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LashBack leverages consumer unsubscribe requests to build sender reputation. If LashBack
does not have sufficient historical data about a sender or the sender has a poor historical
unsubscribe performance, then these senders are not provided an UnsubSafe option for
consumers to use. Those senders wishing to build a good reputation or that have a poor
historical reputation with LashBack can easily build reputation by adding a series of ‘seed’ email
S < addresses to their send list. LashBack processes unsubscribe requests on these seeds as mail
Eeature Comparison Chart is sent to them in a staggered pattern and senders are only given credit for an unsubscribe
when email is sent to the remaining seeds.

Manual Seed Insertion

Senders wishing to manually generate a list of seeds and insert them into their send list can get
this list here. These email addresses should be inserted directly into your list and not be
removed until they are unsubscribed. It is recommended that senders consider doing this on a
monthly or quarterly basis using the UnsubSafe Seed Generator.

Seeding API

Email Service Providers and other entities interested in automatically adding seeds to their send
list can programmatically do so using LashBack’s Seeding API. For the parameter
"strClientKey", please use a value that will help us to identify your organization. The function call
returns a comma-delimited list of email addresses that should be added to your send list. The
Seeding APl may be found at the Reputation Seed List Generator

Checking Reputation

Senders wishing to check whether UnsubSafe is enabled can do so by going to our UnsubSafe
checker and entering their IP address. This can be accessed at the UnsubSafe Lookup

Research your Partner's Unsubscribe Links

Senders wishing to check the unsubscribe links of their partners to ensure they do not have
suppression list abuse can do so at the Untrusted Unsubscribe Lookup

LashBack's UnsubScore Abuse Reset Policy

The owner of an IP may request removing abuse from a sending IP’s UnsubScore if:

1. The mail message sent by the IP that initiated the probe was sent more than 90 days ago
2. The sender attests that they have either:

A. Discontinued working with the advertiser associated with the abuse OR

B. The advertiser associated with the abuse has proven to the sender that they are protecting
suppression lists through hashing techniques or are no longer publishing raw suppression lists

Reset requests must be made by sending an email to cs@lashback.com . The request must
include the IP(s) to reset, the advertiser(s) responsible, and indication of what action the sender
has taken with the advertiser (a or b above).

Reset requests are only allowed once per advertiser per sender. If the problem happens again
for the same advertiser, the sender will have to wait for the abuse to fall off naturally. The natural
fall off period is 90 days after mail is sent to LashBack's unsubscribe seed address.

@© 2003-2007 LashBack, LLC. Home | Compliance | Reputation | Advocacy
555 Washington Ave. Suite 400, St. Louis, MO 63101 Products | Solutions | About Us
(800) 434-1994 News | Support | Contact Us | Privacy Policy
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Tracking Email Reputation for Authenticated Sender Identities

Gautam Singaraju, Jeff Moss, and Brent ByungHoon Kang
College of Computing and Informatics, University of North Carolina at Charlotte

Abstract

With the amount of unsolicited emails on the rise, domain
authentication schemes have been widely deployed to
identify senders. Establishing a sender's identity does not
guarantee its adherence to best practices. To maintain a
history of sender activity, in our prior work, we had
proposed RepuScore: a collaborative sender reputation
framework and demonstrated its effectiveness using
simulated logs. In this paper, we share our initial
experience in deploying RepuScore along with its
SpamAssassin plug-in that we recently developed. From
the deployed RepuScore, we learned that a variation in the
received email volume disguises the real reputation of the
sender. To solve this problem, we propose Volume-
Enhanced RepuScore that, in addition to spam rate,
considers the received email volume. Based on the
deployment since 10/9/2007 at two organizations, we show
that: a) RepuScore data can be used to identify
authenticated senders and classify their emails. Using the
computed reputations for 23 days, RepuScore classified
emails from about 42% of the authenticated sender
identities that correspond to about 72% of the authenticated
email volume; b) sender identities with low reputations
have a shorter lifetime compared to ones with high
reputations.

1. Introduction

Unsolicited email, popularly referred to as spam, has
grown to epidemic proportions. Spam presently contributes
to about 90% of all email on the Internet [18] and estimates
place the financial losses due to Phishing around $2.8
billion a year [16]. Sender Identity [20] is one of the
proposed techniques to verify senders before accepting
their emails. Sender Identity has rapidly come to the
forefront with advent of DKIM [1, 20], DomainKeys [29],
SPF [28] and SenderID [17]. A recent study shows that
about 35% of all email is authenticated [14].

Unfortunately, a sender’s identity alone does not
necessarily guarantee their adherence to best email
practices. For example, from our experiments (described in
Section 4), we noticed that about 89% of the authenticated
sender identities were spammers. As sender identity takes
center-stage, these observations motivate maintenance of a
long history of sender activity to classify their emails.

Our previous work, RepuScore [24] is a collaborative
reputation framework where the receivers report their
reputation-view about sender to a central authority that

computes a global reputation for each of the sender
identities'.

The RepuScore framework was designed to place the
onus on the senders to control the amount of unsolicited
emails they transmit. By using the globally-computed
quantitative scores, receivers can select a minimum
reputation to accept emails from the authenticated sender
identities. Such a mechanism makes it costly for spam
propagators to reach inboxes of actual users.

Our previous work demonstrated a proof-of-concept
design and evaluated the algorithm using simulated logs.
The RepuScore algorithm was demonstrated to be secure
against Sybil attacks [9, 26, 32], where malicious senders
control multiple identities (Sybils), each of which is used
to increase reputation of the attacker’s own identities.

Since our previous work, RepuScore has been deployed at
two receiver organizations2 (from 10/9/2007 — to present).
During this time, reputations for over 16,500 sender
identities have been computed.

This paper offers discussions on challenges we faced and
the results of our deployment:

a) In the original algorithm, while using the spam-rate
from each sender identity, variations in the received
email volume significantly impacted the reputation.
We propose Volume-Enhanced RepuScore, an
extension to the algorithm that now uses both spam-

rate and email volume for computing reputation.

b) We discuss the design of a RepuScore plug-in for
SpamAssassin.  The  plug-in  uses  existing
SpamAssassin plug-ins to verify the sender identity

and transmits the information to a local RepuServer.

We share our observations and statistics about the
RepuScore:

i. With knowledge of only 42% of the sender
identities, RepuScore classified 72% of the
received emails. About 11% of the sender identities
were good, while 32% were spammers.

©)

' Henceforth, sender identity will be used to denote
authenticated sender including sub-domains.

? Henceforth, receiver organization will be used to denote
organizations that share reputation information.

Page 79 of 478



ii. 97.8% of the sender identities had reputation either

near 0 or near 1.

Sender identities with low reputation have a shorter

lifetime as compared to ones with high reputation.

Average lifetime of good and bad sender identity

was 61.9 and 17.47 days respectively.

A large number of sender identities are created

constantly that sent emails only in a single interval.
v. Reputation can be accurate in determining if a

sender identity is a spammer.

This paper has been organized as follows: Section 2

discusses the related work, and Section 3 describes our

deployment at a single receiver organization. Section 4

presents our results and we finally conclude in Section 5.

iil.

iv.

2. Related Work and Background

In this section, we discuss sender identity frameworks,
followed by existing reputation management frameworks
for email and peer-to-peer networks.

Sender Identification techniques

To identify a valid sender, sender identification techniques
such as SenderID [17], Sender Policy Framework (SPF)
[28], Domain Key Identified Mail (DKIM) [1, 20] and
DomainKeys [29] have been developed. SPF verifies if the
sender’s email server is authorized to send email for the
sender’s domain. SenderID differs from SPF in its ability
to authenticate either the “envelope from” header or the
“purported responsible address”. Using DKIM and
DomainKeys, senders publish a set of public keys as a part
of DNS; emails are then signed by their mail server.
Receivers verify the signature, and hence, the sender.
Accredited DomainKeys [10] suggests the use of a central
server that monitors the senders’ activity to evaluate them.
Reputation can be one way to monitor the sender activity.

A recent study reports that 35% of all email is
authenticated using one of the sender identity techniques
[14]. Reputation frameworks based on a sender identity
technique can reliably classify senders to maintain a
reliable history of conformance to a common guideline.

Reputation Management for Email Infrastructure

Email reputation can use either the senders’ IP addresses or
their domain name as a basis to assign reputation.

SenderPath’s Sender Score [22] and Habeas’ SenderIndex
[11] provide reputation for a sender’s IP address.
SecureComputing’s TrustedSource [7] provides a global
reputation system with the help of their deployed mail
servers across multiple organizations. These organizations
focus on creating a set of bad sender IP addresses (not
domain names) to reject emails from them.

To create a group of senders whose prolonged history
vouches for its email best practices, a reputation
management system should use a domain name rather than

the sender domain’s IP addresses. Basing reputation on
the domain name strongly ties an organization with its
past email activity because (i) an IP address does not
intuitively translate to a domain name [8]; (i) multiple
organizations can share an IP address; (iii) credible
organizations in general would maintain their domain
name for a longer period of time than their IP addresses.

Project Lumos [13] was proposed as an effort to provide
reputation among collaborating ISPs. However, the
project does not seem to be actively deployed yet. Project
Lumos was intended to provide a receiver feedback to
determine if the sender is a spammer or otherwise. It
suggested reputation based on the weighted average of the
past and present reputation views. Project Lumos
considered all reputation reporters to be genuine, and
therefore, did not consider attacks, such as Sybil Attacks,
from reputation submitters.

Cloudmark’s Network Classifier [21] is a community-
based filter-system where multiple agents submit
feedback about emails to nomination servers which
require multiple users to confirm the claim that an email
is spam. This information is submitted to a central server
known as the Trust Evaluation System which computes a
global view for an email’s fingerprint. The Cloudmark
paper advises not to use authenticated domain name as a
fingerprint, as this would lead to a high multiplicity and
cross-collision rate. In RepuScore, instead of using a
fingerprint, we use the authenticated domain name to
maintain reputation for each sender.

Google’s reputation system [4] identifies senders using
best-guess SPF or DKIM and computes the sender’s
reputation based on user inputs. Google’s reputation
system demonstrates high accuracy in classifying their
emails. The author points out the need for a third party
cross-domain collaborative reputation framework.

SenderPath’s SenderScore Certified [23], Habeas’ Safelist
[12] and Goodmail’s Certified Email [5] are certification
and accreditation services that allow bulk senders to
obtain third party certification. These systems do not
qualify as reputation systems, as the senders control their
own reputation rather than the receivers assigning
reputations for them.

Reputation Management in Peer-to-Peer systems

Reputation management techniques have been used in
agent based systems [25, 27] as a mechanism to evaluate
trust. In multi-agent systems, peers use reputation to
evaluate other agents to be able to select the best course
of action to maximize their outcome [19]. Reputation
systems have been prone to Sybil attacks [9] where a
single attacker uses multiple identities to submit multiple
reputation votes about its peers. Such attacks are
detrimental to honest users and amicable to the attacker.
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For all Sender Identities:
PresentRep = (Number of Good Emails)/ (Number of Emails)
If ( ReportedRep (at Interval m-1) >= PresentRep)
ReportedRep (at Interval m) =
o % ReportedRep (at Interval m-1) + (1-a) x PresentRep
Else
ReportedRepu (at Interval m) =
(1-0) x ReportedRep (at Interval m-1) + o % PresentRep

o varies between (0, 1); o is the correlation factor that
determines the importance placed in the past or present.

e s closer to 0, the present interval is emphasized.

e aiscloser to 1, the past interval is emphasized.
Equation 1: RepuServer reputation maintains
history of spam rate as to maintain reputation.

Global Reputation (at Interval m) =

Sum of {RepuCollector’s Repu (at interval m-1) x reported
Reputation by  RepuCollector  (at  Interval  m)}

Sum of All {RepuCollector Repu (at Interval m-1)}

Equation 2: Central Authority computes global
reputation. To thwart Sybil Attacks, different
weight is applied based on the RepuCollector’s
reputation.

To protect against deception and attacks in cooperative
reputation systems, inputs from honest users are considered
more valuable. The effectiveness of reputation protocols
can be measured by their success in thwarting Sybil
attacks. Using user personalized reputations in addition to
the global reputations of the senders is one mechanism
suggested to harden the reputation frameworks [6].

Using eigenvectors, EigenTrust [15] uses global reputation
to identify malicious peers. Future reputation is calculated
based on the present normalized trust reputation of all the
peers. Due to the feedback mechanism, EigenTrust is a
self-policing system that regards a trusted peer more than
that of a peer of low-repute. Such a mechanism is helpful
in guarding against Sybil attacks.

Another reputation framework has been developed as an
application-independent  system [30]. This system
considers the multi-player prisoners dilemma, where every
agent tries to maximize its own profits while maintaining
the trust of other nodes. The system also incorporates [31]
a mechanism to detect deceptions and reduce the effect of
malicious votes from such peers.

RepuScore

Our previous work, RepuScore [24] is a reputation
framework developed to incorporate inputs from both local
users and peer receiver organizations to calculate global

Central

Single vote per Authority
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Figure 1: RepuScore Framework across receiver
organizations. Each organization is allowed a single
vote. Reputations is computed every Reputation

Interval.

reputation for sender identities. Using such a collaborative
scheme, organizations with relatively few users can
classify emails from authenticated sender identities.

Since spammers frequently take new identities, a set of
high-spam propagating sender identities cannot exist. In
comparison, the group of non-spam propagating sender
identities does not change frequently. Sender identities
about which RepuScore does not have any information
can be classified using other email classification
techniques.

RepuScore introduces a central authority that collects

reputation from multiple receiver organizations.
RepuScore’s centralized design enables receiver
organizations to enforce reputations and remove

malicious senders from a trusted group.

Figure 1 demonstrates the RepuScore architecture with
the different entities, namely the RepuServer, the
RepuCollector and the Central Authority, where:

a)

RepuServers periodically compute reputations for
sender identities as seen at the mail server;

b) RepuCollectors compute reputations for sender
identities as seen from all mail servers at the
organization;

c) Central Authority computes global reputation by

combining scores submitted by all participating
receiver organizations.

Equation 1 shows the algorithm used at a RepuServer.
Using the Time Sliding Window Exponentially Weighted
Moving Average (TSW-EWMA) algorithm [3],
RepuScore maintains the history using spam-rate. Email
reputation frameworks should include a feedback
mechanism to compute reputation for entities [2]. The
equation allows either a fast or a slow change (both
increase and decrease) in the reputation. To provide an
optimum behavior: slow increase but fast decrease, we
interchange the weights o and 1 — o if the present
reputation is greater than the one in the past.
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Figure 2 (A): SpamAssassin Plug-in collects statistics from mail servers and transmits it to a RepuServer. The
plug-in uses other SpamAssassin plug-ins to identify sender identities. (B): Classification of email using the Plug-
in. Email verification can use other spam classification techniques to correct the reputation-based classification.

Without the interchange of o and 1- a, for a large a, the
reputation would increase and decrease quickly, whereas
for smaller o, the reputation increases or decreases slowly.
By interchanging the value of a and 1- a, for a large a, the
reputation increases slowly and decreases quickly whereas
for a small o, the reputation increases quickly and
decreases slowly. The ideal behavior is to increase slowly
and decrease quickly.

The local RepuServer transmits data to the RepuCollector
to compute a local reputation. The RepuCollector averages
all the RepuServer reputations and transmits it to a central
authority. The Central Authority computes a global
reputation based on the all the reported reputations from
participating RepuCollectors. RepuScore handles Sybil
attacks by valuing a reputable participant’s rating more
than that of a less reputable participant. RepuScore
employed the Weighted Moving Algorithm Continuous
(WMC) [30] to thwart Sybil attacks. Equation 2
demonstrates the reputation computation by the Central
Authority received from different RepuCollectors.

3. RepuScore Deployment

In this section, we describe the deployment model. The
gathered votes, from receiver organizations, are collected
based on user inputs or email classification programs such
as SpamAssassin.

RepuScore has been deployed at two receiver
organizations since 10/9/2007, computing reputations for
about 16,500+ sender identities.

3.1. SpamAssassin Plug-in

We developed a SpamAssassin plug-in that collects
information about each authenticated email; i.e., whether
or not an email is spam, and computes reputation for the
sender identity. The RepuScore plug-in uses the available

standard SpamAssassin plug-ins for SPF and DKIM to
identify the senders.

