Assassin engine to coary HTML errors. It is also important
to watch out for spammy words and be aware of tssipilities of their substitution (another

wording / pictures / buttons).

52 Lyris [online]. 2012 [cit. 2012-04-21]. Use EmailSocial Sharing to Grow Your List, Relevance, Erggagnt & ROI.
Available at:_http://www.lyris.com/au-en/blog?stet02
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CONCLUSION

Long before email became a marketing tool, it veasommunication vehicle. It
revolutionalized lives of its users, but many conipa often forget about the communication
possibilities of email and rather think of it axlaeap and fast way to sell a product. The
objective of this work is to guide its readers talarstanding of full marketing potential of
email and provide ideas for redefining the stratagies of email as an effective marketing
device. In order to define approaches for leverg@mail practices, this document has been

based on four goals:

1. Evaluation of the current state of email marketmgl identification of the existing
best case practices within the field.

2. Internal analysis of email marketing practices aiedected online company on the
international flower delivery market.
External analysis of industry benchmarks.

4. Proposal of recommendations in order to increase dfficiency of email

campaigns of the chosen firm.

The goal number one has been accomplished inrdtelree chapters of this work. The
initial chapter talked about the explosion of théetnet around the world and consequently,
also the boom in the usage of email, and describéd the latest numbers and trends.
Particularly, the need of integration of email netinkg and social media, the opportunities of
mobile marketing, the power of video messages dred ldenefits of consolidated web
analytics were explained. Afterwards, an organiapdroach for crafting a successful email
strategy was offered, giving advices on how to wwitk the different existing goals, types of
email messages, audiences and budgets. The seleaptéiccontinued with the introduction
of the best case practices for developing campafgms start to finish. It set out the
differences between plain text and HTML rich newsls, gave recommendations on the
length and frequency of messages, selected the@dwgrming open and click rates by day,
gave options on how to use up the best the 10 cleasaof the from line, selected which
subject lengths score the highest open and clidsrand showed how the preview pane,
layout of emails and its visual anchors can be usatiaw readers’ attention. Additional tips
were given also on the possibilities of personsibra planning and testing of email

campaigns. The third chapter closed the identibicabf common practices within the field by
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encompassing the subscription process, distribudfogmails and management of a database
of contacts.

The second goal has been elaborated in the foundpter, in which the company
FloraQueen has been introduced. Its email markgtiagtices have been described following
the same logical order of the first part of thisrkve first analyzing the email marketing
strategy of the company, including its goals, anckeand budget and afterwards evaluating
the existing campaigns. Special attention has lggeam to the comparison of two different
email templates in order to determine which onaeags higher efficiency. According to the
metrics from the email service provider EmailVisiand also Google Analytics, it has been
determined that the new template, which basicalisoduced some of the best case practices
described before, brought better results. The endps been concluded with different A/B
tests, whose objective was to reveal which prastgeould FloraQueen adopt in order to

better respond to its customers’ preferences.

Industry benchmarks have been established infthechapter. It has been determined
which are the most common goals pursued by the ettigm, which newsletter formats the
different firms adopt, at which frequency and inavtiming they tend to distribute emails and
what are the prevalent features of the subjecs lused.

The last goal of this work has been accomplishetthé sixth section, which basically
recompiled all the suggestions and results of presianalyses and presented a set of
recommendations on which FloraQueen could builchuparder to take its email program to
the next level. The advices have been designeddier ®o be easily applicable to the specific
needs of the company and the floriculture industry. order to create an effective

communication link between FloraQueen and its eusts, the author sees critical:

» To diversify the goals of the email marketing stggt and in particular focus more
on the growth, retention and re-activation actagti

» To apply segmentation of the audience accordingsfscific characteristics,
consumer behavior and email marketing results.

* To test rescheduling of the distribution.

* To develop a mobile version of the newsletter.

* To shorten the length of subjects, run A/B testsdibferent keywords and offers

and create off-season promotions.
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* To introduce double opt-in without pre-checked lmxi@crease the number of
opportunities to subscribe and define clearly thiei® proposition of doing so.

* To incorporate subscriber and social valuations.

* To solve deliverability issues by focusing on pnopst hygiene, by performing

regular deliverability and rendering reports andaligiding spammy words.

