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MULTI-TASKING THEN
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MULTI-TASKING TODAY
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While The Future is Now
Soon, We May Have More Time In Our Day To Multi-task
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And Remember Safety First
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THE MARKETER'S COMMON
STRUGGLE



- Stay Relevant or Lose Subscribers

If Not, Lack of Relevance and
Intolerable Frequency Can

b AN Creafe Deliverability and

|27 Performance Woes
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MARKETERS MUST FOCUS ON FREQUENCY,
RELEVANCY & RENDERING TO WIN ON MOBILE

Inhibitors to Email Marketing on Mobile Phones

Sent foo often, | get oo many of thern- EEREENEEEREERRESNRRR |-

They are not relevant fo me |G 377

Too small to read and interact with (| Y 3277

When | click through it is too hard to see their full web- ﬁ 26%
site on my mobile phone )

Message is jumbled and not well formatted on my ﬁ 21%
mobile phone 7

It is redundant to what the brand has already pushed

| have their App, they should message me this way  (IEEGN 9%
me through the application that | have on my phone ﬁ

None of the above 18%

1

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

Question Asked: What don’t you like about getting email marketing

messages on your mobile phone¢ (select all)
Source: The Relevancy Group, LLC 2014 Consumer Survey n=1011 3/14, US Only
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Often We Blast Away Into a Ghost Town






MOBILE EMAIL ADOPTION IS MAINSTREAM

ACROSS NEARLY EVERY AGE GROUP
Mobile Email Adoption by Age - 2014

| | ‘ ‘
90% 93% :
69%

13to18 19to26 27to32 33to38 39to4d5 46to53 541060 611070 711080 81 orolder

mYes mNo
Question Asked: Do you currently access one or more of your personal
email accounts on a mobile device such as a cell phone, smart phone?¢
(select one) source: The Relevancy Group, LLC 2014 Consumer Survey n=1,011 3/14, US Only 15
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EMBRACE RELEVANCY EMPOWERING TACTICS
TO AVOID THE DELETE AND WIN THE RE-READ

Mobile Phone Email Interaction Behaviors - 2014

| use it to triage my inbox - quickly
deleting or marking as unread

o

| use as my primary email device

| forward messages to myself or to
another email account to read later

0% 5% 10% 15% 20% 25% 30% 35% 40% 45%

Question Asked: How do you use your mobile phone to interact with email

messagese (select all)
Source: The Relevancy Group, LLC 2014 Consumer Survey n=1011 3/14, US Only 16
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EMAIL MARKETING CONTINUES TO BE THE MOST
WIDELY UTILIZED MARKETING CHANNEL

Marketing Channels Actively Utilized

Email Marketing | 73%
Field or Event Marketing
Online Display Ads | __m 50%
Print Direct Marketing “m 49%
Facebook Marketing ﬁ o 547
Paid Search Marketing __ 42%
Twitter Marketing R A
YouTube 38%
Digital Mobile Apps, (tablet, phone) 3Y%
Call Center
Mobile Marketing (SMS, display on mobile)
Catalogs
Pinterest
0% 10% 20% 30% 40% 50% 60% 70% 80%

® Enterprise ™ Mid-Market

Question Asked: Which marketing channels do you actively market ine (select

O”) Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only
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COORDINATION OF DATA, MEASUREMENT AND STAFF
CHALLENGE MARKETING OPTIMIZATION

Multichannel Campaign Challenges

Managing our offers across multiple campaigns

29%

. 28%
———m 089
Adequate staff to manage our programs > 4O

————d g
Adequate IT support for marketing i 2@%’%

————
Managing frequency of messages across marketing.. S %

—————
Coordinating marketing across departments and brands

Analyzing campaign results across channels |
Adequate IT support for data extraction 289
Lack of budget to fund programs

Lack of consolidated/integrated customer data |
Automating campaigns across channels

List turnover (i.e. subscriber churn)

Coordinating strategy of our campaigns across channels |

0% 5% 10% 15% 20% 25% 30%
® Enterprise ™ Mid-Market

Question Asked: What are your greatest challenges when developing

multichannel campaignse (select all)(Selected fop 12 challenges)

Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only
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MARKETERS ARE MISSING MANY SEGMENTATION
OPPORTUNITIES

