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Are Email Marketers Overconfident
in Their Segmenting Abilities?

JANUARY 9, 2012

Most are satisfied with their efforts, but admit the\ do

not use audience data to its fullest

The abiliW\ Wo VegmenW and WaUgeW aXdienceV iV ke\ Wo online maUkeWing, and

email iV no e[cepWion.

AccoUding Wo email deliYeU\ and aXWomaWion pUoYideU EmailYiVion, 96.51% of

online maUkeWeUV ZoUldZide placed Vome impoUWance on Whe abiliW\ Wo Vend

WaUgeWed and VegmenWed email maUkeWing commXnicaWionV Wo WheiU aXdienceV.

The majoUiW\ (68.44%) felW iW ZaV YeU\ impoUWanW.

MoUe Whan half (55.16%) of Whe maUkeWeUV VXUYe\ed ZeUe eiWheU VaWiVfied oU YeU\

VaWiVfied ZiWh WheiU VegmenWaWion and WaUgeWing capabiliWieV, VXggeVWing a

Vi]eable aXdience WhaW iV boWh confidenW and UepoUWedl\ adepW aW Ueaching Whe

UighW aXdience. JXVW 14.71% Vaid Whe\ ZeUe diVVaWiVfied ZiWh WheiU WaUgeWing

capabiliWieV.

BecaXVe email iV ofWen a cenWUal aVpecW of an\ cXVWomeU UeWenWion pUogUam,

maUkeWeUV ofWen haYe moUe knoZn daWa Wo ZoUk ZiWh Zhen cUafWing email

maUkeWing campaignV foU WheVe aXdienceV Whan foU oWheU lead-geneUaWion

focXVed campaignV in Zhich maUkeWeUV ma\ onl\ knoZ one oU WZo ke\ aWWUibXWeV

aboXW WheiU pUoVpecWiYe aXdience.
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Still, May 2011 data from The Relevancy Group found only 39% of US email

marketers segmented their audiences based on customer and revenue-centric

data such as customer profitability or lifetime value. Instead, the majority

segmented audiences by demographics (61%) and geography (51%).

Not surprisingly, Emailvision found most marketers believe—in spite of their

self-satisfaction—they could be doing much more with their customer data. In

fact, 83.66% of respondents said they could be doing more—or significantly

more—to realize the full potential of their client data.

When measuring campaign success, high clickthrough rate was the most-cited

metric upon which online marketers worldwide measured their email marketing

campaigns. High open rate was mentioned by 23.96% of respondents. Missing

from the data are options for revenue-focused metrics such as conversion rate,

return on investment or other sales-driven results.

Data from Epsilon and Email Experience Council help to benchmark ³high´

clickthrough and open rates in North America. The average email open rate in

Q3 2011 was 23.8%, the highest in two years, with the average clickthrough

rate at 5.5%.