Figure 2A demonstrates the design of the SpamAssassin
plug-in that collects information for each email from an
organization’s mail server. After verification of the sender
identity, the RepuScore plug-in classifies the sender. This
process is further explained in Figure 2B. After sender
verification, sender’s reputation is used to classify the
email. A reputable sender’s email is classified as non-
spam and vice versa. Reputation-based email
classification requires a feedback mechanism for checking
the accuracy of classification with the help of low-process
intensive mail filters. As the RepuScore plug-in already
has performed the sender identity checks, content-based
filters can be utilized. The information is then transmitted
as a UDP packet and stored at a local RepuServer.

System administrators can select any low-process
intensive email classification technique to correct the
information. Such a mechanism allows high-process
intensive mechanism to be used to classify emails without
an associated sender identity. This allows a faster email
classification when a huge volume of email is received.

The RepuServer’s server module (a Perl module)
maintains multiple forked instances to keep a few “hot”
instances in memory to handle the normal load, while
having the ability to fork a few additional instances based
on the need. These processes capture the packets
transmitted to them by the RepuServer client module and
write the incoming data into a MySQL database. A
cronjob initializes a script that computes the reputation at
every reputation interval by invoking SQL statements.

3.2. Volume-Enhanced RepuScore Algorithm

An interesting experience from our deployment was that
the reputation of certain sender identities did not reflect
the change in the email volume received from them. A
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Given:
PastVol: Past Volume, PresVol: Present Volume, o’: a default
value for a, GRpast: non-spam rate in the past interval, and,
GRpres: non-spam rate in the present interval, Vol-Enh GR:
Volume-Enhanced Good Rate:
If (PresVol > PastVol)

Vol-Enh GR= (PastVol/PresVol) x GRpast + 1 x GRpres
Else

Vol-Enh GR= 1 x GRpast + (PresVol/PastVol) x GRpres
End if
If (PresVol == PastVol)

Instantaneous value of a = o’

Else

Instantaneous value of a =
e (- multiplicative factor x Vol-Enh GR)

End if

where multiplicative factor is a constant used to decrease the
large values of Vol-Enh GR.

Equation 3: Instantaneous value of o based on the
volume of email received at a RepuServer.

constant spam rate does not imply that the volume of email
is constant. For example, consider a spammer who
propagates 1 spam email out of 10 emails in the first
interval (spam rate = 0.1, reputation of 0.9) followed by
900 spam messages out of 1000 emails (spam rate = 0.9;
reputation = 0.1) in the second interval. In this case, with a
value a as 0.5, the reputation would be 0.5 (an average of
0.1 and 0.9). However, such a sender should be penalized
more.

To track sender’s reputation more closely, more emphasis
should be placed on the interval in which the email volume
was higher. For example, if the email volume in the past
interval was higher than the email volume in the present,
more emphasis should be placed in the past. Likewise,
when the email volume in the present is higher, the present
reputation should be considered more than the past
reputation.

Incorporating the change in the email volume on a global
scale requires all the RepuCollectors to share both peer-
reputations and the email volume. Sharing of the email
volume invokes further attacks on the reputation
framework; for instance, some receiver organizations could
provide incorrect volume information about sender
identities to increase/decrease their reputations. Our initial
deployment showed that the majority of sender identities
were spammers. As incorporating email volume at a global
level, participating receiver organizations could lie about
the volume sent by a sender. Because of this reason, email
volume should be incorporated at RepuServers but not at
the RepuCollectors.

Any incorrect volume embedded into reputations at
RepuServer would only be constrained to the organization.
Such incorrect reputation-view from a receiver
organization will not significantly affect the global
reputation since such data will be negated by other honest
receiver organizations.

To incorporate email volume as a basis for the
computation, we select exponentiation due to its
monotonic property’. Due to this property, the ¢™ always
lies in the interval (0, 1) and is a monotonically
decreasing function. A monotonically decreasing function
is required as the value of a should decrease as the volume
rate increases.

Equation 3 demonstrates our mechanism to compute the
instantaneous correlation factor o based on the email
volume. The Volume-Enhanced Good Rate (Vol-Enh GR)
is the sum of the good rate in the interval that had larger
volume and a fraction of the good rate in the other. This
implies that having the Good Rate (GR) constant, if the
volume in present is large, the Vol-Enh GR is the sum of
good rate in the present and a fraction of the good rate in
the past. If the volume in the past is small, the good rate
in the past is small multiplied by the factor past volume
divided by present volume. This leads to a lower value of
Vol-Enh GR relative to the good rate in the present
interval, leading to a higher instantaneous o. High o
implies a more importance is placed on the past interval
as compared to the present interval. Likewise, high Vol-
Enh GR leads to a lower value for instantaneous o. The
multiplicative factor is used to decrease large values of
Vol-Enh GR.

In the same example discussed in the first paragraph, the
Vol-Enh GR = 0.91. Using the multiplicative factor of 1,
the Volume-Enhanced reputation will be 0.42 instead of
0.5.

4. Results from our Deployment

In this section, we discuss the results of the deployment at
two receiver organizations. We show the RepuScore
statistics, effectiveness of RepuScore and the results of
Volume-Enhanced RepuScore.

4.1. RepuScore Statistics

In our deployment for 174+ days, we computed
reputations for 16,509 sender identities authenticated
using SPF and DKIM. We define Minimum Good
Reputation as the minimum reputation to be considered a
credible sender. We select a value of 0.5 to classify the
emails and discuss the reasons for selecting the same. We
define Lifetime of a sender identity as the number of
reputation intervals between the first and the last occasion
including the first occasion the sender identity sent an
email. For example, if the sender appears just on one day,
the Lifetime is considered 1. We selected the value of a as
0.8 for original RepuScore for all comparisons. We select
0.8 to place more importance in the past than the present.
The value of o’ was 0.8 to compare Volume-Enhanced
RepuScore with RepuScore.

* A function, f; is called monotonic when given two non-
distinct values a, b such that a > b, then f(a) > f(b).
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Graph 3: Number of sender identities with lifetime of 1 day (sent emails only on 1 day in 174 days) and 2 days
(sent emails on 2 consecutive days in 174 days) plotted against their first appearance. We note that about 8000
new sender identities sent email only 1 time in 174 days.

Our deployment experiments show information from two
organizations. The first receiver organization is a small
business organization with a user base of 50 that uses
SpamAssassin to classify the emails. This organization has
deployed RepuScore since 10/9/2007.

The second receiver organization is an ESP that has
deployed RepuScore since 2/7/2008. The organization has
78,000 users of which about 10,000 paying customers have
SpamAssassin plug-in to identify senders. About 17,000+
verified authenticated emails are received by the
organization in a single day.

4.2. Effectiveness of RepuScore

To show the effectiveness of RepuScore, we use the
reputation computed from the first receiver organization

from day 107 to the mail logs from the second
organization. In these graphs, the second organization
uses SpamAssassin and not RepuScore to classify emails.

Graph 1 and Graph 2 shows the effectiveness of
RepuScore in classifying authenticated emails. Our results
show that using RepuScore, while only 10% of the sender
identities were good over 23 days they transmitted about
40% of the authenticated emails. This 40% of emails were
accepted by RepuScore. About 32% of the sender
identities were spammers who sent about 32% of the
authenticated emails. This 32% emails were rejected by
RepuScore. Based on the information from Graph 1 and
Graph 2, we infer that with the knowledge of about 42%
(10 + 32) of the sender identities, RepuScore classified
about 72% (40 + 32) of the authenticated emails.
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The results show that reputation gathered from a small set Graph 3 proves the hypothesis about a huge number of

of users can be effective to classify emails for a large sender identities being created to spam and are taken

number of users. We noticed that the number of identities down soon. We notice that sender identities with a

RepuScore had no knowledge about was always constant lifetime of 1 day are distributed over the time of the

indicating that a lot of new one-time sender identities were deployment. The total number of identities that sent

being introduced. emails only in 1 interval was about 8000. The rate at
-7-
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which identities sent email on two consecutive days was
much lesser.

The cumulative distribution of sender identities as a
function of reputation is demonstrated in Graph 4. Out of
the 16,500+ identities, about 14,000 had a reputation of 0.
The graph shows that about 97.8% of the senders have a
reputation either around “0” or “1”. With the help of Table
1, we select a minimum good reputation to be 0.5, the
median value. With minimum good reputation as 0.5, only
10.92% of the sender identities were good senders. By
changing the minimum good reputation to 0.7, 51 (0.3%)
additional sender identities were considered bad.

Graph 5 also validates this by showing the distribution of
the number of sender identities vs. their lifetime. The
number of sender identities with lifetime of 1 was about

8,000. However, as the lifetime increased, the number of
sender identities became smaller and evenly distributed.

To prove our hypothesis that if the lifetime of the sender
identity is long, the probability of it being a good identity
is high, we plot the daily percentage of good and bad
sender identities plotted against lifetime in Graph 6. The
graph shows that the percentage of bad identities
decreases as the lifetime increases, whereas the
percentage increases for legitimate sender identity. Graph
7 validates this claim and shows the average reputations
for all sender identities with same lifetimes. The curve for
the average reputation for all identities shows a similar
trend as percentage of good identities in Graph 6.
Additionally, using a minimum good reputation of 0.5,
credible sender identities had an average lifetime of 61.9
days while spammers had 17.47 days.
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Graph 12: Reputation of the free email provider using Volume-Enhanced RepuScore. Using volume, the global
score is closer to the perceived reputation from both the receiver organizations.

Graph 8 shows the number of sender identities for which
the reputation changed from being good to bad or vice
versa. About 1.75% changed from being good to bad or
vice versa corresponding to about 291 sender identities.
There were only 8 sender identities whose reputation kept
changing from good to bad or vice versa more than 15
times as their reputations hovered around 0.5.

4.3. Volume-Enhanced RepuScore

Graph 9 shows the reputation for a sender identity,
corresponding to a popular free email service on the
Internet. The sender identity had alternatively sent high
and low spam rate to a single organization. Graph 10
shows the corresponding email volume and spam volume.
We use the logs from the receiver organization 2 and
reputation information from the receiver organization 1.
Graph 9 shows the benefit of using volume enhancement
as the sender identity reputation was varied with the email
volume. From the graphs, we notice that the rate at which
the reputation decreases for changes based on the email
volume. For example, from interval 1 to 11, the volume-
enhanced reputation is lower than the original reputation.
At intervals 11 to 13, the reputation computed by volume-
enhancement was higher than the original RepuScore
algorithm. We note that with the help of Volume-Enhanced
RepuScore, the slope of the reputation follows the email
volume. The average reputation over 175 days for the
sender was 0.82 using the original RepuScore and was
about 0.662 using volume-enhanced RepuScore. On the
average over 175 days, considering a minimum good
reputation of 0.5, the sender was credible.

4.4. Combining Reputations from Two Receiver
Organizations

We consider the effect of combining global reputation
computed from two receiver organizations. For the sender
identity discussed in Section 4.3, the receiver organization
2 transmitted about 38,100 authenticated emails of which
61 were spam in a span of 55 days. The receiver
organization 2 started the evaluation of RepuScore from
the reputation interval 107.

Graph 11 and Graph 12 shows results using RepuScore
and Volume-Enhanced RepuScore. Our experiments show
the accuracy of the reputation depends on the number of
honest receiver organizations that start contributing to
RepuScore. As the number of receiver organizations
increase, the global reputation will be a weighted average
of the reputation seen from different domains. In our
example, as both receiver organizations did not maintain
reputation for the other, the global score was a simple
average.

5. Conclusion

Our previous work, RepuScore, is a collaborative
reputation framework that calculates global reputation for
sender identities by collecting reputation-views from
multiple receivers. However, during our deployment, we
noticed that the daily change in the email volume affected
the reputation when only the spam-rate is used to
calculate the score.
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In this paper, we proposed Volume-Enhanced RepuScore
that incorporate email volume in computing reputation in
addition to the spam rate of the sender identity. By
incorporating the email volume, a sender’s reputation
changed proportionately to the email volume.

We designed and developed a RepuScore plug-in for
SpamAssassin to collect information about each email
from mail servers. Using the plug-in, we deployed
RepuScore at two organizations since 10/9/2007 and
computed reputations for over 16,509 authenticated sender
identities.

Our results show some interesting observations: a)
identities with low reputation have a shorter lifetime
compared to ones with high reputations; b) RepuScore was
able to classify emails from about 42% of the authenticated
sender identities corresponding to about 72% of the
authenticated email volume; c) about 97.8% of the sender
identities had reputation either near O or near 1. d) Average
lifetime of good and bad sender identity was 61.9 and
17.47 days respectively as a large number of sender
identities are created constantly that sent email only in one
interval.

We invite further deployment of RepuScore framework.
Please visit the website at: http://isr.uncc.edu/repuscore.
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Introduction

You don’t have to be a professional web designer to use this guide, but a little HTML
knowledge will definitely help. First, we’ll cover all the basics, like how HTML emails
work (and why it always seems to break when you try to send it yourself). Then, we’ll get
into technical stuff, like how to design and code them. Finally, we’ll run through email
marketing best practices, such as for list management, deliverability and measuring

performance.

About the Third Edition

According to our server logs, this guide has been downloaded over 100,000 times since
we first wrote it in 2001. Hopefully, it’s helped a few people out there get their email

marketing off to a good start.

We wrote the first edition because when we started MailChimp, you had to know a lot of
technical stuff before you could get into email marketing. Back then, an email marketer
was a jack of all trades, designing their emails, coding them into HTML, setting tracking

links and images, managing bounces, and setting up databases on their websites.

Nowadays, email marketing services (like MailChimp) have launched tools that do all
that mundane stuff for you. We manage your lists, give you signup forms, send welcome
emails, handle double-opt-ins, set one-click unsubscribe links, and we even give you
built-in HTML email templates (so you don’t even have to know how to code HTML email

anymore). All you have to do now is come up with good content, and click send.

But there are new challenges, which we’ll cover in this 3™ edition:
Most email programs now block all images in your HTML email by default.
You’ve probably noticed how you have to right-click on an email, or push some
button, to make images show display in the emails you receive. How should you
design around that?
Desktop email programs (like Outlook, Lotus, Eudora, and Apple Mail) have
made great progress in standardizing the way they display HTML email. But now
webmail services (like Yahoo, Gmail, and Hotmail) are getting more popular, and
they have their own unique challenges. Two steps forward, one step back. What

works and what doesn’t in webmail clients?

Visit http://www.MailChimp.com 3
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Spam filters are very sensitive to the content in your email. How should you
write your content?

There’s so much spam out there, spam filters need their own spam filters now.
They’re called firewalls, and they block email before they even get to your
recipients’ spam filters, based on reputation. How do you protect your
reputation?

Spam laws require that every email marketer follow some very important rules
now. If you break any of the rules, you can get your pants sued off. What do you
need to include in every single email you send to your customers?

Blacklists used to simply block email based on what server you sent from. Now,
they scan the content of your messages, and they look for domain names that
have been found in reported spam. Even if you’ve never sent an email campaign
before, you can find yourself on a blacklist, if one of your reseller partners has

been sending spam with your domain name in it.

Visit http://www.MailChimp.com 4

Page 94 of 478



But First: “What The Heck is MailChimp?”

MailChimp is a product of The Rocket Science Group, a web development company in

Atlanta, Georgia. Our one, driving motivation is to “build tools that are Useful, Simple,
Efficient, and that people love to use.” U.S.E. is the formula and philosophy for
everything we do (incidentally, it started out as s.u.e, but that sounded way too

litigious).

Way back in 2001, we noticed some of our clients were trying to send out HTML email
campaigns and monthly newsletters to their customer lists, but stuff kept breaking.
They were rigging Microsoft Outlook “stationery”, or trying to send ginormous PDF
attachments. Images were missing, tables were broken, formatting was off. Their
customers were complaining. They were exceeding their ISP bandwidth quotas. Bounces

were out of control. Sheesh! It was a mess.

They could handle design just fine. Even a little HTML coding. But it was the delivery
part that they needed help with. See, to send HTML email properly, you have to set up a
server to deliver in “Multipart-Alternative MIME format,” then track bounces with “VERPs”

and other geeky stuff like that (we’ll go over that soon).

So we built a simple little tool where they could log in, copy paste their customer list,
copy paste their email code, and hit “send.” And since they took care of the creative
stuff, and we just handled the boring tasks that “only a helper chimp should do,” we
called it “MailChimp.” We’ve since added some “email design” tools to MailChimp, to
help people who don’t know one bit of HTML. Now, you don’t have to be a web designer

(or even have access to your own server) to use MailChimp.
Thousands of customers from all over the world have discovered the simplicity of
MailChimp. Maybe if you find this guide useful, you’ll give MailChimp a try, too (trust us,

you’ll love it).