During the elaboration of this document, the authes faced several challenges. One
of them has been the unwillingness of the companghtange / test some elements of its
newsletter program. As it happens, change is nedyd embraced positively and sometimes
it takes a lot of effort to prove the legitimacyparticular intentions. Due to this reason, it has
not been for example possible to test differentsdé&y the distribution of FloraQueen
newsletters. Another complication has been givarabge of the high turnover of employees
in the company. Thus, it has been sometimes difficuaccess needed knowledge as it has
not been stored anywhere. More challenges havenaalso from technical difficulties such
as sudden imports of new subscribers, unexpectadmiection of APl and dysfunctionality

of FloraQueen web pages.

The author also sees additional possibilities xjjamading this work. An in-depth
analysis of the efficiency of FloraQueen transalanessages could bring more insights for
improving also their results and thus trigger thesgubilities of email marketing in the
company as a whole. A study focused on the prefesenf FloraQueen consumers and their

satisfaction with the current newsletter programl@de particularly useful, too.
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APPENDICES

Appendix 1 — Snapshot of FloraQueen English Website

AboutUs  FloraQueen's Magic  Contact  Your Account ﬂ EURE

L)
Flora)](Queen Top Quality Fresh Flowers

day

International
Flower Delivery

We send flowers all around the
warld!

START HERE!' >

Mother's Day
May 13th

Mom's
favorite flowers?
The ones sent by you!

SEND'NOW!

Say Happy Birthday
with our top flowers!

Mothers Day Bouguet Lady in Pink Rosy Wonder Pink Smile

BUY NOW > BUY NOW > BUY NOW > BUY NOW >
From 34 € From 3#4-£32¢€ From 44 € From 31 €
Shades of soft pink set the mind at This ¢legant explosion of pinkis a Description: This pink rose bouguet uses. This dashing bouquet is lavishly
ease, while crisp blue eryngium blooms fantastic modern bouguet that will complementary yellow roses to make a decorated and designed to. make a
Bdd complexity and... EXpress your emaotions. . bright departurs.. |asting impression. More about,

Cheery Morning Bouguet White Satin Perfect Sunrise 12 Classic Red Roses
BUY NOW > BUY NOW > BUY NOW > BUY NOW >
From44-£42€ From 38 € From33-€35€ From 54 €
Thiz wonderful arrangement is 5 fun This smooth and siky combination wil A marvelous sunrise of orange flies and This stunmng bouguet is classically
bouguet of flowers that will bring a remind people of the happiness and seasonal flowers. This round bouguet is arranged to ensure your emotions are
cheery smile fo everyone's,, beauty in their ives,, . full of happiness... expressed in the..
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Appendix 2 — Example of Proflowers Newsletter

Special Invitation: Accept for an Extra 20% off © |x 1nbos |&

ProFlowers proflowersi@email. proflowers. com to me show detals Aug 10 (1 day ago) |

Sale Invite: Extra 20% off Sitewide! ¥iew the full email

Proklowers

Email-Only Specials:

$19.98 Special! 52% Off in All

18 Assorted Petite Roses Thinking of You Deluxe All the Frills
with Free Vase weithi Blush Pink Yase with Free Yase
Reoularly: $20-:05 Fecularly: $48-00 Reaulary: $45-08
Special $29.99 Special: $39.95
Special: $19.99 Extra 20% Off: $23.99 Extra 204 Off: $31.98

Details Buy Now  ESelelk W Details

40 Million F Shop Best Sellers

shap by phone 800.580.2913 K3 Unirus on facebook (8 Follow us on twitter

CHERRY MOON FARMS’

Our Family of Brands

ProFlowers redENVELOPE ProPlants

M CHERRYMOONFARMS' ﬁ)e%@m%aml‘

180 Send Flowers to €anads SIS Send Flowers to the United Kinaderi @ Send to Othsr Countries

*#The eutra discount has already been caleulated intothe final prices featured inthis email and does notapplyto gift cards arcartificates;
same-day, Flarist Express or international deliveries, third-party hosted products (e, winel, tawes, shipping, handling or ather surcharges,
Lrizcounts notvalid on bulk or corparate purchases of 10 units or more, Discountshall be applied at chackout and can not he combinad with
other offers oy discounts, Irvages in thiscemail may include upgraded, premium vases which are swailable for an additional charge, Prices
walid while supplies last, Frices subject to-change,

This gmail was sentto: klara.s@floragueen.com. Tfthis email was forwarded o you by another email recipient and you would like £o
sub=cribe to the ProFlawers email list, click here.