Data Used For Email Marketing Segmentation - 2014

Demographic data E 54%
Geographic data i ey
Customer satisfaction survey data 4 40%
Customer profitability i 2% | 35%
Frequency of customer service contacts | S S 7y o7 34%
Click-throughs on previous email marketing offers ? %
Frequency of purchase regardless of channel 000 31%
Customer spending g™ 31%
Transaction activity/Purchase behavior 8o1%
Open rate on previous email marketing offers 80319,
Social Influence rate
Web App Interaction
Recency of purchase regardless of channel
Clickstream analysis
Email and Social Pass Along rate
Acquisition source code of the list
0% 10% 20% 30% 40% 50% 60%

® Enterprise ™ Mid-Market
Question Asked: Which of the following customer data atfributes has your company used
fo segment audiences for email marketing campaigns within the last six monthse (select
CI”) Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only
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RESOURCE CONSTRAINED MARKETING DEPARTMENTS
NEED TO BETTER UTILIZE AUTOMATED MESSAGING

Percentage of Automated/Triggered Messages -
2014

35%

30%

25%

20%

15%

10%

5%

0%

Lessthan 10% 11% to 20% 21% 10 30%  31% to 40% 41% to 50% 51% to 60% More than
60%

Question Asked: What percentage of the messages that you send are

automarted, as in triggered messages based upon customer behaviore
Source: The Relevancy Group, LLC/Executive Marketer Survey n=374 11/13, US Only, Mid-Market & Enterprise Respondents
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MARKETERS ASPIRE TO UTILIZE ANALYTICS, DATA AND
SEGMENTATION TO IMPROVE CONTENT RELEVANCY

Top Five 2015 Priorities For improving ROI

Greater use of analytics in order to opfimize our 467

communications

Improving segmentation and targeting
Cenftralizing our customer data and making it actionable

Utilize real-time data

Increase relevancy of direct communications through the
use of dynamic content 29%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

® Enterprise ™ Mid-Market
Question Asked: What are your top five priorities for improving the ROl of your

email marketing programs in 2015¢ (select top five)
Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only
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FEW MARKETERS HAVE CENTRALIZED MARKETING DATA,
CREATING A NEED FOR A HYBRID MARKETING SOLUTION

Marketing Data Management - 2014

Have a centralized data repository for our client data
Measure lifetime customer value

Utilize predictive customer analytics

Centralize customer data single record across channels
Store customer data in channel specific databases
Store client data in the same schema for all channels
Know the value of email subscribers/email address value
Use email address as a unique customer identifier

Data hygiene and de-duplication data management

Track acquisition costs by channel

Practice data householding

0% 5% 10% 5% 20% = 25% - 30%.-35% 40%
® Enterprise ™ Mid-Market

Question Asked: From the following list, please select the statement or

statements that best describe how you manage your customer datfae (select

CIII) Source: The Relevancy Group, LLC/Executive Marketer Survey n=274 Mid-Market n=137, Enterprise n=137, 10/14 US Only
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EMAIL MARKETING TECHNOLOGY DEPLOYED BY
MARKETERS

Outsourced 1o o SaosS/Cloud
Email Service Provider (ESP)

Email marketing solution that we
built in-house

Packaged vendor solution
deployed on premise

Combination of SaasS/Cloud ESP
and on premise solutions

Multiple SaaS/Cioud Email Service
Providers (ESP)

==

0% 10% 20% X% 40%

2%

”~
\‘)\.r"'o

Question Asked: What technology do you cumrently use fo manage

your email marketing? peiect ol

owee: he Relevoncy Group, LLC/Enecuive AMoreter Survey n=380 12714 U5 Oty
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NEW APPROACH TO ACCELERATE &
INNOVATE EMAIL:

HYBRID EMAIL MARKETING

MessageGears



MARKETER PAIN POINTS

* Managing information across multiple campaigns
* Coordinating between departments

* Staffing internally for email programs

* |T support for data extraction & marketing efforts

* Lack of consolidated and integrated data

2015 PRIORITIES TO INCREASE ROI

* Cenfiralize customer data and make it actionable
* Improve segmentation and targeting

* |ncrease relevancy by using dynamic content

* Utilize real-fime data

* Use analytics to optimize communications

Copyright © 2015 The Relevancy Group, LLC. All Rights Reserved.
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MAJOR FLAW WITH SAAS: DATA REPLICATION