Learn more at: http://www.mailchimp.com/

Visit http://www.MailChimp.com 5
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How HTML Email Works

Before you can start designing, coding, and sending HTML emails, you should know how
it works and what tools you’ll need. Here’s some background information every email

designer and marketer should know...

The Multipart/Alternative MIME Format

The most important thing you need to know about HTML email is that you can’t just
attach an HTML file and a bunch of images to a message and hit “send.” Most of the
time, your recipients’ email applications will break all the paths to your image files
(because they’ll move your images into temporary folders on your hard drive). And you
can’t just paste all your code into your email application, either. Most email apps send
messages in “plain-text” format by default, so the HTML won’t render. Your recipients
would just see all that raw source code, instead of the pretty email it’s supposed to

render.

You need to send HTML email from your server in “Multipart-Alternative MIME format.”
Basically, that means your mail transfer agent bundles your HTML code, PLUS a plain-text
version of the message, together into one email. That way, if a recipient can’t view
your beautiful HTML email, the good-old-fashioned plain-text version of your message is
auto-magically displayed. It’s kind of a nerdy gobbledy-geek thing, which is why a lot of
people mess things up when they try to send HTML email themselves. You either need
to program a script to send email in multipart/alternative MIME format, or just use an

outside vendor (ahem, like MailChimp) to deliver things for you.

Image Files in HTML Email

Embedding images and photos into messages is the number one reason people want to
send HTML email. The proper way to handle images in HTML email is to host them on a
web server, then “pull them in’ to your HTML email, using “absolute paths” in your code.
Basically, you can’t send the graphics along with your message. You host the graphics
on a web server, and then the code in your HTML email downloads them whenever the

message is opened.

Incidentally, this is how “open tracking” works. You place a tiny, invisible graphic into

the email, and then track when it’s downloaded. This is why open tracking only works in
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HTML email, not plain-text, and why the new email applications that block images by

default (to protect your privacy) can screw up your open rate stats.

When coding Image Tags in HTML email...

Do this:

<img src="http://www.yourserver.com/email/images/logo.gif’>

Instead of this:

<img src="images/logo.gif’>

Note: If you just use MailChimp’s built-in email designer, we host your
graphics on our server for you (free). No need to FTP files anywhere, or

code anything.

Free Hosting Services

When it comes to hosting the images for your HTML email, you really need your own
server to do it. Don’t try hosting images on a free “image hosting service,” because
those websites often put scripts in place to prevent you from linking to them in emails
(they can’t handle all the traffic). And since you really do get what you pay for, free
image hosting services tend to be pretty unreliable under heavy traffic conditions. Also,
spammers use free image hosting services all the time, to “cover their tracks.” If you
don’t want to look like a spammer, use your own web server. If you use an email
marketing service (like MailChimp) they usually come with a newsletter builder tool with

image hosting capabilities built-in.

Delivering HTML Email

Many newbies make the mistake of setting up forwarding lists, or “CC’ing” copies of a
message to all their customers. This causes all sorts of problems, like when a customer
hits, “reply to all.” Plus, there’s no way to do any kind of individual tracking or
personalization when they CC: a big group like that. Finally, it just looks so
unprofessional and impersonal when recipients can see your entire list of other

recipients like that. Blech.
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That’s why when an email marketing system (like MailChimp) sends your campaign, we
take your message and send it one at a time to each recipient on your list (really, really
fast). Unlike your work computer linked to your local ISP (which probably has a standard
monthly bandwidth limit), email marketing vendors like us use dedicated mail servers
that are capable of sending hundreds of thousands of emails (even millions, for larger

vendors) per hour.

Other factors you should consider when delivering HTML email campaigns:

e If you send from your own server, your ISP may throttle your outgoing emails or
shut your account down, if you send too much too fast (like more than 500 per
hour). They may also shut you down if you exceed your monthly bandwidth limit.
If you’ve ever sent an email campaign to a big list of recipients, and you attached
a giant PDF, this has probably happened to you before.

e Email firewalls and ISPs who receive your emails don’t like receiving tons of
emails from one single IP address at once (unless they normally receive tons of
emails from that IP). So if you only send occasional email campaigns from your
IP, you may want to throttle your delivery, or spread them across multiple IPs, to
avoid accidental blocking. Email marketing services usually split your campaign
up into pieces and send it out over lots of different IP addresses.

e If you send emails from your desktop email program, chances are you're
connecting through your local ISP. If you don’t have a dedicated IP address setup
with your ISP, you’re probably sending emails from a dynamic IP address. ISPs
and spam filters don’t like receiving lots of emails from a dynamic IP address,
because it looks like a hijacked home computer. You should always send from a

dedicated IP address, or use an email marketing vendor (like MailChimp).
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Designing and Coding

Now that you have a basic understanding of how HTML email campaigns work, and how
you should deliver them, we can start talking about designing and coding them (the fun

part!).

Tools of the Trade

If you want to get good at coding HTML email, here are the tools you’ll need...

1. A design application, like Adobe Photoshop, Fireworks, Dreamweaver, or
[llustrator. Use these tools to layout your template, and slice out your graphics
(like your company logo, and product photos). We’re really partial to Fireworks,
but to each his own.

2. A good, “pure” HTML/Text editor, like BBEdit and TextWrangler for the Mac, or
HomeSite, and NoteTab Pro for the PC. You could use “WYSIWYG” style tools to
generate HTML, like Microsoft FrontPage, or maybe Adobe Golive or Macromedia
Dreamweaver. But they have their disadvantages. WYSIWYGs very often throw in
gobs of junk into your code (FYI, Microsoft says the extra code is to help with
“round tripping” which means you can export from Word to Powerpoint to HTML,
then back again, without losing anything). All this extra code usually ends up
just breaking things, or setting off spam filters. There are some WYSIWYGs out
there that generate “clean code” but we’ve found those are a bit “too perfect,”
because they’'re designed for web pages, not HTML email (so they don’t know all
the things you have to “rig” in your code.). If you want to do HTML email

correctly, you should learn to code HTML “from scratch” with a good text editor.

Free HTML Email Templates:

If all this talk of designing and coding HTML is too nerdy for you, consider
using MailChimp’s built-in HTML email templates. They’re super flexible,
and can be customized to match any brand. Plus, they’ve already been
tested in all the major email programs. See some nice examples of what
our customers have done:

http://www.mailchimp.com/screenshots/template_examples/

and watch a demo movie of our template design tool:
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3. Your own web server, to host all your images and archives. You should create a
folder on your website for email newsletters. This is where you’ll store images,
then point to them with absolute paths in your HTML code. You might also want
a folder on your website to store archived newsletters. When we first started out,
we created a folder on our website called, /monkeywrench/ and then kept
campaigns under subfolders named by /date/ to store each campaign. Everybody
has their own organization style, though. Just be sure to come up with a system

and process for archiving, so that each newsletter isn’t a huge chore to publish.

Nowadays, we don’t even bother, because we use MailChimp’s built-in archive
functionality. It’ll save a copy of every campaign you send from our system. You
can build a page on your website called “Newsletter Archives” and paste a little
code snippet from MailChimp. We’ll keep your page updated with all your most
recent campaigns. Saves so much time.

4. An FTP program, like Fetch for the Mac, or CuteFTP for PCs. When you design
your email and slice out all your graphics, you’ll use FTP to move those files from
your computer to the server.

5. A test machine (or two), loaded with as many different email applications and
accounts as possible. You’ll want to check your HTML email designs under lots of
different scenarios. Unlike web design, where you only have to check your work
in a small handful of browsers, there are tons of email applications out there,
and they all handle HTML email differently. If you use MailChimp, you can use
our Inbox Inspector tool and let us do all the testing for you:

http://www.mailchimp.com/add-ons/inboxinspector/

Design Guidelines

Here are some pointers for designing your email. Early warning: If you're a seasoned
web designer, you’re not going to be happy with all the compromises and hacks you’ll

have to make when designing for email applications.
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Set your width to about 500-600 pixels.

If you've ever worked on a website, you’re probably used to designing pages to fit in
800x600 pixel resolution screens, or maybe even 1024x768. But that won’t work when
you design HTML email. Most recipients will be looking at your email through their
“preview pane” which is usually a small portion of their available screen (see screenshot

below).

Outlook 2003 on 1024x768 monitor

e — S
- review pane
- @ — pr is about 440
< "| pixels wide on
: ‘: this monitor.

Above is a screenshot of an HTML email in Microsoft Outlook’s preview pane. Outlook is
maximized to full screen (1024x768 pixels), but as you can see, the preview pane is
only about 440 pixels wide. In AOL 9, the “preview pane” is only about 194 pixels wide,
then when you click “Full View,” it typically opens up a window that’s about 540 pixels
or so. This is why you shouldn’t design emails to be much larger than 600 pixels in
width.
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Simple Layouts and Tables Work Best

You wouldn’t believe all the different ways email applications garble up HTML email.
You’ll need to keep your email designs nice and simple. Avoid complicated layouts, too
many embedded tables, and tables with too many rows and columns. A simple two
column table with a row across the top is about as complex as you can get. There are
lots of email applications that don’t cooperate when you code tables with colspans
(table cells that “span” across multiple columns) in them. One application that’s
particularly finicky when it comes to tables (and just about everything else) is Lotus
Notes. We can’t stress it enough. You've got to keep your layouts very, very simple, if

you want it to work across all the major email apps.

If you're working on an email layout and find the tables are getting complex, and you’re
having to code too many “COLSPANS,” you might think about chopping it up into
separate tables. For instance, we almost always use separate tables for the header,
body, then footer of our emails. Better to go with more “simple” tables, than one big

“complex” table.

If you're a CSS ninja, you’re probably rolling your eyes in disdain with all this “TABLES”
talk. But trust us --- you’re not going to be able to use all that cool, timesaving CSS stuff

Visit http://www.MailChimp.com 12

Page 102 of 478



in your HTML emails. DIVs and CSS-positioning don’t work. We’ll cover that later in this
guide.

Special Considerations for Webmail Services

A lot of your recipients will be checking their email in their web browser, such as with
Yahoo!Mail, Hotmail, or Gmail. Since they’re viewing email in browsers, there are certain
things you need to know when you code your HTML emails:
=  They’ll strip out your <HTML>, <HEAD>, and <BODY> tags, in order to keep your
code from interfering with their web pages. That means...
=  Any background colors you specify in your <BODY> tag will be lost. So wrap
your entire email inside a larger, 100% wide table, and set a background color to
that table.
= Any CSS that you place inside the <HEAD> tags will be lost. So don’t try to link to
CSS files hosted on your server. Use embedded CSS instead, and make sure it’s
below the <BODY> tag. If you're a web designer, that’ll definitely make you feel
“kinda dirty” because that’s not exactly the “proper” place to put embedded CSS.
But no worries---it’ll work. If you just can’t stomach that, use inline CSS.
= Some webmail clients are starting to strip even the most basic CSS, even if it’s
embedded below the BODY tag (like we described above). We think it’s because
they don’t want any of your CSS interfering with their CSS, or maybe because
they’re using so much JavaScript and AJAX technology, stuff just gets buggy.
Keep that in mind, and do lots of testing
= Tip: you can use MailChimp’s Inbox Inspector to get screenshots of your work in
all the major email programs and webmail clients, to see if your CSS is breaking.
Saves a lot of time and hassle.

http://www.mailchimp.com/add-ons/inboxinspector/

CSS in HTML email

CSS (Cascading Style Sheets) is a Godsend for websites, but don’t put too much faith in
it with HTML email. For instance, you shouldn’t expect DIVs to work. And definitely stay
away from CSS positioning. Won’t work. If you’re a CSS-standards freak, you are going to

hate yourself after coding HTML email.

You’ll have to rely on old-fashioned <TABLES> for your layouts in HTML email, and only

use CSS for simple font formatting and colors. Always design your CSS to “fail
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gracefully.” That means if someone took away your CSS, your design and content would
still display decently. Before you send your HTML email, delete the CSS and see what it

looks like. Did you have tiny text that is now gigantic, and blowing out your tables?

CSS is especially a touchy situation if you’re using a WYSIWYG to design your HTML
email, because WYSIWYGs insert all kinds of crazy CSS and DIVs by default. It’s one of
the drawbacks of WYSIWYGs for HTML email. It may help you get things coded, but you
still have to understand HTML enough to go back and remove some of the code, so

things won’t break in email applications. You might as well code by hand.

Using Microsoft Word to generate HTML is even worse than using WYSIWYGs. Word adds
so much code behind the scenes, it’s unbelievable. Don’t do it. Learn to code HTML, or

use our built-in HTML email designer.

If your email design uses lots of CSS, be sure to check it in Google’s Gmail. At the time
of this writing, they don’t fully support CSS, so you’ll see your fonts defaulting to Arial,
and black in color. Here’s what our MonkeyWrench Newsletter looked like in Outlook

2003 (which supports CSS just fine) vs. Gmail...

83 Outlook'2003 GI‘_'I;u il

The MonkeyWWrench is brought t
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tips and tricks they can use for their campaigns (oh|  some cool tips and tricks they can use for their
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Gmail stripped out virtually all of my CSS! Where did my font sizes, font colors, and line-
height go? And since the fonts are so much larger in Gmail, it could have blown out my
table cells (if | didn’t know what | was doing). But notice the top line (next to the peeking

chimp). It wrapped my text into 2 rows. Blech!

Flash, (and JavaScript, ActiveX, movies, and other stuff that

won’t work) in HTML email.

You can deliver HTML emails with Flash in them, but most recipients won’t be able to
view them. Not unless they’re using an email program that uses a browser to render
their HTML email. Microsoft Outlook was a program that used Internet Explorer to
render HTML email, so Flash would sometimes work there. But Microsoft Outlook 2007
is no longer going to use IE to render email. They’re using Microsoft Word instead, so
Flash is not going to work there anymore. Anyways, most anti-virus applications block
the code used to embed Flash movies, and they block JavaScript, ActiveX, and even
background music files. All that stuff has been used in the past to spread viruses, so it’s

commonly blocked now.

Point emails to landing pages

If you’ve got a great animation or movie to show to your recipients, just send a simple,
intriguing GIF or JPEG graphic in your HTML email, then link it to a “landing page” on
your website with the animation in it. Same goes for JavaScript, ActiveX, and movie files.
Anti-virus applications block them from running. So fancy rollover or pop-up navigation
and streaming videos just aren’t going to work either. The only email application on our
test machines that will actually play fancy stuff (like Flash and movies) seems to be
Outlook 2000 (which is kind of old, these days). Unless you know for a fact that every
single one of your recipients uses Outlook 2000, and you know their anti-virus
applications won’t block your stuff from running, don’t send Flash, JavaScript, ActiveX,

or movies in HTML email. Just won’t work reliably.

Background Colors

Remember when we told you (above) about how browser-based email services (like
Yahoo!Mail and Hotmail) strip out your <HTML>, <HEAD>, and <BODY> tags? That’s

what you need to remember when coding your background colors and images. You
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normally specify that stuff in your <BODY> tag, but you can’t rely on that with HTML
email. You’ll need to create a big, 100% wide “table wrap” around your email. Set your
background color in that table, and use some CELLPADDING as needed. If you’re into
CSS, you might be tempted to use a <DIV> instead. But we’ve seen DIVs break quite

frequently in email applications, so we don’t recommend them.
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Anatomy of a Good, Healthy HTML Email Newsletter

Here’s what a well-built HTML Email Newsletter looks like:

[ enee The MonkeyWrench Newsletter — Inbox (&5 ]

CO—H) (s bes) IS

Delete  Junk Reply Reply All Forward Print
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Subject: The Monkey h Newslette
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1. Your company name in the “From.” Recipients should recognize who the email is
from instantly. It can’t be deceptive in any way (duh). If a recipient has to strain
his brain to remember who you are, he’ll click “this is spam” instead of opening.

2. Arelevant subject line (don’t be “spammy”), with your company or newsletter
name in it. So they instantly know who the email is from, and what it’s about
(hence, “subject” line).

3. The “To:” field of your email should be personalized to the recipient’s name, not
their email address. MailChimp lets you “merge” recipient names into this field, if

you have it in your database. You would insert *|[FNAME|* *|LNAME]|*, for
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example. Search our help documents for “merge tags” if you want detailed
instructions.

4. A one-click opt-out link that removes people from your list immediately.
Consider placing it at the top of your email (as well as in the footer), so that
people who want off your list can find it really easy (instead of clicking their
“Junk” button). If you use MailChimp’s Managed List functionality, you would use
our *JUNSUBI* tag to generate your unsubscribe link (it’s required in every email
you send from our system). Any recipient who clicks it will be instantly removed
from your list. If you use our built-in HTML email templates, we insert that link
into the footer for you (no coding required).