If you prefer notte continue receiving ProFlowers promotional &-rails or tosubmit questions oy commznts, pleaze use the following links
instead of replying to this &maili
Email Preferences | Questions or ts | Privacy Polic

For Cuztomer Service assiztance and FACQs, click here,

Provide Commerce, Inc, 4540 Eaztgate Mall, San Disaa, CA 92121




Appendix 3 — Example of 1-800-Flowers Newsletter

Birthdays are sweeter with 20% savings! 1bos | 1]
| 1800-FLOWERS.COM to me show detals G:41 AM (2 hours ago) | 4 Repl | v
& special offer from 1-800-FLOWERS COME: Yiewy gz a webpade
Birthidays are swester with 20% savings! Wiewing on a Mohile? Click here to viewy thisemsil in t,a)d.

ﬁ}sﬂe ‘ o
\ﬂmrs.u @baSketﬁmm. Birthilay  Anniversary Thank You Same-day  Sympathy

Make getting older sweet, not sour

Save 15%

on Howers and gifts from
our Excluszive Birthday
Collection when you use
Promotion Code LEMONi15

Save 20%

when you pay with your
MasterCard” card and use
Promotion Code MCLEMONz20

: Shop Now b

LIVING BEAUTIES
Surprise them with exefic orchids on
anniversaries, birthdays, or just because. | sHOP THE ORCHID BOUTIQUE >

100% SMILE GUARANTEE: As florists, our life’s work is to deliver smiles. We're
obsessed with delivering a terrific experience. If not — we’ll make it right. Guarentesd.

LEARN MORE *

Follow usen Like us on Send to 3
Twitter Facebook Friend

Redister Mow & Member Benefits Send & Greeting Shop by hiokile Store Locator
Unzubzcribe Contact Us Security & Privacy Terms of Offer

*ofter ends 7/3102011.
See Terms of Offer for further details.

Master Card and the MasterCard Brand Mark are registered trademarks of MasterCard International Incorporated.
Thiz email was sent to klara.s@@floragueen.com on Fr252011.
If wou've received this e-mail a2 8 forveard, e invite you to subscribe.

Add 1800FLOWERSEemail 800-flowers com to vour Address Book to ensure that you receive our email in your Inbox.

20119 1-800-FLOVWERS COM, IMC. Corporste Crifice = One Old Country Rosd, Suite S00 = Carle Place, Mew York 11574-180




Appendix 4 — Example of Teleflora Newsletter

Save 20% and send the biggest birthday bouquets from Teleflora!l tbes [% 15
. Teleflora teleflora@ermail teleflora.com to me show detals 12:69 PM (2 hours aga) | 4 Reply [v

SAWE 20% on any bouquet at Teleflora,
Miew with images

teleflora.

Fresh flowers hand-delivered daily. [."'(:' _I'_"r”"”'{ e .r_;}a'(‘mi'

BIRTHDAY » THINKING OF YOU» GETWELL» THANKYOU)» SUMMER®

sumimer T
birthday! ==

GIVE THE TELEFLORA DIFFERENCE HAND-DELWVERED BY OUR FAMILY OF NEIGHBORHOGD FLORISTS

Gift Reminder | My Account | Custorer Servica | TeteRora Rewards | Community: | BTwitter 1 f Facebook

Click on any Teleflora.com link in this email to start shopping and we'll apply your discount automatically at checkout. Offer is available
through teleflora.com or calling 1-800-835-3356 and entering promotion code "EMPOT2E." Offer expires August 3, 2011, May not be
combined with any other promation and is not walid toward pravious purchases . Mot valid at retail locations or affiliate sites.

Thiz email waz zent to: klaa s@Efloragueen.com. If you prefer not to receive Teleflora® email mezsages, please click here, Comments?
Duestions? Please contact us at customerseryice @eleflors com.

