


INTRODUCING

Lorman’s New Approach to Continuing Education

ALL-ACCESS PASS

The All-Access Pass grants you UNLIMITED access
to Lorman's ever-growing library of training resources:

M Unlimited Live Webinars - 120 live webinars added every month

M Unlimited OnDemand and MP3 Downloads - Over 1,500 courses available
M Videos - More than 1300 available

M Slide Decks - More than 2300 available

M White Papers

M Reports

M Articles

|

... and much more!

Join the thousands of other pass-holders that have already trusted us
for their professional development by choosing the All-Access Pass.

Get Your All-Access Pass Today!

SAVE 20%

Learn more: www.lorman.com/pass/?s=special20

Use Discount Code Q7014393 and Priority Code 18536 to receive the 20% AAP discount.

*Discount cannot be combined with any other discounts.
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DELIVERABILITY

DO’S '&‘ DON'TS

AN EMAIL THAT DOESN'’T .
REACH THE INBOX IS USELESS. r

It's an email that represents lost
opportunities and profits. Even worse, it
could be an email that harms your sender
reputation. Keep these DO’S and DON’TS
in mind to ensure you are setting up your
email campaigns for success.

. DO USE LISTS THAT ARE OPTED IN & CURRENT

If the people you are sending to have not explicitly opted in
to receive your messages, what you are sending is SPAM.
No ifs, ands, or buts. Don’t justify it. Any engagement you
do receive is far outweighed by the damage done to your
long-term reputation and deliverability in the form of spam
complaints and bounces.

) 00 PROTECT YOURSELF

Hackers and online ne’er-do-wells can have a negative impact

on email campaigns. Adding a Captcha to your sign-up form is

a simple and effective measure, and is now easier than ever for n
your subscribers. Confirmed opt-in, in combination with

Captcha, is a sure-fire way to have a strong list made up of

people likely to engage at a high rate and complain at a very

low rate — a pretty good combo for campaign success!

0 DO SET (AND FOLLOW) EXPECTATIONS

If you want good results, stick to what convinced people to give you

their email address in the first place. If they signed up to get weekly
deals, that’s what you should send. Occasional offers out of the
norm are fine, but the quickest way to increase spam complaints or
fatigue a list is to disregard subscribers’ preferences.

(4) DO RUTHENTICATE

It is always best to authenticate with some combination of
SPF, DKIM, and DMARC. Doing so shows the receiver’s
server or spam filter who is authorized to send email on
your behalf and, in the case of DMARC, what to do with
messages that aren’t authorized.

(5) DOPRACTICE 600D HYGIENE

If a user does not engage with you over a period of time, their filter
“learns” that your messages are less relevant and will eventually deliver
them to the spam folder for that person. List hygiene is the process of
resting unengaged subscribers and then attempting to offer

something enticing via a re-engagement campaign, typically
an offer or incentive. If you still haven’t won non-engaged
contacts back, it’'s best to simply remove them from the list
or send a last-ditch reconfirmation message.

(1) on'TBUYALIST

Purchasing a list is a sure-fire way to get tagged as a
spammer. No matter what promises a list broker is making,
there is no feasible way that the list being sold is
“permission-based.” There’s also a good chance that
some of the addresses are also spam traps specifically

meant to catch people who sell — and buy — email lists.

(2) DON'T CONCEAL THE UNSUBSCRIBE LINK

It's tempting to hide that unsubscribe link. Don’t do it. Not only is it
against iContact policy, it’s also a violation of CAN-SPAM compliance.
It's much better to assist the unsubscribe process than have someone
mark your message as spam.

(3) DON'T FORGET ABOUTIT
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You’ve sent out your first (or first handful) of emails and you’re
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probably starting to see some return on investment. Don’t ':;:;.;’;:;:;:;:'
abandon a good thing. Maintain your presence, grow the product, :::I:I:I:I:::I::
and constantly evolve your stash of valuable content for your (KRNHNHERICK
subscribers. Forgetting about your email marketing campaign is the 200025252028 8¢
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best way to lose subscriber trust and throw away an engaged list.

aaaaaaa

0 DON'T IGNORE WHAT SUBSCRIBERS TELL YOU

q - '?  \When subscribers sign up and only want your monthly

newsletter, there’s no reading between the lines. No matter how
many of your products they buy or how many emails they open
and click, you can’t assume they want anything other than what
they signed up for — until they tell you otherwise.

(5) DON'TIGNORE WARNING SIGNS

If a subscriber hasn’t opened your monthly newsletter for the
past six months (or the six months before that), it's safe to
assume that subscriber is unengaged. Try a re-engagement
campaign; if the subscriber remains disengaged, it’s time to
break up or suffer the bad consequences for your inbox
placement, open rates, and conversions.

GContact

CONQUER THE INBOX

WITH OUR INDUSTRY-LEADING DELIVERY EXPERTS.
CLICK HERE TO LERRN MORE.



https://www.icontact.com/blog/fake-sign-ups-catch-em-with-captcha
https://www.icontact.com/define/sender-policy-framework-spf/
https://www.icontact.com/define/domainkeys/
https://app.icontact.com/icp/core/help/docs/view/en-us/icontact/deliverability-best-practices/dmarc-reject-policy-and-email-deliverability
https://www.icontact.com/content/resources/pdf/WP_Reengagement_Workflow.fvd4f9e70.pdf
https://www.icontact.com/services/deliverability

The material appearing in this website is for informational purposes only and is not legal advice.
Transmission of this information is not intended to create, and receipt does not constitute, an
attorney-client relationship. The information provided herein is intended only as general information
which may or may not reflect the most current developments. Although these materials may be
prepared by professionals, they should not be used as a substitute for professional services. If legal or
other professional advice is required, the services of a professional should be sought.

The opinions or viewpoints expressed herein do not necessarily reflect those of Lorman Education
Services. All materials and content were prepared by persons and/or entities other than Lorman
Education Services, and said other persons and/or entities are solely responsible for their content.

Any links to other websites are not intended to be referrals or endorsements of these sites. The links

provided are maintained by the respective organizations, and they are solely responsible for the
content of their own sites.