5. In addition to your opt-out link, you might also include a link in your header for
recipients to “view this email in your browser.” Point it to an archived version of
your email on your server. This helps if the email got forwarded to friends, and
then got mangled along the way. MailChimp automatically keeps an archived
version of all your campaigns on our server. You can just use our *|ARCHIVE|* tag
in your emails to link to yours. If you use our built-in HTML email templates, we
automatically place this link at the top of all your emails.

6. A link to your company’s privacy policy should be in your email. If you don’t have
a privacy policy, you can use the DMA’s privacy policy generator. Google the
phrase, “DMA privacy policy generator”

7. Your valid, physical mailing address (P.O. Boxes aren’t good enough), and as
much contact information as possible. The more contact information you
provide, the more reputable your email will look.

8. Bonus: It’s a really good idea to also include some kind of reminder text, like
“You are receiving this email because you signed up at our website.” People
forget opting-in to lists, and they get a little trigger-happy with the “this is spam”
button. That can get you reported to the major ISPs, so you want to prevent that
as much as possible. Also, in the rare case that a recipient reports you to an anti-
spam organization, having this reminder text can make the difference between a
server admin blacklisting you forever, or contacting you for further explanation.
If you use our built-in email templates, MailChimp inserts that reminder text into

your email footer automatically.
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Plain-text Email

Don'’t forget your plain-text email! You need it for people who can’t (or won’t) view
HTML. Sometimes, the plain-text version of your email is the one that gets displayed if

your recipient checks his email on his mobile device.

If you don’t take the time to create the plain-text version of your HTML email, you’ll just
look like a lazy spammer (spam filters will penalize you for only sending HTML). When
you send a campaign in MailChimp, you’ll need to create both versions of your message
(HTML & Plain-text). Then we “bundle” them together in “multipart format” and send

them off. Your recipients’ email applications then decide which version to display.

The Art of Plain-text email

There’s definitely an art to constructing your plain-text email. You can’t just use the
same text from your HTML email. It has to be formatted juuuust right, so the best way
to do it is to build it from scratch, or copy-paste the content from your HTML email, then

reformat it heavily.

Here are some tips for your plain-text emails:

1. Use a plain text editor, like TextWrangler for the Mac, or Windows NotePad.
Don’t use something like Microsoft Word, because it won’t give you the kind of
“raw” text files you need. You need an application that gives no formatting
whatsoever.

2. If you’re using MailChimp, create a plain-text message in your text editor, then
simply copy-paste it into the “plain text message” field in MailChimp. No
uploading required. Or, you can just type straight into MailChimp’s interface.
One thing | like to do is pop-up preview my HTML email, highlight all my content,
then paste it into the plain-text field in MailChimp. Then, | go and reformat
everything.

3. By default, some email applications start to wrap your plain-text messages at
about 60 characters or so. That’s not really a big deal to most people. Just let
your text wrap wherever their email programs want it to. But if you have content
that you absolutely do not want to wrap unexpectedly (like in the middle of a
hyperlink), one nice little trick is to type a letter 60 times across the top of your
message, and use that as your visual “ruler.” As your content approaches the end
of that ruler, hit your return key and “hard wrap” the line. Again, this is only if
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you want very strict formatting. These days, | let my plain-text emails just wrap

fluidly.

4. People don’t read email. They scan email. Especially plain-text email. So make it

really easy to find important information with bullet points and visual markers

(see screenshot below)

5. You can’t code a clickable link with plain-text email. You just have to type out

the entire URL. Some email applications will make it clickable automatically.

Some won'’t.
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One thing we’ve noticed is that a lot of people spend so much of their time on the HTML

version of their message, they’re too “drained” to work on their plain-text email (we’re

guilty of that ourselves). So they either ignore it, or they slap some junk in, or they

“cheat” a little, and type in something like, “Evidently, you can’t view HTML email, so

visit this URL in your browser to see our newsletter in all its glory.” We think this is a big

mistake. So don’t put all your energy into the HTML version of your email. Save some

love for your plain-text message too. If you find yourself spending so much time coding
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HTML that you’re too pooped to make a plain-text email, you should consider setting up
one re-usable template that you can just select, and “fill with content” every campaign.

No need to reinvent the wheel for every campaign.

MailChimp Trick:

When you setup a managed list in MailChimp, you have the option to “let
my users choose plain-text only” when they fill in your opt-in form.
MailChimp will automatically deliver only the plain-text formatted email to

them when you send your campaigns.
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MonkeyBrains!

MailChimp’s MonkeyBrains blog is chock full of HTML email
design examples, tips, tricks, and hacks, plus email

marketing news and best practices.

http://mailchimp.blogs.com
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Common Mistakes to Avoid

Here are some of the most common mistakes people make when coding HTML emails:

1. Not coding “absolute paths” to their images. Remember, attaching graphics and
using “relative paths” won’t work. You need to host the images on your server,
then link to them in your code.

2. Using JavaScript, or ActiveX, or embedding movies. That stuff just doesn’t work
in HTML email.

3. Getting over ambitious with designs. Designing HTML email isn’t the same as
designing web pages. You can’t have all the CSS-positioning, DIVs, DHTML, and
complex, embedded tables like you can in web pages.

4. Forgetting---or refusing---to include an opt-out link. It’s stupid and
unprofessional not to allow recipients to unsubscribe from your list. Oh yeah, it’s
illegal, too. Be sure to read and understand The CAN-SPAM Act of 2003.

5. Linking to an external CSS file. You usually put CSS code in between the
<HEAD></HEAD> tags of web pages, right? But browser based email applications
(like Yahoo, Hotmail, and Gmail) strip <HEAD> and <BODY> tags from HTML
email. Embed your CSS below the <BODY> tag.

6. Letting your permission “grow cold.” If you’ve been collecting opt-ins at your
website like a good email marketer, but you haven’t sent an

email in several months, your subscribers have forgotten all &

]

(@

(=
o
=

about you. So when they receive a full blown email newsletter ward | Deleste 3
from you “out of the blue” they’re going to click their “this is

spam button” in their email application (related blog post: Surviving the inbox

whack-a-mole game). Don’t let your permission grow cold. Send occasional

emails. If you’ve been collecting emails for years, and you’re only just now
sending your first email to everyone, you should send a little “re-invitation” to
your list. Something like, “A really long time ago, you subscribed to my email list.
Well, I've finally got some time to start sending my really cool newsletter, and |
want to make sure you still want to receive it. Click here to sign up...” At the very
least, send an email and place some kind of text at the top that reminds them of
where and when they opted in. People usually forget about opting-in to
something after about 6 months or so.

7. Sending to a list without permission. This is the worst offense. Lots of
“innocent” marketers, who “mean well” commit this heinous crime. Here are
some common ways legitimate marketers can inadvertently become known as

“evil spammers:”
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e Getting an email list from a tradeshow. “But I’'m exhibiting there, and the
tradeshow host said it would be okay, and when people purchased
tickets, the fine print said that we could email them, and...” Nope. You’'re
spamming. Don’t do it. If they didn’t give you permission to email them,
they didn’t opt-in to your list. If they didn’t opt-in, you’re spamming.
Even if you can legally send them email marketing, those recipients are
more likely to report you for spamming them. Then, you’ll get
blacklisted. Plus, your company will look really slimy. Don’t do it. If a
tradeshow host is collecting email addresses, then they should be doing
the emailing. It’s all about permission, and setting expectations.

e Getting a list of “fellow members” from some trade organization. Just
because they joined a club, and the club posted contact information so
everyone could keep in touch with each other, it doesn’t mean each
member gives you permission to send them newsletters and offers. If you
sent them a personal greeting from your own email account, they
probably wouldn’t mind. That’s what the organization’s “members list” is
for. But add them to a list and send them a huge email newsletter, and
you’ll be reported for spamming. Don’t do it.

e They go to events, and swap business cards. The business cards just get
thrown into a “prospects” pile. Years later, they get an intern to finally
type all the contact info from those cards into a database. Then, one day
out of the blue, they send a big, fat email newsletter to everyone. As if
they actually want to hear from you! Trust us, they don'’t.

e Fish bowl of business cards. Similar to the example above, but they hold
an event, and collect business cards in a fishbowl to win a “door prize.”
The people who dropped their business cards into the bowl wanted the
coffee t-shirt you’re giving away (plus all the fame & glory). They didn’t
opt-in to your list.

8. Using a WYSIWYG to “code” your HTML. WYSIWYGs are notorious for generating
absolutely horrible HTML. They insert so much junk code, it’s unbelievable. Even
the ones that generate “clean” code don’t know how to “rig” things to work in
email applications (like sticking your embedded CSS below the <BODY> tag). To
code HTML email properly, you need to learn a little HTML. It’s really not that
hard. Plus, you can download free HTML email templates at our website:

http://www.mailchimp.com/resources/templates/
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9. Forgetting to test. Thoroughly. When you send HTML email, you’ve really got to
test it in as many email applications you can. Then you have to test on different
operating systems. Then different ISPs (we’ll explain shortly). If you keep things
simple, and build a rock solid, thoroughly tested template for each newsletter,
you won’t have to test so much. But you should always send at least a few
campaigns to yourself before sending it out to your entire list.

10. Sending nothing but a big, gigantic graphic as their HTML email. Sigh, that’s
what spammers do. And since most email programs block images by default,
what do you think your recipients see when (if) they open your email? Many spam
filters will block your email if you don’t have a healthy balance of images and

text.
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The MonkeyWrench Newsletter

Subscribe to MailChimp’s MonkeyWrench Email Newsletter.
We’ll keep you up-to-date on more “advanced” email coding
tricks, obscure hacks, power tips from MailChimp

programmers, and oh yeah---free prizes.

http://www.mailchimp.com/monkeywrench/
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Designing around spam filters

A guide on email newsletter design wouldn’t be complete without a section on spam
filters. You have to design your emails a certain way, if you want your messages to make
it past them. But you can’t go overboard, either. Spam filters can smell fear. If you try
too hard, they know it, and they attack. So just be cool, act normal, and don’t make any

obvious mistakes.

How anti-spam systems work

Before getting into the nitty-gritty design tips, you need to know how all the various
anti-spam mechanisms work out there. Once you get an overall understanding of how

they work, designing around them will be much easier.

Bayesian Filtering

This is one of the most important ones to learn about, since it’s installed in so many
email applications these days (like Outlook, Mozilla Thunderbird, and Apple Mail).

Bayesian filters work by watching users classify email as “junk”

[}

(such as when they click a “this is spam” button). It reads the junk “}(

@

mail, compares it to other emails you called “junk,” and looks for  award | Delete

=

—_
i E

common traits in the subject line, the content, the hyperlinks, the
sender, etc. Over time, Bayesian filters learn to scan for those “traits”
ﬁ J in every email message you receive. Every time they find something
m& that looks “spammy,” they assign a “score” to it. For instance, using
“Click here!” might get you 0.7 points. Using bright red fonts might
get you 2 points. Including the word, “mortgage” might get you 1 point, but using the
word, “Viagra” will get you 5 points. Once an email exceeds some threshold (set by the
user), the email is classified as spam, and thrown into the junk folder. It’s amazing how

many different things Bayesian filters look for. To read some, go to the MailChimp Blog

and search for “Funny Spam Assassin Criteria”

MailChimp also comes with a spam filter checker (look for the “Inbox Inspector” under
our Account tab). It'll tell you exactly what your email’s spam score is, and what you

need to change if you want to improve your chances with spam filters.
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Black Lists

A while back, some server admins got really, really, angry at all the junk mail they
received. So they started to track the IP addresses of the servers that sent them spam,
and put them on “blacklists.” Anytime they received email from a server on their
blacklist, it was deleted immediately. It worked pretty well. So they started to share their
lists with other server admins. And other admins started to add on to those blacklists.
Pretty soon, the blacklists got very, very big. Large ISPs started to sync up with them. If
you send email that’s very “spammy” you could end up on one of these blacklists
(whether the recipients are opt-in or not). Once you make it on to a blacklist, good luck
getting off. Geeks are notoriously difficult to negotiate with (we know, because we’re
geeks). This is why you need to make sure you only send to recipients who gave you
verifiable permission to email them, and you need to have proof that each one of them
opted in to your list (such as through a double opt-in system). Want to know the easiest
way to get blacklisted? Let your company’s sales team blast out an email newsletter to a
list of “prospects” that they collected from conferences, and that they scraped off of

websites. You’ll get blacklisted, guaranteed.

Email Firewalls

Managing email servers (and incoming spam, viruses, and phishing attacks) can be a lot
of work. So large corporations usually install “email firewalls” (Google the terms,

“Barracuda Firewall” or “Postini” for some examples) to handle their incoming email.

Think of them as “spam filters on top of spam filters.” They're big, heavy-duty

gatekeepers, and they’re not friendly at all.

They often use a combination of Bayesian-style/adaptive filters, community reporting,
blackhole lists, and a little bit of proprietary “magic pixie dust” to keep spam out of the
company. Most of the time, when your email’s not getting through to a larger company,
it’s their firewall. You can think of these firewalls as kind of Xenophobic and paranoid.
They’re all twitchy, and tend to ask questions like, “Okay, is this sender new to me? Why
is he sending copies of the same, exact email, to a bunch of people in our company?
Spammers do that kinda stuff. Hmm, how long has their server been around? Can |
really trust this sender?’ Spam firewalls are usually only a problem when you first start
sending campaigns to a big client or something. You’ll experience some deliverability

issues in the beginning, because you’re “new.” They’ll eventually “learn” to let you
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through. To expedite things, you may have to ask the IT people in charge of the firewall

to “white list” your IP Addresses (or the IP address of your email service provider).

If you're interested in learning more about email firewalls, search for “email firewalls” at
the MailChimp blog:

http://mailchimp.blogs.com

Challenge/Response Filters.

These are more common among “at-home” recipients (because they’re too intrusive to
use at work). When you send email to someone with a challenge/response filter, here’s
what happens. If you are not

already in that person’s “buddy i

list” or “address book,” then ﬁspamarrest

you’re considered a stranger to

. . , = Sender Verificati
him. And if you’re a stranger, you

could be a spammer. So their John Smith here,

I'm protecting myself from receiving junk mail by using Spar

challenge/response filter sends il irsteuctions bl

you an automatic repIy with a Please click the link below to complete the verification proces
question that you have to answer, You will only have to do this once.
or some link you have to click http://www.spamarrest.com/a2?

AGLMAGVIBweul 2Aig)50p2 TigzywMKANoIScoTABNIL [Y2AIDG
(this is to prove you’re a human, L

and not a spambot). The screenshot you see to the right is an example of a typical

challenge/response reply, from Spamarrest, a very popular vendor.

The thing to remember here is that you have to be “white listed” if you want your emails
to get through. So when people fill out your opt-in forms on your website, ask them to
“please add our email address to your address book...” Use your opt-in process as a way

to “set expectations” and get “whitelisted” up front. Whenever you send a newsletter,

make sure the “reply-to” address that you use is valid, and that a human checks it after
each campaign. You can expect to receive a couple auto-replies like this after every
campaign you send. Whenever we send our MailChimp Monkeywrench newsletter, we get
about half a dozen of these autoreplies. | have to manually click each one of them if |

want the email to get delivered.
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Tactics for Avoiding Spam Filters

So now you know how a lot of anti-spam systems work. You really have to “think like a
spam filter” when you design your emails. Just like you “think like a search engine” when
you design web pages. Spam filters read your emails, and look for similarities with
known spam. You don’t want to do things that’ll get you accidentally thrown into the

junk folder.

And the best way to learn what not to do is:
1. Open up your junk email folder.
2. Look through all that spam you got. Really read it. Look at how they design
things, and look at how they write their copy. Notice all the similarities?

3. Now, don’t do what they do.

Okay, okay, to be more specific, here’s some stuff to avoid:
= Using bright red fonts, or going crazy with colors, styles, and formatting. Check

out the article, “Let’s dissect some spam!” at our MonkeyBrains blog to see what |

mean.

* YELLING WITH ALL CAPS!!!!

= Using spammy words, like “mortgage, viagra, etc.”

»= Saying, “free” or “click here!” or “click here now!” or “act now!” or “limited time!”
(be especially careful of your unsubscibe link, where you might say something
like, “click here to unsubscribe.”

= If you use a WYSIWYG to code your HTML email, make sure the HTML code is
“clean.” WYSIWYGs often throw in lots of useless code that’s invisible to the user,
but spam filters look at it, and think you're a sloppy spammer who doesn’t know
HTML.