Teleflors Privacy Policy

@ 2011 Teleflora. Teleflora LLC, P.O. Box 8I_JQ1D, Los Angeles, CAQDOG0-010 USA Al Aghts resenved,



Appendix 5 — Example of Interflora Newsletter

12% off everything - one week only! [ |#  Inbox |

Interflora - the flower expents gifts@interflora-newsletter.co.uk to me by detzilz Aog 18 (5 days ago)

Dear Customer, 1234 off everydhing - one week anly!
Interflara are sending you this email after you either purshased or signed up te receive offers from Interflora.co.uk.
Unable to view, elick here | Unsubscribe hee,

To ensure you receive our email offers, please add gifs@interflors-nemsletter.co.uk to your address book

12% off”
for one week only!

CELEBRATION
SHOP NOW »

For one week only we are offering you an incredible 12% off, so you can really 9o to town on
that perfect qift for someone's big day.

For alittle inspiration, our three best sellers featured below are a great place to start. The
beautiful Large Pink Radiance Hand-tied is one of our favourites and guaranteed to pleasel

Large Pink Radiance Pink Cool Summer
Hand-tied Perfect Gift Hand-tied

Y "&’)"
: L @}

£39.99* £26.99* including vase £29.99 including dslivery
Buy now Buy now Buy now

Order before 3pm for delivery today®

*Subjectto Interflora delivery.
=Produst value must exceed £24.08, Offer axpites midnight 24th August 2011, Offer cannet be used in sonjunstion with any sther affer,

te rfl uk for terms and conditions

+Exclusions apply. See i

Oy Privaey Policy and Terms and Conditions are available on ourwebsite.

This email communication makes use of a 'Clear Image' (gif) to track results of the email campaign. If you wish to turn off this tracking for future
emails, you can do o by turning off the images in the email itself. Interflora British Unit, Interflora House, Watergate, Sleatord, NG34 TTB. Company
Registration Number 287087 (Registered in the UK) VAT Number 853 1267 36 Email: sales. enguiriesi@inteflora. co.uk

AUGHS



Appendix 6 — Example of Blume 2000 Newsletter

Sparen beim Kracherangebot © |5 nbos |

Blume2000.de newsletter@news. blume2000. de to me

& i

- 10:38 AM (B hours ago) 1 i Reply [ v

Wenn digser Meywsletter nickt korrelt sngezeict wird, dann klicken Sie bitte hizt,

Vo

"z%"c':% et

Kracher-Angebot

Lieber Blumenfreund,

ein echtes Kracher-Angebol der frihliche Sommerstraul
wird inkiusive Yase und hunter Sommerverpackung
yersendet, Greifen Siezu,

Sonnenschein inkl. Glasvase und

Sommerverpackung

Halen Sie-sich die Sonne ins Haus oder verschenken Sie
fréhliche Sonnenstrahlen - eine passende Glasvase und die
sommetliche Yerpackung sind schon dakei, Sparen Siz beim

Sommer-Angehot! €25,00

Unser Sortiment: Aktuelle Angebote:

= Homme = Sonnenschein inkl. Glasyase und Sommerverpackund
= Orchideen

= Gehurtstan

Eine schone Woche winscht Ihnen Ihr Bilume2000.de-Team!

Dieses Angebiot git nur bis zum 28:08.2001 und nur solange der Vorrst reicht.
Alle Preise verstehen sich inkiusive Mt und zzgl, Versandkosten

Wenn Sie unseren Mewssletter nickt mehr erhaften mochten, Micken Sie bitte hier, rufen uns
einfach an cder senden uns eine kurze Mail an newsletter @hlume2900.de.

Service-Hotlineg: Mo-Fr 7-23 Uhr, Sa 9-20 Unhr
Tel G180/ 5% 30 30 (80 14Min a. d. Festrietz, meximal €3420in. 5. d. Mobilfunk)
E-Mail: newsletterd@blume20t0.de

Blume 2000 nevw media 5y, Gutenbergring 53, 22848 Morderstedt
wiorstand. Alexander Zoern, Frank Ihlenfeldt, Philipn Spethmann
Aufsichtsratavorsitzender. Wolfgang Herz
Firmensitz Morderstedt, eingetragen im Smtsgericht Kiel unter HRB Mr. 43 71 MO