SECURITY — DUPLICATING DATA ROUGHLY
DOUBLES RISK

ACCURACY — REPLICATED DATA IS OFTEN OLD
AND INACCURATE

COMPLETENESS — IT'S IMPOSSIBLE TO
REPLICATE ALL OF YOUR DATA

COMPLEXITY — ETL PROCESSES ARE COMPLEX
TO SETUP/SUPPORT

CoOST — MANAGING REPLICATED DATA IS
MASSIVELY EXPENSIVE FOR ESPS

Copyright © 2015 The Relevancy Group, LLC. All Rights Reserved.
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HYBRID TECHNOLOGY:
BEST OF ON-PREMISE & SAAS IN ONE SOLUTION

* MANAGED DELIVERABILITY

® SECURE ACCESS TO ALL DATA *  MASSIVE SCALABILITY
* NO DATA REPLICATION * MULTI-TENANT EFFICIENCY
* REAL-TIME DATA RETRIEVAL SEAMLESS INTEGRATION e > 099 9% JPTIME

®* EPHEMERAL DATA STORAGE

MessageGears

27
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MAKING CUSTOMER DATA ACTIONABLE

® DIRECT ACCESS TO ALL
CUSTOMER DATA

* NO NEED TO COPY DATA
AND SEND TO ESP

® USING LIVE, COMPLETE
tGoew weinienn DAtAbASE QueEry = CUSTOMER DATA IN EMAILS

® CUSTOMER DATA REMAINS
SECURE BEHIND YOUR
FIREWALL

MessageGears

28
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IMPROVING SEGMENTATION & TARGETING

Campaign Trigger Action s

List Segmental Criteria

Minimum Credit Score ©

Default: any

Home Status ©
Default: (
t_website_engagement 2014-01-81 00:00 Occupation ©
Last Email Engagement ©

Last Website Visit @

® SEGMENT BASED ON ANY
NUMBER OF CRITERIA IN YOUR
DATABASE

® CREATE CAMPAIGN TRIGGERS TO
AUTOMATE MESSAGES BASED ON
SPECIFIC ACTIONS

MessageGears
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INCREASING RELEVANCY WITH DYNAMIC CONTENT

Context Test Data

® ABILITY TO USE MULTIPLE
TABLES FOR CONTENT (EX.
LOCALIZED DEALS OR
EVENTS)

®* FREEMARKER TEMPLATE
LANGUAGE ALLOWS EVERY
EMAIL TO BE UNIQUE BASED
ON RECIPIENT INFO

MessageGears
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Real-Time Data Feed

Activity Types

Activity De

Job Emor

Recent Activity

2,063

0

Scheduled Jobs &

UTILIZING REAL-TIME DATA

® SEE JOB ACTIVITY IN REAL
TIME, INCLUDING
DELIVERABILITY METRICS

* OPENS, CLICKS,
UNSUBSCRIBES, SPAM
COMPLAINTS AND MORE

® ADDRESS PROBLEMS AS THEY
HAPPEN INSTEAD OF HOURS
OR DAYS LATER

MessageGears

31
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USING ANALYTICS TO OPTIMIZE COMMUNICATIONS

Monthly Volume [+ Monthly Unsubscribes

sebvered [l bounced content errcrs

* REAL-TIME UPDATES FOR :

BOTH MARKETING AND f
TRIGGERED/TRANSACTIONAL e R R R
CAMPAIGNS

* ALL DATA IS FED BACK INTO -l _
YOUR INTERNAL DATABASE BB . qransactional Analytics

Daily Clicks

MessageGears

32
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KEY TAKEFAWAYS

® CONSUMERS HAVE SHIFTED TO MORBILE AND
SUFFER FROM MARKETING OVERLOAD

* MARKETERS HAVE SECONDS TO CAPTURE
CONSUMER ATTENTION

® RELEVANT EMAILS DELIVER SEDUCIBLE MOMENTS
TO CONVERT SUBSCRIBERS

* MARKETER MUST EXPLORE USING MORE REAL-
TIME DATA AND AUTOMATED EMAIL PROGRAMS

® | EVERAGING EXISTING DATA VIA HYBRID
MARKETING SOLUTIONS IS AN EFFICIENT WAY TO
OPTIMIZE EMAIL MESSAGES

33
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THANK-YOU! FOLLOW-UP WITH YOUR QUESTIONS

The Relevancy Group
877.972.6886 | www.relevancygrovp.com

David Daniels — CEO & Co-Founder
david@relevancygroup.com

On Twitter @emaildaniels

MessageGears
1-888-352-0886 | messagegears.com
sales@messagegears.com Register for a free

. subscription to
On Twitter @MessageGears R ERRa0a

Quarterly

Dan Roy — CEO and Co-Founder of
MessageGears
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