= Bad HTML in general can get you spam filtered. Missing table tags, content below
the closing </HTML> tag, or empty <TITLE></TITLE> tags will get your message
thrown into the junk folder. Don’t get sloppy with that code! Note: the empty
<TITLE> information is very common if you use WYSIWYGs. They throw that in by
default, and expect that you go back and fill it in. Don’t forget to go back and
give the document a title!

= Don’t use “dummy text” in your message, even if you’re sending a test
campaign. Spam filters get suspicious of all that “lorem ipsum” stuff. When

sending test campaigns, use content that’s as real as possible. Don’t type in one
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paragraph, then copy-paste it ten times. Spam filters can see all the duplicate
content, and they think it’s spam.

= Don’t use the word “test” in your subject line.

= Don’t get too creative with your spelling, because the spammers do that all the
time (how many mOrtg4g3 reflnanc3 spam messages are in your inbox right
now?).

= Don’t make an HTML email that’s just a bunch of pretty graphics. You need some
text in your message, too. Otherwise, the spam filters will have nothing to read,
and will think your message is junk.

= Don’t send the HTML email by itself. Always include that plain-text alternative

message.

Learn More:

Read this article to learn more about how spam filters think:

http://www.mailchimp.com/resources/how_spam_filters_think.phtml
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Testing & Troubleshooting Your Email Designs

After you've finally figured out how to design and code your first HTML email template
(and, of course, your plain-text alternative version as well), don’t just plop in your

content and start sending campaigns to your list. You need to test your template first.
Make sure it’ll work in all the different email applications out there. Once you’ve found

all the little bugs, and your template is “rock solid,” you can start sending.

Web Designers: emails aren’t the same as web pages!

If you’re a web designer, you’re probably used to testing web pages in a few different
browsers, like Internet Explorer, Mozilla Firefox, and Mac’s Safari. And you’re probably
familiar with a few annoying inconsistencies between all the browsers, and you have a

couple hacks to make things look right.

Multiply all that by ten, for email design. There are tons of email applications out there
that you need to test on, and they all render HTML email in their own annoying ways. Do
you need to test every single newsletter across every single application, every single
time you send? Of course not. Just setup a good, simple, rock solid template and test it
as much as possible. Then all you do is swap out content. Here are some tips for testing

your email designs...

Testing in Different Email Applications

In the past, the only way to test your campaigns was to setup a bunch of accounts at all
the major ISPs, setup some test computers with different operating systems and email
programs, and send test campaigns to them. It would take hours to do all this, and it

really took all the fun out of email marketing.

That’s why we created our Inbox Inspector tool. You build your campaign, and click one
button. We’ll generate screenshots of how your campaign will look in every major email
program, and we’ll tell you if any of the major spam filters and email firewalls will block
your message, and why. We'll point out what content you need to fix in order to not get
blocked. We’ll even check for typos and HTML coding errors. Learn more about the

Inbox Inspector at:

http://www.mailchimp.com/add-ons/inboxinspector/
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If you prefer to test your campaigns yourself, here are some email applications you

should install, and what to look for:

AOL

Their free CDs are everywhere, and they offer some very cheap $7 per month plans if
you call and ask for them. They’ll only give you 2 or 3

hours a month, but that’s good enough for testing.

[ Report Spam ] [ Delete ]
Spam Controls

AOL takes spam very seriously. So check to make sure

your emails don’t get filtered. Also, notice their

“Report Spam” button. You’ve got to make sure your

emails look relevant, or people will click that button (even if they opted in to your list!).
At the time of this writing, AOL 9 has an extremely tiny “preview” pane. It’s about 194
pixels wide, so make sure that your branding shows up okay under those circumstances.
If your email is too wide, and your logo is right-aligned, your recipients will never see it,

and they may never realize who sent it.
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AOL’s “preview pane” is tiny! Does your logo peek out enough?
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Apple Mail

This is Apple’s free email application. You get a nice big preview pane here, and they
don’t do much image blocking at all (yet). Images seem to be blocked only if an email
ends up in its junk folder. Apple Mail comes with its own spam filtering system that

“learns” so you should test your emails for any deliverability issues.
Apple’s Entourage
Kind of like Microsoft Outlook, but for the Mac (it comes with Mac Office). Their HTML

email support is fine, but we noticed in earlier versions of Entourage, if you send an
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email in HTML format, but it consists of nothing but text and hyperlinks (no graphics or
tables), then the links actually display their URL next to them. Kind of odd. But if the
email actually contains a graphic or table, then the links work as coded. The issue seems

to be fixed in the latest version of Entourage 2004.

Microsoft Outlook 2003
Outlook 2003 has better spam protection, so watch whether or not your emails get
filtered. Also, this one’s got 3 vertical panes, so your emails have less room in the

preview area (see below).
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Three vertical panes in Outlook 2003 leave little room: Make sure you fit!

Microsoft Outlook 2000

There are lots of business users who haven’t upgraded to Outlook 2003 yet. This
version of Outlook predates all the vicious worms, spam, and viruses that we’re used to
now, so more of your emails with flash and videos and crazy stuff will actually work

here. Don’t let it build your confidence. That fancy stuff won’t work in other programs.

Microsoft Outlook Express

This is the free version of Microsoft Outlook, installed on all Windows machines. Used
mostly by “at home” recipients. Not really many HTML email issues, besides the usual
“block images by default” feature that’s on just about every email application these

days.

Microsoft Outlook 2007
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For Outlook 2007, the big change is that Microsoft is switching from using Internet
Explorer (a web browser) to render HTML email to using Microsoft Word (a text editor) to
render HTML email. Obviously, HTML email would render a lot better in a browser than
Microsoft Word, so this is kind of a bummer. Microsoft says they’re doing this because
they want their customers to have more control over editing HTML email. Whatever.
Here’s what you need to know about Outlook 2007:

Background images won’t work.

Most CSS won’t work.

Flash definitely won’t work.

No forms

No animated Gifs

Lotus Notes 6.5.3 and 6.5.4

If lots of your recipients work at very large companies, you’ll need to check your emails
in Lotus Notes. This is probably the most frustrating email application out there. It does
the strangest things. You’ll need to keep your layouts very simple. Even still, Lotus will
find a way to mess things up. I'm still baffled about how they managed to make a cell in
my table blink red. There are even big differences between Lotus Notes 6.5.3, vs. 6.5.4.

Go to our MonkeyBrains blog, and search for “Lotus Notes” for all the different things

that can go wrong in Lotus.

Eudora 6.2
Eudora has good, predictable HTML email support. We don’t see too many issues to talk

about here.

Mozilla Thunderbird
A free email application that’s gaining in popularity. Does some odd things with alt-text,
and image blocking (search for “mozilla thunderbird” at the MailChimp Blog), but for the

most part supports HTML email great. Thunderbird 1.5 has a feature that tries to detect
“scams,” where they look for hyperlinks that claim to point to a website, but the code
actually links you somewhere else. If it detects a potential “scam,” you get a warning
across the top of the message, saying “Thunderbird thinks this message is a scam.” You
can click the “Not a scam” button if it was a false alarm. It’s a nice idea, but it seems to
give lots of false positives, especially when you use click tracking in your emails (all your
links will point to a redirect script, in order to track clicks). In the Thunderbird support

forums, they say that the feature is still kind of new, and they’re working on refining it.
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We don’t think it’s much of a problem, as long as your emails look nice and

professional.

Testing Browser-based Email Services

You might want to setup accounts with all the browser-based email services. They’re
usually free, so it’s easy to setup lots of test accounts. You especially want to look at

how browser based email services alter your HTML and CSS.

Also, since these services are used by bazillions of people, their anti-spam filters are set
really high. We listed them below in order of most-to-least popularity (according to a_
recent survey across all MailChimp managed lists). When you setup your test accounts
with these services, leave their “junk mail filter” settings to “default.” It really pays to test

on these accounts before sending your campaign...

Yahoo!Mail

Pretty aggressive anti-spam filters (understandably). Other than that, they do the typical
browser-based email stuff, like stripping your BODY and HEAD tags.

Yahoo!Mail Beta

A much richer browser interface, with a preview pane. So far, support for HTML email

looks great.

Hotmail

Similar issues as Yahoo!Mail, where BODY and HEAD tags are stripped, so background
colors and embedded CSS are lost. At one time, Hotmail was “expiring” hyperlinks in

emails that were open for 5 minutes or longer.

Gmail

Extremely aggressive spam filters. And very, very little CSS support. It strips embedded
CSS, (even if you keep the CSS out of the <HEAD> tag). It also strips every “class” code
that it finds (such as in <span class="header”>). To get CSS to work in Gmail, you’ll need
to use inline styles. Otherwise, your fonts will default to Arial, colored black, and about
13 pixels in size. If your fonts don’t adhere to your CSS rules, check to see if they end

up blowing out your tables cells, or wrapping in weird ways.
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Check Different ISPs, too

If possible, check your emails when they’re sent through different ISPs. Different email
servers will alter your messages before they even get to the recipient’s email application.
For instance, some ISPs use email servers that will strip any content below a line in your
email that starts with a period (I know, weird, huh?). We’ve been surprised at how
differently email looks when checked in Outlook 2003, but received through:

o Comcast

o Bellsouth

o Earthlink

Send tests to friends and co-workers

If you can’t setup a few test computers, keep your designs really simple, and send each
campaign to a few friends or office-mates. Just ask them to let you know if anything

looks “off” or broken to them.

Or, just use MailChimp’s Inbox Inspector

If you choose to setup your own test machine, and all those test accounts with the
different ISPs, you could easily spend a couple grand. If you also want to check your
campaigns against the big server firewalls (like IronPort, Messagelabs, and Postini)
those are several thousand dollars just to get setup. If you’ve got the money, go for it.

But who has the time to maintain all that stuff?
You can save yourself a ton of time and money by just using our Inbox Inspector. Here

are some screenshots of what you’ll get (it costs less than what you’d charge for one

hour of your time):
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We’ll generate screenshots of your campaign in all the major email programs:

Welcome, Mearh Arnatrong! Logat
“fou have 1,437 crectts lef. Buy Crosits
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£ INBOX INSPECTOR Campaign Preview
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Outlook 2003 Outlook 2007 Qutlook Express 6
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Zoom in to see where your email “scrolls” in each program, on a 1024x768 screen:

% INBOX INSPECTOR Campaign Preview Spam Filter Chack Content Assessment

We took scresnshots of how your campaign looks in the major email programs... @ Tips @ Print version

WView A ADL S @k | next

:7‘ Acme Bananas
{  The Big Holiday Sale
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We’ll tell you if spam filters are likely to block your campaign, and what you need to

change if you want to get through:

INBOX INSPECTOR Campaign Preview Spam Filter Check

RESULTS

Filters Passed SpamAssassin Score

75% 2.4

Desktop Client Filters

f,.-"F‘nEe‘F'M \ Setting Reaso

( @ Outlook Junk E-mail Low 4 Reasc

dates (weight: 0.8) = .
b sclaimer (weiahk: 0.8) % We'll point out which spam
\‘\\Subjec (weight: 0.7) ! filters are likely to block your
woney (weight: 0.7) c‘__,./ campaign, and why
E'MW ;
@ MNarton AntiSpam Medium 3 Reas
@ Mcafee SpamKiller High

Server Filters

Filter Setting Reaso:
@ Spam Assassin Default 5 Reas
@I BrightMail Default ! Reas
@ Postini Default
@I Messagelabs Default 4 Reas

Gateway Filters
Filter Setting Reaso:

@ IronPort Default

Inbox Inspector is an optional add-on, which you can find under the “Account” tab in

MailChimp. Learn more at: http://www.mailchimp.com/add-ons/inboxinspector/
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Email Marketing Basics & Best Practices

If you’re new to email marketing, we should go over some basic principles before you
start sending campaigns. We’ll go over best practices, legal issues, and how to measure

your overall performance...

The Definition of Spam

If you get an unsolicited email from someone you don’t know, is that spam? Not
necessarily. If you get an email that was obviously sent to a whole list of people, is that

spam? Not necessarily. So what’s spam?

Spam is when you send an unsolicited email to a whole list of people.

So let’s say you just bought a list of email addresses from some local business
organization. These are great prospects for your business, right? You want to send them

an email with a relevant offer they can’t refuse...

It's spam if you upload that list into MailChimp (or any other email service provider like

us) and send that list an unsolicited email.

It’s not spam if you take that list, and write personal, one-to-one emails to each

recipient, and the content is unique for each recipient.

If your immediate reaction is, “but what if...” you will probably get yourself reported for

spamming. You simply cannot send unsolicited email to a list of people you don’t know.
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The CAN-SPAM Act of 2003

The United States federal CAN-SPAM Act became law on January 1, 2004. According to
their website, the FTC says that if you violate the law, you could be fined $11,000 for

each offense (multiply $11,000 times the number of people on your recipient list). ISPs
around the country have already successfully sued spammers for millions and millions

of dollars under this new law.

We can’t give you much legal advice; MailChimp’s an ape, not a lawyer (okay, insert

lawyer joke here). But if you send commercial email, you should read through the CAN-

SPAM Act of 2003, and understand the rules. If you have a lawyer, consult with her. Here

are a couple of points we’d like to highlight:
= |f you’re sending “commercial’ email (where you’re selling or promoting stuff),
here are just a few rules you should know about:

o Never use deceptive headers, from-names, reply-tos, or subject lines.

o You must always provide an unsubscribe link

o Remove recipients from your list within 10 business days

o That unsubscribe link must work for at least 30 days after sending your
email

o You must include your physical mailing address in the email (PO Boxes
are not sufficient)

o To learn more, go to:

http://www.ftc.gov/bcp/conline/pubs/buspubs/canspam.htm

Royal Screw-ups To Avoid

Look, if you’ve downloaded this guide, and you’ve actually read this far, you’re
obviously interested in doing the right thing. You’re probably not an evil spammer. But
even the most well-intentioned legitimate email marketer gets reported for spamming.
Do you know how you get reported? Some people think it requires a lot of work.

Actually, all it takes is for one recipient to click a little button in his email program.

When he clicks his “this is junk” or “report spam” button, a little alert gets sent to his ISP.
Then that ISP sends a warning to the sender (so long as the sender has responsibly
signed up for that ISP’s feedback loop). If an ISP sends you 1-5 warnings, you’re in
trouble. 5-10, and you can expect your emails to get throttled. More than that (some of

them say less than 1% of your list) and your email server gets blocked. None of your
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emails will get through to that ISP anymore (unless you can provide proof of opt-in for

those complainers).

And ISPs aren’t just blocking email servers anymore. They’re scanning reported spam
for URLs and domain names. If they find your company’s domain name in reported
spam, they’ll block any future emails they receive with that domain name in it (no matter

where it was sent from, or who sent it).

So it’s very easy to get blacklisted. When that happens, it can take months to get your
name cleared (if ever). Usually, companies get blacklisted because they made some

simple little (avoidable) mistake.

We’ve been in this business for years, and we’ve seen thousands of marketers send
millions of emails. Needless to say, we’ve seen lots of screw ups. Here are some of my

most memorable examples. Learn from them.

Some of the details have been changed, to protect identities...

“But these are co-members of a local organization”

Our first “abuse desk situation” was from an alpaca farmer. He was a really nice guy. He
was sending a beautiful email newsletter with alpaca breeding tips to members of an
alpaca farming organization (yes, those exist). Problem was, those members never
asked for his email newsletter. He got their email addresses from the head of the
organization. Surely other Alpaca farmers would love hearing about this stuff, right? Not
if one of his competitors is on the list. One of his recipients didn’t appreciate getting
emails from a competitor, so he repeatedly reported the newsletter as spam to his ISP
(and to us). Since our customer was sending emails to a 3™ party list (strictly forbidden

on MailChimp), we had to shut his account down. See above: definition of spam.

“But they dropped their business card in my fish bowl.”

We had a real estate agency sending emails to a list of recipients about a brand new
condo property that was opening up. As soon as they sent their campaign, we started to
receive complaints. When we asked them where they got their list, turns out they setup a
fish bowl at local eateries, for a chance to win a free lunch. No mention of any email
newsletters, or opting-in to any lists, was placed on those fishbowls. We had to shut

them down. This one’s notable because their web developers threatened us, cursed at
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us, and called us the spammers. They actually defended themselves by saying, “C’mon,

they dropped their cards into a fishbowl. They knew what they were getting in to.”

“But we swapped business cards 5 years ago” or “But these are in my CRM”
Unfortunately, this is a recurring one. Sales guy sets up a booth at a tradeshow, and
swaps cards with someone. That someone is now a “prospect.” That prospect gets
entered into their CRM. It sits and waits. And waits. One year later, the company decides
to send an email newsletter. The prospect is added to the list, and gets a huge, 5 page
HTML email newsletter with all kinds of promotional junk that he never requested. The
prospect clicks his “report spam” button. This is probably the 2™ most popular reason
we shut down accounts (next to real estate agents with fishbowls). If you’re a Marketing
Director, and you’ve decided to add email marketing to your strategy, that’s smart. But
don’t go to your sales team and ask them, “alright, gimme every prospect you’ve ever

talked to, so | can blast our newsletter to them.”

“But this list was really, really expensive”

A creative agency purchased a list of email addresses from a leading resource for
advertising professionals (we won’t name the resource). The people in that list were
members who voluntarily submitted their contact information, just for networking
purposes. Not for receiving emails from 3™ parties. By the way, this is almost always the
case when you buy email lists---those people never gave their permission to have their
info resold to you. Buyer beware. Anyway, this creative agency used MailChimp to send a
“portfolio” email to that list. But one of the email addresses on that list was a “sales@”
address, which means it got forwarded to every single sales employee at a pretty big,
well-known company. A pretty big, well-known anti-spam company, to be exact. That
customer was shut down immediately, and they got a very good lecture. Fortunately, the
leader of the anti-spam group actually forgave that company, and we were able to
reinstate their account. They learned their lesson: do not send mass, unsolicited emails
to a whole list. If you’re gonna buy a list, send your emails to each recipient separately,

personally, and one at a time.

“But I’'m sending for the government”

We had an organization who basically published scientific research papers online, into a
searchable database. Where’d they get the research papers? Apparently, from the U.S.
government. So where’d they get their email addresses? Apparently they were taking
author names and guessing at what their email addresses would be. They’d send emails

like, “Congratulations, Professor John Smith! We’ve published your research paper at XYZ
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website!” Problem was, they sent to the wrong Professor John Smith. Professors from
universities all over America were reporting them to us for spamming. Not sure how
they did it, but we had to shut them down. Their reply? “This is not spam. This was sent
for the U.S. Government.” Sigh.

“Remember me from 10 years ago?”

One of our users sent a software “update” to his list of about 20,000 customers. These
were people who had downloaded and purchased his software. 10 years ago. Man, was
the Internet around back then? Anyways, to his credit, he had a very good, “Hey,
remember me, from 10 years ago?” introduction paragraph and he even merged in each
recipient’s order information: Full name, how much they paid, order ID#, etc. He really
went all out with the details. Unfortunately, 10 years is a long time to wait to send email
updates. Almost none of those emails were even valid anymore. And some had no doubt
been converted into spam traps (Microsoft does that with old, expired email addresses
sometimes). As soon as he sent his campaign, one of MailChimp’s IPs got blacklisted by
Hotmail and MSN. We had to reroute outgoing emails from those IPs, and work with
Microsoft to explain the situation. Luckily, the sender had overwhelming evidence in his

campaign that they were his customers, and we got delisted.

The old Outlook Address Book dump.

A nice woman from a small town in North Carolina sent out an email campaign for her
local beauty salon. It invited women to “come in and get a manicure.” After she sent her
campaign, | got an email from a very, very angry man about how “this woman is using
MailChimp to spam me.” | investigated the man’s email domain, and noticed it was from
an ISP located in the same small town as the sender. That’s too much of a coincidence
for me. | asked him, “any chance your wife signed up for this newsletter?” Nope. No wife.
No kids. And nobody who would ever have access to his computer. “She obviously
purchased an email list from somewhere,” he tells me. Now, if some local business
owner sends an email to 3,000,000 recipients, that idiot bought a list. But this woman
sent to a couple dozen people, with no other complaints. Hmm. He also tells me that his
email address has been dormant for years, and he was shocked to even be receiving any
messages to it. After many hours of back and forth conversations with the sender and
the complainer, we figured it out. She dumped her entire Outlook Address book into her
email list. She figured the only people in her address book were her clients, since that
was her business computer. So how did he end up in her address book? He used to be
the tech support admin for her ISP, before they were bought out by a bigger ISP. You
really shouldn’t dump contacts from your address book into a newsletter list. Those
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people might be your friends or clients, but they haven’t necessarily opted-in to receive

email newsletters from you. You can take the time

“But my sponsor asked me to.”

One customer implemented a double opt-in list, and had a very nice, respectable looking
email newsletter design. He even had a nice, well-branded welcome email. He sent a
campaign out one day and got reported as a spammer by over 60 of his subscribers
(usually, 1-5 reports is enough to get blacklisted). What would compel so many people,
who specifically requested emails from this man, to then report him for spamming?
Turns out for this particular campaign, he removed his logo, and changed the design
dramatically. Instead of a white background with his orange and blue logo at the top, he
sent an all-black design, with white and red text. Why? A company was sponsoring his
email campaign, and that company wanted him to follow their branding guidelines, not
his. Sigh. If you’re sending to your list, make it look like you sent it (and tell your

advertisers it’s for their own good too).

Double Opt-in

We highly recommend the double opt-in method when managing your email lists. In
fact, it’s the only way MailChimp’s built-in list management system will work. Here’s a
quick overview of the process:

1. A customer signs up for your email newsletter through a form at your website.

2. He receives an email with a confirmation link.

3. |If they click the link, they’re added to your list, and you store the IP address,
date, and time of registration. Now you’ve got proof of opt-in, should you ever
need it in the future (like if you receive a false or malicious abuse report).

4. |If he doesn’t click the link, he’s not added to the list.

Double opt-in is fast replacing the (single) opt-in method, where someone submits a
form, and bam---they're added to a list. There are too many chances for someone to get
signed up to a list without his permission, either erroneously or maliciously. And there’s
no need to even discuss the old opt-out method anymore. That’s getting phased out due
to all the spam complaints marketers get, from people who never saw the opt-out check.
Don’t be so desperate to grow your list that you put your company’s reputation on the

line.

Visit http://www.MailChimp.com 46

Page 136 of 478



Pros & Cons

There was once a big concern about double opt-in, where marketers complained, “but
nobody’s going to click the confirmation link! I'll lose all my prospects!” This isn’t a
huge issue anymore. People are used to the double opt-in method these days. Plus, it

just looks more professional.

Sure, if you compare a double opt-in list to a single opt-in list side-by-side, the single
opt-in list will be larger. It’s just too easy to subscribe (anyone) to a single opt-in list. But
it will also have more “accidental” members, a higher bounce and unsubscribe rate,
higher abuse complaint rate, and lower response rate. Double opt-in ensures that every

single recipient truly wants to hear from you.
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Measuring Performance

After you become a pro at HTML email design and coding, and you’re sending
campaigns on a regular basis, how do you measure performance? How do you know if
your email marketing efforts are working or not? How can you experiment, and improve
your performance? Here’s a basic rundown of what you should be measuring, and how

you can test your campaigns.

Open Rates

HOW many people opened your emall? - _J Email Marketing for Design-it-Yourselfers

An open rate of about 20% to 30% is
Acme Bananas Newsletter

considered “average." WatCh your Open Sent on Tuesday, February 14, 2006 at 12:36 pm *
Quick Stats | Bounce Report

rate over time. Your first email might

get a great open rate (like 50% to 70% L LR
. . Emails Sent: 136
or more), but over time will level off
Bounces: 2 {1.47%) Bounce
some. Total Opens: 240
Unigque Opens: 100 (74.63% *)
TrY experimenting with different Rscipiants i hoclicked: 25 IR
Total Clicks: 43

things, like:
. . . Unique Clicks: 41
e Your subject line: Make it longer

Last Click Date: Thursday, Februar

(or shorter). Merge their first

Last Open Date: Saturday, Februar

name into the subject. Use your
company’s hame.

e Date of send. Do weekdays work best? Or is the email geared towards an “at-
home” audience, who check emails on weekends? Or, do they typically only order
while at work, on fast connections?

e Time of send. Mornings, just before the first wave of spam? Just before lunch?
Just after lunch? Just before quitting time? If you were a restaurant owner, would

you send a campaign for a Friday event on Monday, or Thursday?

We analyzed over 40 million emails sent from our system, and found that subject lines
that contain your company name in them, or that are seemingly very plain and “boring”
result in better open rates than subject lines like, “FREE OFFER INSIDE! OPEN NOW!”
Subject lines should tell what'’s inside, not sell what’s inside. For details of our subject
line study, look in the MailChimp Resource Center:

http://www.mailchimp.com/resources/
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Click Rates

How many people clicked links in your email? Which links did they click the most? Did
they click on product links, or research links? Did you see a rise in purchases? How long

after you sent the campaign do links keep getting clicked?

Try experimenting with:
e The number of links in your message. One big, giant link, or lots and lots of
different links?
e Product photos for each link
e The wording of each link.
e Segmenting your list, and sending more focused emails (and links that are more

relevant)

Example of a typical MailChimp report: You can see which links people are clicking...

Clicks by URL

URL k Total Clicks Unigues

Unsubscribe Rate

What’s your unsubscribe rate after each

campaign? Less than one percent is List Summary - Acme Bananas
average for lists that are contacted
regularly, and well-maintained. If you List Stats: Since Last S¢

send very infrequently, or if it’s your Current Members: 147 (view all) Signups:

. . Unsubscribes: B (v all} Unsubscribes:
very first send, your unsubscribe rate . —ﬁﬁp—‘ew h Heerhe
may be much higher. Check your unsub
rate after each campaign. If you see it spike after a particular campaign, see if it had

anything to do with your content. Maybe you’re sending too frequently. Maybe not
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Bounce Stats

Total Bounces: 2 (1.47% of 136 sent)
Syntax Errors: o
Soft Bounces: 2 {1.47% of 136 sent) Er

Hard Bounces: o

frequently enough. Keeping a good, fresh, quality list will result in a very low unsub

rate.

Bouncebacks

Watch your bounceback rate after each campaign. A good list management system will
break down your bouncebacks into “hard” vs. “soft” bounces, and clean your list for you.
Soft bounces are emails that exist, but for some reason, they couldn’t be delivered. For
instance, their server might have been too busy at the time of your delivery. Hard
bounces are undeliverable---perhaps the email account doesn’t exist anymore, or there
was a typo in the address. Hard bounces should be removed immediately. Your email
marketing service should let you read the header information from each bounced

message, so you can see exactly why they bounced.

Try experimenting with:
e Re-sending your campaign (a little later) to the people who “soft-bounced.”
e Look through your hard bounces for any obvious typos. For instance,

“hotmial.com” could probably be corrected to “hotmail.com”

MailChimp Helps Manage Your Bounces

Not all bounce-backs are bad. Soft bounces are mostly “temporary” and you can
probably keep them on your list and try again. If MailChimp sends your campaign and
an email address “soft bounces” back to our system, we’ll watch that email address over
the next 5 campaigns. If it keeps soft-bouncing, we’ll automatically clean it from your
list. But if an email address “hard bounces” (Like when it’s an undeliverable address), we
immediately remove it from your list. You shouldn’t send campaigns to a bad email

address over and over---ISPs block you for doing stuff like that.

Viewing SMTP replies for bounced email
When a recipient’s email address bounces back to MailChimp, the server that bounced it
usually sticks a little “message” in the

email’s header, which is called the “SMTP

To learn the exact reason each email bounced, click to read their full

Soft Bounce Records

- ene — htt
Bounced Recipient: [“—] [m [_J | i | [?]

the email was bounced (such as = L

3 [0 Dashboard= MailChimp~

as.com | Delivered=To: Autorespond
To: bounce-183914-john-dos
From: john-doe@acmd)anana.SO
Subject: Out of the offic
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temporarily busy, overquota, on vacation, bad email address, account no longer exists,
etc). This helps MailChimp classify the bounce as “soft” or “hard.” But sometimes, email
servers don’t use standard codes and messages in their SMTP replies. It’s all up to how
the server admin set things up. Worse yet, some anti-spam firewalls outright lie, by
inserting “this email address no longer exists” into their SMTP replies. This is meant to
trick list management systems into removing an email address from their list.
Classifying bounce-backs as “soft” or “hard” isn’t a perfect system. That’s why
MailChimp gives you the “View Full Headers” option in your bounce reports, so you can
read the headers of each and every bounce-back, and determine exactly why each email

bounced.

Traffic to your website

Check your website traffic logs after each email campaign. Does traffic pick up? Do
orders increase? Do the cash registers go, “cha-ching?” Check and see if you get a spike
in traffic immediately, or if it’s more like a “gradual wave.” How long does the new traffic
last (and how long should you keep the graphics and pages that your email points to

hosted live)?

Signups since last campaign

, , Since Last Send: |
After each campaign, do you get lots of new subscribers? A
I} Signups: 28
That could mean your wonderful recipients are forwarding B
your emails on to friends. How nice! Your content is Cleaned: 16

actually useful! Don’t see any list growth at all? Make that

content more interesting!

Try experimenting with:
e Place some text near the top of your email, that says, “feel free to forward this to
a friend”
e Place a “view this email in your browser” link at the top of your email. It should
point to an archived version of the campaign on your website. Some people like

to forward that link on to their friends.
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MailChimp Campaign Reports

MailChimp can generate reports for each and every campaign
that you send. We track open rates, URLs that were clicked,
bouncebacks, unsubscribes, and more. You can also
download every report into Microsoft Excel format, and

generate your own graphs, or send them on to clients.

http://www.mailchimp.com/learnmore.phtml
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Wrapping Up

So there you have it. Everything a beginner needs to know about designing, coding,
sending, and managing email campaigns. We hope this guide helps get you on your way
to sending many successful campaigns. Following is a “quick list” of the overall email
newsletter creation process. Use it to send your very first email campaign (whether you
use MailChimp or not). Finally, be sure to keep your skills honed by visiting all the useful
email marketing websites and blogs that are out there now (we included a list of

favorites in the Appendix).

“My First Email Campaign” Checklist for Beginners

0 Decide how many lists you want. For example, you might want a “Newsletters”
list, but also a separate “Press & Media Relations” list. Some people also setup
“Weekly Specials” list, and “Internal Employee Newsletter” lists. The basic idea is
that you don’t want to send your weekly specials to an entire list of people, when
someone on your list might have just been expecting an occasional newsletter. In
MailChimp, you can setup as many lists as you want, and we’ll manage them
free.

0 Decide on your content and frequency. Will you be sending email newsletters
every single month? Do you truly have the time to do that? What will the
newsletter be about? Why would anybody want to subscribe to it? What will
recipients gain from it?

0 Decide on the “personality” or “brand” of your email campaigns. Are you sending
lots of e-commerce specials? Or letters from the president? Personal? Corporate?

0 Get permission. Ask the customers in your database for permission to send them
email newsletters, offers, and promotions. Don’t ever start “blasting” newsletters
and email offers without permission.

0 Make sure your privacy policy is in order. In particular, issues like “tracking
personally identifiable information” or “marketing to children under 13.” If you’re
tracking opens and clicks, and if it’s possible for children to subscribe to your
emails, you need to cover those topics in your privacy policy.

0 Know the laws. Become familiar with the CAN-SPAM rules. Consult with your
attorney.

O Setup email addresses that you can use as the “Reply-to:” for your campaigns.
For our MailChimp company newsletter, we use newsletter@. For our

MonkeyWrench newsletter, we use monkeywrench@. You might use sales@ or
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email@. Whatever. Just be sure it works, and be sure a human checks that

account. If you use jenny@yourcompany.com, what happens when Jenny leaves

the company? You'll need to change names to the new guy, but spam filters will
have already been trained to receive emails from Jenny. Setup that sales@ email
address from the beginning.

O Setup an abuse@ email account. No matter how clean you keep your list, you will
always get complaints. It is inevitable. People forget they opted in. People get
tired of hearing from you. People get mad from some lost shipment, or bad
customer service. When that happens, they sometimes report your email as
spam. If they subscribe to anti-spam services, or if they report it to their ISP,

those representatives will want to contact you via email. And the 1% place they’ll

try is abuse@your-company-domain.com. So make sure that abuse@ works. And
while you’re at it, you should register that abuse@ address online (go to

http://www.abuse.net/ ), because if/when they receive complaints about your

emails, anti-spam organizations often use this to gauge how responsible your
company is.

0 Setup “feedback loops” with major ISPs. If you’re going to send lots of email
marketing from your own company server, you should register your IP
addresses with AOL, and MSN so that they can send you a report if/when their
users report your emails as spam. Google the term, “AOL feedback loop” for
more information on how this works. MSN and other ISPs are said to be
implementing similar reporting mechanisms. You should also go ahead and

register for reports at http://www.spamcop.net. If users on their system report

your emails as spam, they’ll send you automatic email alerts. If you use
MailChimp to send your campaigns. Don’t worry---we’ve already got this
covered. All our IP addresses for all our servers are registered, so we can handle
any deliverability problems as they arise. If you use another service besides
MailChimp, make sure they monitor this information too. Most reputable vendors
do this.

O Setup test email accounts with Yahoo, Gmail, Hotmail, and AOL. Setup a test
computer (or two) in the office, and download as many different email
applications you can find, like Outlook, Mozilla Thunderbird, Lotus, Apple Mail,
Entourage, and Eudora. You'll be doing tons of testing. Or, like we’ve said, try
our built-in Inbox Inspector.

O Setup a double opt-in form on your website. Tip: create questions you might be
able to use for future segmenting, like “industry” or “title” or “referral.” Be sure to

customize your confirmation screens and confirmation emails appropriately. Use
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them to set expectations about the emails they’ll be receiving. Want a working

example? Subscribe to our MailChimp MonkeyWrench newsletter just to see how

we do it (then unsubscribe immediately, if you want). After you get it set up, you
can start inviting your customers to opt-in. Post links all over your website, your
invoices, and in your email signature.

0 Design your HTML Email template. If you’re sending different kinds of
communications (sales promotions, vs. monthly newsletters, vs. how-to’s and
tips), you may want to setup multiple templates for each occasion. If you’re not
the “design-it-yourself” type, you might want to try our built-in template
designer. You can use it (free) to setup as many different email templates as you
want, for any occasion.

O Insert real content into your test campaigns. Don’t just use “lorem ipsum dummy
text” when you test your campaigns. It’s not accurate, plus spam filters often
throw away emails with garbled, nonsensical text in them.

0 Build your plain-text alternative email. Plain-text email has its own peculiarities,
so you'll want to get a “template” for it refined from the beginning. Don’t let
plain-text be an afterthought.

O Test your templates. And we mean really test them like you’ve never tested
before. Send them to friends, family, and colleagues. Try the templates in as
many different email applications you can. Open your own emails, and click them
like crazy. Now go check your reports. Make sure all the tracking works like it
should. Hit the “reply” button and see if you get replies to your account. You
want to uncover any embarrassing mistakes before sending to your real
customers.

0 Setup a test list. If you're like most people, you probably have about 3 or 4 email
addresses. Why not setup a test list in MailChimp, and send your full campaign
to that list? That’s the best way to simulate what your email will actually look like
when you send to your real list.

0 On the subject of lists, make sure that YOU are subscribed to your own list. Even
though systems like MailChimp allow you to send tests, it’s best to be on the
actual list, just like your customers.

O Prepare your website and landing pages for delivery. Before you send, you need
to get everything in order. Did you create a copy/archive of the email for your
website? Make sure that’s all in place. Are all the landing or e-commerce pages
that your email links to live, and working?

0 Prepare the office. What time will you be sending your email? Here’s a funny and

embarrassing story. Once, we spent hours and hours prepping an email
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campaign for MailChimp. We sent it out at 9am EST, and got tons of calls and
orders immediately after. It was great! So our entire office went to lunch together
that day, to celebrate. But “lunchtime” on the East Coast is “just getting into work
time” on the West Coast! We all came back to tons of angry voicemails and
emails from our West Coast customers waiting for us. D’oh! Now, we’ve got
these cool clocks across our wall, representing every major time zone around the
globe. Learn from our mistake, and be sure you’ll be near the phone/email after
you send. Let your staff know about the campaign too, if they take orders via
phone, email, or live chat.

Deliver the campaign (finally!).

After the campaign, it’s always fun to log in to MailChimp, because we provide
stats in real time. You can virtually watch the opens and clicks as they happen!
It’s always shocking to see how many people open and click in the first few
minutes after you send. Then, it trails off. You’ll still get opens and clicks weeks
after! That’s why MailChimp keeps your links and tracking alive for three months
before archiving them. And in our reports, we provide “Date of most recent
open/click.”

0 Review performance. After a few days, go back and analyze your reports. How
many opens? How many clicks? Compare it to your web traffic logs, and most
importantly, to sales. Did the email generate leads or sales? What was the ROI on
that campaign?

0 Plan the next campaign. Use your campaign reports to understand what people
clicked, and what they didn’t. That should serve as the foundation for your next
campaign. Maybe you’ll split up your list and segment next time around, or test

different subject lines or delivery schedules. Get scientific!

Visit http://www.MailChimp.com 56

Page 146 of 478



Appendix

Visit http://www.MailChimp.com 57

Page 147 of 478



Useful Resources

Here are some links to handy resources on the Internet for you

Email Marketing Sites

e http://www.emailsherpa.com - Great email marketing case studies and research.

Be sure to sign up for their email newsletters.

e http://www.clickz.com - Lots and lots of online marketing and email marketing

news.

e http://www.marketingprofs.com - Nice case studies and articles here. Premium

membership is actually worth it, in my opinion. They also issue a Buyers Guide to
email vendors.

e http://www.btobonline.com - Email and direct mail news. Check their “email

marketer insight” section.

e http://www.futurenowinc.com/ - Look for their little alien mascot, and sign up

for their Grokdotcom newsletter. These guys specialize in conversion, and they
know their stuff.

e http://www.marketingexperiments.com - Great experiments and case studies

here.

Email & Marketing Related Blogs

e http://www.ducttapemarketing.com/weblog.php - John Jantsch’s Duct Tape

Marketing Blog is full of quick, simple, affordable marketing ideas for business.
His book is a great read for new businesses who are just getting started.

e http://sethgodin.typepad.com/ - That familiar bald head chock full of handy

marketing idea

e http://www.tompeters.com/ - As Tom would say, “Wow! Nice blog.”

e http://emailmarketing.typepad.com/ - Tamara Gielen’s blog on email marketing.

She posts links to news all over the email marketing world.

e http://mailchimp.blogs.com - Gotta plug our own blog, “MonkeyBrains” has email

design tips and tricks, hacks, troubleshooting tips, news, and more.

e http://www.email-marketing-reports.com/ - Mark Brownlow has posted hundreds

of useful email marketing articles and links here.
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Products & Tools

Text Editors for coding
e http://www.bbedit.com - BBEdit is a great text editor for the Mac. Use it to code

HTML and plain-text emails. Or check out their TextWrangler product, a lite, free
version of BBedit.

e http://www.notetab.com - NoteTab Pro is a great text editor for PC.

e http://www.macromedia.com/dreamweaver/ - Used by web design pros to build

websites. You can use it to build HTML emails, too. Use the coding interface for
HTML, but be careful of the WYSIWYG tool. It adds CSS and other things to your
file (which you’ll need to take out for HTML email)
FTP clients, for sending files to your server
e http://fetchsoftworks.com/ - FTP software for the Mac. ($25)

e http://www.cuteftp.com - Great FTP software for PC ($90, and worth every

penny)

Graphic design programs

e http://www.macromedia.com/software/fireworks/ - Great for designing anything

for the Web. I've got an old installation of Fireworks 4 that | still use religiously.

e http://www.adobe.com/products/photoshop/ - A must-have for serious graphic

designers. A bit overkill for HTML Email design, but you can’t list “graphic design
programs” and not include Photoshop. Also check out Illustrator

(http://www.adobe.com/products/illustrator/)

Miscellaneous

e http://www.apple.com/downloads/dashboard/reference/picker.html - A great

Apple Dashboard widget for quickly picking websafe colors to use in your emails.

e http://www.vmware.com/ - We use vmware to setup testing computers, with

multiple operating systems and email applications.

e http://www.newsletterarchive.org/ - Online repository of email newsletters. Great

if you're looking for ideas and inspiration. Take a look at what some of the
largest companies are doing with their email marketing

e http://www.templatekit.com - They sell tons and tons of templates for websites

and emails
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e http://www.mailchimp.com/resources/templates/ - We posted some free HTML

email templates, which are easily tweaked to match your brand, and pre-tested
on all the major email applications.

e http://www.mailchimp.com/help/ - Our Help Center, with searchable knowledge

base.
e http://www.istockphoto.com - Really, really, really cheap stock photography. We

get all our photos from here. It’s a great site.
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Email Applications & Known Issues

Following are the major email applications that we test new templates in, plus the
known issues that we’ve uncovered for each. Use it as a starting point, but be sure to
test thoroughly on your own. Many years ago, when we first published our HTML email
design guide, we listed all kinds of issues across different email apps. But these days,
they’ve all gotten a lot better (as long as you keep your layouts in simple tables, and
don’t use CSS-positioning, DIVs, or anything that sets off antivirus apps, like Flash,
JavaScript, and ActiveX). This table has become more a list of “peculiarities” than

concerns.

Email Application Known Issues

AOL 9 Nothing horrible here, but their
“preview pane” is extremely tiny.
Make sure to design your emails
to peek out enough from the
preview pane. Your HTML code
needs an extra line break or two
after the final </HTML> tag, or
you’ll see weird “equals signs” in

your email

Outlook 2000 This one’s getting replaced by Outlook
2003, so won’t be around much longer.
Default installations of Outlook 2000 will
display just about anything you throw at it,
including embedded movies (hence all
their virus and spyware problems).
Displays HTML email just fine, save for
some obscure CSS properties. Like AOL, if
you don’t have an extra line break under
the closing </HTML> tag, you may see
mysterious equals signs appearing in your

email.

Outlook 2003 Blocks images by default (as do most apps
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these days) to protect your privacy.
Displays HTML email fine, but default
installations of Outlook 2003 open up in 3
vertical panes, leaving little room for your

preview pane.

Mozilla Thunderbird Thunderbird blocks images like other
apps, but doesn’t use big, obvious
placeholders. If you use “alt text” for a
logo graphic for instance, the Alt test will
display, instead of a big “broken/blocked
image” graphic. The downside of this is
that, depending on what alt text you use,
people may never know there’s an image
to display, and won’t click the “show
images” button. If you don’t use alt text
for your images, a placeholder seems to

appear like other apps.

Thunderbird 1.5 has a new “This looks like
a Phishing scam” feature, where you get a
big warning icon at the top of the email if
it detects a link that appears to be
deceptive. For instance, if it finds a link
described as, “Paypal home page” but the
URL actually points to some suspicious
URL. Nice feature, but it gets triggered if
your email uses click-tracking. Mozilla says
they’re working on improving it, but it’s
not a huge issue for you if your emails

always look reputable.

Lotus Notes Ah, Lotus Notes. Where do we begin?
Actually, Lotus has gotten a lot better with
HTML email, but they’ve still got peculiar
issues that pop up now and then. You’ll

almost always get a random border box

around something. A graphic, a table cell---
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whatever. Don’t ask me why. It just
happens. Oh, 6.5.3 handles center
alignment ok, but 6.5.4 doesn’t. Go figure,
And neither seems to handle animated
GIFs with transparency. COLSPANs can also

be touchy here. Keep the table structures

very simple.
Comcast, Bellsouth, and other “at-home” We’ve noticed some “at-home” ISPs use
ISPs email servers that interpret lines beginning

with “periods” to mean “end of email.” So
be careful not to start any lines with a
period. Sounds weird to do such a thing
anyway, but places where it often occurs
include: plain-text emails, where someone
uses periods as visual markers and divider
lines. Embedded CSS code (.header,
footer, etc). Indent your CSS, or add a
space in front of each line to get around
this.

Just recently (February 2007) Bellsouth
appeared to have made a change to their
filtering, where they were blocking all
HTML emails. After some testing, it seems
they are only blocking HTML emails that
are not authenticated. Our HTML email
campaigns that were SenderID and DKIM
authenticated made it through Bellsouth’s
servers in tact. If a large portion of your
list uses Bellsouth, you might consider

implementing authentication.

Outlook 2007 There was a big uproar after Microsoft
announced they’d be changing Outlook
2007 to use Microsoft Word instead of
Microsoft Internet Explorer to render HTML
emails. You’d think that IE would be the
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smarter choice, since it’s a web browser,
and can theoretically display HTML emails
better. But Microsoft defends their choice
by pointing out their users need ways to
edit HTML email, not just read it. Also,
many of the limitations of Microsoft Word
were limitations that already existed in
other email programs. So we haven’t really

lost much functionality here.

Yahoo Mail Beta Yahoo has upgraded their email service
with a richer interface (they’re using that
fancy AJAX stuff). Their support for HTML
email seems fine, except for the usual CSS
quirkiness that comes from most webmail
clients. We’ve heard that Yahoo plans to
(finally) implement a feedback loop, which
is good for people who want to keep their
lists clean. But in order to qualify for the
feedback loop, they say you’ll need DKIM
authentication installed. Unfortunately,
DKIM is not a very easy thing to install.
We’ll see how this plays out.

Internet Explorer If your recipients check email in their
browser (like using Hotmail), chances are
they’re doing it in IE. We’ve noticed IE7 will
break tables in your email if you forget to
include a # symbol in your hex values. So
if you specify something to be red with
#FFO00O0 but accidentally enter FFO0O00
instead, your entire email could go out of

whack.
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About This User’s Guide

How to Use This User’s Guide

This user’s guide describes Interspire Email Marketer’s Graphical User Interface (GUI). It
shows you how to use each screen in the GUI.

Use the Introduction to get a basic overview of Interspire Email Marketer. See page 23.
Use the Getting Started chapter to start sending emails right away. See page 27.

Use the Table of Contents (page 5), List of Figures (page 11) and List of Tables (page 19)
to find information about a particular screen in the GUL.

Use the Index to find information on a specific keyword. See page 271.
Use the Troubleshooting chapter to diagnose and solve specific problems. See page 267.

Use the rest of the user’s guide to see in-depth descriptions of Interspire Email
Marketer’s features. The chapters are roughly arranged in order of the frequency with
which you are likely to use them when configuring Interspire Email Marketer.

Customer Support

If you have a problem with Interspire Email Marketer that is not covered in this User's Guide
or the online knowledge base (click the Help link in the toolbar), please visit the Interspire
online support center:

https://www.interspire.com/support/
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| 4 [ ABOUT THIS USER’S GUIDE

Written by Rick Carlile.
Copyright © 2009 Interspire Pty. Ltd. (ACN 107 422 631) www.interspire.com.
All rights reserved.

DISCLAIMER: The information in this user’s guide is accurate at the time of writing. This
user’s guide is provided “as is” without express or implied warranty of any kind. Neither
Interspire Pty. Ltd. nor its agents assume any liability for inaccuracies in this user’s guide, or
losses incurred by use or misuse of the information in this user’s guide.
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This section contains the following chapters:
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Getting Started (27)

Logging In to Interspire Email Marketer (29)

The Interspire Email Marketer Interface (31)
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Introduction

Welcome to Interspire Email Marketer

Congratulations on your purchase of Interspire Email Marketer! Interspire Email Marketer
gives you an unprecedented ability to create, manage and automate large-scale email
marketing campaigns, mailing lists, and automatic responses.

Note: If you want to start using Interspire Email Marketer to send out emails right away, see
Getting Started on page 27.

Interspire Email Marketer Overview

Here’s an overview of how Interspire Email Marketer works. The figure below shows how
Interspire Email Marketer’s most important components interact. The rest of this chapter
describes the components in this figure.

Figure 1 Interspire Email Marketer Overview
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Contacts

Contacts are the people about whom you store information in Interspire Email Marketer.
These are the people to whom you send emails.

Contact lists
Interspire Email Marketer stores all of your contacts in contact lists.

You can have multiple contacts lists, and you can configure each contact list to work in a
different way. For example, you can configure one contact list to send out automatic emails
to its members every month, and configure another list to take no automatic action. You
can also configure information differently for each contact list (such as the “from” address
of the emails you send out, and your company name).

Manual Input, CSV Files and Website Forms

There are three ways to add contacts to a contact list: by inputting them manually one-by-
one, by uploading a CSV (Comma-Separated Value) file with information on multiple
contacts, or by having contacts fill out a form on your website.

Note: You can output a CSV file from many database and spreadsheet applications
(Microsoft Excel, for example). When you upload a CSV file to Interspire Email
Marketer, you can specify how Interspire Email Marketer should populate the contact
list with the information in the file.

Interspire Email Marketer helps you create forms you can put on your website to let your
customers sign up for your newsletter or emails.

Note: You can design forms in Interspire Email Marketer, and then paste the HTML directly
into your web pages. You can also put some kinds of forms into the emails you send
out.

There are three ways to add contacts to a contact list: by inputting them manually one-by-
one, by uploading a CSV (Comma-Separated Value) file with multiple contacts’ information,
or by having contacts fill out a form on your website.

Note: You can output a CSV file from many database and spreadsheet applications
(Microsoft Excel, for example). When you upload a CSV file to Interspire Email
Marketer, you can specify how it should populate the contact list with the information
in the file.

Templates

Use HTML and plain-text templates to form the basis of your email campaigns. Templates
make your emails attractive and promote your brand identity.
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Either use the templates included with Interspire Email Marketer, which are designed
specifically to display correctly in all popular email clients, or design your own using
Interspire Email Marketer’s fully-featured HTML development editor and plain-text editor.

Email Campaigns and Split Tests

Email campaigns are the emails that you send out from Interspire Email Marketer to the
people on a contact list.

Email campaigns are based on an HTML or plain-text template, and are sent to members of
a contact list. You control when you send email campaigns; you can send them at the click
of a button, or schedule them to be sent out at a specific point in the future.

Split tests allow you to discover which version of an email is most effective. You can create
different variations on an email (three versions with different subject lines, for example) and
send them out to your contact list at random, in equal numbers. The statistics that are
returned let you see which version has the highest open or click-through rate.

Interspire Email Marketer also supports automatic split testing, in which the “candidate”
email versions are sent to only a small proportion of your contact list, and the “winner”
version is then sent to the remaining contacts in the list.

Autoresponders and Triggers

Like email campaigns, autoresponders are emails based on HTML or plain-text templates.
However, autoresponders are sent out automatically at pre-defined intervals after a contact
is added to a contact list.

For example, you may want to send out one autoresponder as soon as contacts are added to
the list ("Thanks for joining our mailing list!”) and another a month or a year after they join
(“You've been reading our daily newsletter for 30 days now; tell us what you think!”).

Triggers are similar to autoresponders, but allow you even greater flexibility to automate
email and administrative tasks to happen automatically when certain other events occur.
You can set up date-related triggers (so that everyone in your contact list receives a “Happy
Birthday” email on their birthday, for example) and event-related triggers (so that a contact
is automatically added to a “warm leads” contact list when he or she opens your email).

Custom Fields

Custom fields are variables that are added to a contact list. You can add any kind of variable

you want (“City”, “Date of birth”, “Zip code”, “Hat size” - whatever you need). When you
add a custom field to a contact list, you can then add it in to an email campaign.

Interspire Email Marketer already has a lot of built-in custom fields that you can use to
personalize your emails. For example, if you required that a contact fills in a “First name”
field in the website form, you can then send out an email that automatically addresses the
contact as “Dear Joe"”. This function is similar to the “mail merge” feature found in some
word processing and database applications
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Note: If you are going to use custom fields in emails, it is strongly recommended that you
make them mandatory (a contact must fill them in to sign up). This way, you can be
sure that you will have no embarrassing gaps in your emails.

Email Tracking

Interspire Email Marketer allows you to track and view a variety of information about the
emails you send; how many are opened (and when), how many links are clicked in each one
(and which link was clicked), and so on.

Bounce Tracking

Bounced emails are those that never reach their destination.

This can happen for numerous reasons. However, if you keep sending emails to an address
that does not accept them, there is a danger that your email server could be blacklisted
(making it much more difficult to send subsequent emails to anybody). To avoid this,
Interspire Email Marketer can track bounced emails, discover why they were bounced, and
automatically act by deactivating contact’s email addresses. The contact’s details remain in
the list, but emails are no longer sent.

Interspire Email Marketer can tell the difference between emails that bounced for
temporary reasons (a contact’s inbox was full, for example) and those that bounced for
permanent reasons (the account does not exist, for example). Interspire Email Marketer can
then take different action depending on the type of bounce that occurred.

Cron

Cron (an abbreviation of “chronograph”) is a program that activates other programs,
commands and processes at pre-determined times and intervals. It is a way of scheduling
tasks to happen automatically. The Interspire Email Marketer server uses cron jobs to take
care of sending out scheduled emails, handling autoresponders and bounced emails, and a
variety of other tasks.

Event Log

Interspire Email Marketer’s event log is a CRM (Customer Relationship Management)
feature that allows you to see all of your interactions with a contact at a glance. Information
about Interspire Email Marketer-related events (for example, each time an email is sent to a
contact) is logged automatically, and you can also manually log all sorts of other
information (for example, each time you call or meet a contact in person).
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Getting Started

Use this chapter if you want to start sending out emails right away. The steps in this chapter
show you how to set up a list of your contacts, and send emails to them.

Note: Interspire Email Marketer should already be set up and configured on your server. If
you are in doubt, check with your system administrator or whoever is in charge of the
server.

Steps marked with a red asterisk (*) are necessary. The other steps are not necessary, but
allow you to perform additional, useful tasks.

Follow the links to other parts of this user’s guide for information on how to complete each
step.
1 Login to Interspire Email Marketer. *
Use your username and password to access Interspire Email Marketer.
See Logging In to Interspire Email Marketer on page 29.
2 Setup acontact list. *

Create a list to hold information about your contacts (the people to whom you send
your emails). You can also configure the following:

* Your name, email address, and other personal details.
* Your company’s name, address and phone number.
* Where bounced emails should be sent.
e Which custom fields you want to use (see step 3).
* Which fields you want to see when you view the list.
See Creating and Editing Contact Lists on page 44.

3 Create custom fields.

If you want to collect a specific type of information about your contacts, you can create
a custom field to hold the information.

* You can specify the kind of field you want to make (text box, drop-down list, check
box, and so on), and a variety of other settings.

* You can also specify whether or not the field should be mandatory (if a field is
mandatory, it must be filled in before you can successfully add a contact to the list).

See Creating and Editing Custom Fields on page 13o0.

Note: Skip this step if you do not want to collect information that is not covered by the built-
in fields.

4 Add contacts to your contact list. *

Manually add information about one or more people to whom you want to send
emails. You can also upload a file containing contacts’ information, if you have one.

See Adding or Editing a Contact on page 64.
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5 Create a signup form.

Use Interspire Email Marketer to create an HTML form you can add to your website
that allows people to add their information to your contact list.

See Creating and Editing Forms on page 214.
Note: Skip this step if you do not want to allow people to sign up to join your contact list.

6 Place the signup form on your website.
Add the HTML form you created in step 5 to a page on your website.
See Adding a Form to Your Website on page 226.

Note: Skip this step if you did not create a form in step &.

7 Create an email campaign. *
Email campaigns control the emails you sent to the contacts on your contact list.

¢ Specify whether you want to send an HTML email, a plain-text email, or both
(known as “multipart”).

* Design the HTML and/or text components of the campaign. Use the built-in
templates, modify a template, or build your own from scratch.

e Write your email’s text content.
e Use custom fields, if required.
e Activate the email: allow it to be sent to your contacts.
e Validate your email, if required: check how it looks in popular email clients.
* Preview your email, if required: send a test copy to your own email address.
* Save the campaign.
See Creating and Editing Email Campaigns on page 87.
8 Send your campaign to your contacts. *

Select the contact list to which you want to send the email campaign, and send it out
to the contacts belonging to the list.

See Sending Email Campaigns on page 91.
9 Check statistics about your campaign.

Find out how many of your emails reached their targets successfully, how many were
opened, and a variety of other statistics.

See Viewing Email Campaign Statistics on page 140.

Note: Skip this step if you do not want to view statistics about your campaign.
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Logging In to Interspire Email Marketer

Take the following steps to log in to Interspire Email Marketer.

1 Open your Internet browser and enter Interspire Email Marketer’s URL in the address
bar. Hit Enter or click Go.

Figure 2 Login Screen

interspire email marketer

2 Enter your Username and Password.

3 Select the screen you want to see once you have logged in. See the following pages for
more information on each screen:

* Home page: see Using The Home Screen on page 203.

* My contacts: see Viewing and Managing Contacts on page 56.

* My contact lists: see Viewing and Managing Contact Lists on page 39.

* My segments: see Creating, Editing and Viewing Segments on page 49.

* My email campaigns: see Viewing and Managing Email Campaigns on page 85.
* My autoresponders: see Viewing Autoresponders on page 110.

* My campaign statistics: see Viewing Email Campaign Statistics on page 140.

4 If you want Interspire Email Marketer to remember your Username and Password,
click Remember my details. If you do not want Interspire Email Marketer to
remember your details, leave this box unchecked.

Note: Select Remember my details only when you are the only person with access to the
computer you are using. NEVER select this on a public computer. Failure to
adequately protect the details of your contacts may contravene your local data
protection laws.

5 Click Login. If your Username and Password are correct, the screen you selected in
step 3 displays.

Note: If you forgot your password, click the Forgot your password? link. A screen displays
in which you can enter your Username. Click Send email. An email is sent to the
email address you registered with Interspire Email Marketer. You can click a link in the
email to regain access to Interspire Email Marketer.
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The Interspire Email Marketer
Interface

This chapter discusses Interspire Email Marketer’s Graphical User Interface (GUI). The GUI
lets you control every aspect of Interspire Email Marketer.

The Interspire Email Marketer Interface at a Glance
The GUI is divided up into three parts.

Figure 3 The Interspire Email Marketer Interface at a Glance

The Toolbar

The Navigation Bar
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) m— | — -
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* See page 33 for more information on the toolbar.

* See page 33 for more information on the navigation bar.

* The fields that display in the workspace depend on the screen you are currently viewing.
The Navigation Bar and The Toolbar sections of this user’s guide deal with the
workspace.

Recent Activity Log

When the recent activity log is enabled (see Configuring User Settings on page 233), a list of
the screens you have recently visited displays at the top of your screen.

Figure 4 Recent Activity Log

Recent Ackivity: 53 #Mas Offer £ demo By Mow and Save 1
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Click an item in the recent activity log to jump back to the relevant screen.

Note: The recent activity log is a user-specific setting; you can turn it on or off f
without affecting how the interface displays to other users.

Tooltips and Knowledge Base Links

Many objects in the GUI have tooltip icons next to them ( &4 ). Place your mou
over the tooltip to see more information about the object.

Figure 5 Tooltips
k Format Options
wWould vou like to give your contacts the option ko

choose which Farmat they will receive yaur email
campaigns in?

Other objects have text links next to them. Click these links to see an article fro
Interspire knowledge base on the subject.

Figure 6 Knowledge Base Links

or one user

se pointer

m the

g Choose the list(s) you want to add/remave contact from and which custom figlds ta include on yaur Forfn, Learn mare here.

To see more articles in the Interspire knowledge base, click Help in the toolbar.

Sorting Lists

When you see 43 and 4% arrow icons in a list heading, use them to sort the list

Click 4 to sortthe list in ascending order, or click 4% to sort the list in descending order.

Navigating Lists
In pages with numerous list entries, navigation tools display.
Figure 7 Navigating Lists

10 = Pages: (Page 1 of 502} = |Back |1|2|3|4|5| Mext | =

Fesulks per page:

Table 1 Navigating Lists

Results per page Select the number of list entries to display in each page.
<< Click this to go to the first page in the list.

Back Click this to move backward one page in the list.

1,23 ... Click this to go to the numbered page in the list.

Next Click this to move forward one page in the list.

>> Click this to go to the last page in the list.
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The Toolbar

The toolbar displays in every screen.

Figure 8 The Toolbar

Home Templates » | Forms » | User dccounts | Settings Tools » | Logout | Help

Use the toolbar to perform tasks related to Interspire Email Marketer’s system and
management.

Table 2 The Toolbar

Home Click this to return to the Home page, where you can see your contact
activity for the last seven days and use the Getting Started tool.

Note: The Getting Started tool walks you through the basic configuration
steps you need to take to set up Interspire Email Marketer and start
sending email campaigns.

Templates Click this to view Interspire Email Marketer’s built-in email templates, or
to create or configure your own custom email templates.

Note: Templates control the appearance of the emails you send.

Forms Click this to see a menu that lets you create, view and edit website forms.

Note: You can create forms for your website that let contacts subscribe,
unsubscribe, modify their details, or send information to a friend.

User Accounts Click this to go to the User Accounts screen, where you can create, delete
and manage Interspire Email Marketer user accounts.

Note: When you create new users, you can specify the features,
templates, contact lists and so on to which each user has access.

Settings Click this to go to the Settings screen, where you can view and change
global system, email and scheduling, security and addon module settings.

Tools Click this to see a menu that allows you to check information about your
server’s configuration, check for updates to Interspire Email Marketer,
view the PHP error log, and check Interspire Email Marketer’s
components’ file permissions.

Logout Click this to log out of Interspire Email Marketer. You will need your user
name and password to log back in.

Help Click this to go to the Interspire Email Marketer online knowledge base,
where you can read help articles on all of Interspire Email Marketer’s
features.

The Navigation Bar
The navigation bar displays in every screen.

Figure 9 The Navigation Bar

% Contact Lists & Contacts ~ [7] Email Campaigns « [l Autoresponders - | Custom Fields [y Statistics
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Use the navigation bar to go to screens where you can create, configure and manage your
email campaigns.

Table 3 The Navigation Bar

Contact Lists Click this to see a menu that lets you manage contact lists, bounced
emails, contact list segments and contact list groups.

Note: Bounced emails are emails you sent that could not be delivered.

Note: Segments are groups of contact list entries that share a particular
feature; for example, entries with “.com” in the address.

Contacts Click this to see a menu that lets you manage contacts manually, upload or
download a file of contacts, and manage suppression lists.

Note: Interspire Email Marketer uses CSV (Comma-Separated Value) files
to upload contacts. Many common applications such as Microsoft
Outlook and Excel can export CSV files.

Note: Suppression lists contain email addresses to which emails are not
sent, even though the address remains on the contact list.

Email Campaigns Click this to see a menu that allows you to view, create and send email
campaigns, perform split tests and view scheduled emails.

Note: Scheduled emails are emails you have configured Interspire Email
Marketer to send out at a particular point in the future.

Autoresponders Click this to see a menu that allows you to create, view and edit
autoresponders and triggers.

Note: Autoresponders are emails that are sent out automatically after a
certain event (for example, as soon as a contact joins your list).
Triggers are similar to autoresponders, but allow you even greater
flexibility to automate email and administrative tasks to happen
automatically when certain other events occur.

Custom Fields Click this to see a menu that lets you create, view and edit subscription
form custom fields.

Note: By default, subscription forms contain only Email Address and
Contact Format (plain text or HTML) fields. Custom fields help you
gather more information about your contacts when they join your
list.

Statistics Click this to see a menu that lets you view statistics about your email
campaigns, split tests, triggers, autoresponders, contact lists and user
accounts.
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[
THE NAVIGATION BAR

This section contains the following chapters:
Using Contact Lists (37)

Using Contacts (55)

Using Email Campaigns (81)

Using Autoresponders and Triggers (109)
Using Custom Fields (129)

Using Statistics (139)

Editing HTML and Text (159)
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Using Contact Lists

This chapter discusses how to use the Contact lists menu in the navigation bar.

Figure 10 The Contact Lists Menu
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Contact List Overview

Contact lists are the basic building block of your email campaigns. Each contact list contains
information about a set of contacts: the people to whom you send your emails.

You can create separate contact lists for different types of contacts (for example, one list for
leads from a trade show and another for people who sign up for your company email
newsletter).

When you create an email campaign, you send it to one or more contact lists. You can also
send an email campaign to a segment (see Contact List Segments on page 38).

Contact List Information

A contact list contains a variety of information about each contact. The type and extent of
information you collect about each contact is configurable.

For example, a contact list for trade show leads might contain basic information, such as:

e First and last name.

e Email address.

¢ Company name.

* Jobtitle.
However, another type of list might contain different types of information. For example, a
contact list for customers of a men'’s clothing store might contain information such as:

e First and last name.

e Email address.

* Suit jacket size.
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e Last product purchased.

The information a contact list contains depends solely upon the built-in and custom fields
that you define and populate with information. When you create contacts yourself (by
entering information from business cards after a trade show, for instance) you must enter
the information yourself; when contacts add themselves to lists (by signing up for a
newsletter, for instance) they must enter the information themselves.

These fields allow you to personalize your email campaigns. For example, the owner of the
men’s clothing store would be able to use the custom fields mentioned above to send out
highly personalized emails such as:

“Dear Mr. Smith,

Thank you so much for purchasing your overcoat from our store recently. As a valued
customer, | would like to let you know about our fall line of sport coats available in your
size, 42 long.”

Bounced Emails

“Bounced” emails are emails you send that cannot be delivered to the recipient. This can
happen for a variety of reasons: the recipient’s mailbox is full, the account has been closed,
or does not exist, and so on. When an email bounces, an error message is returned to
Interspire Email Marketer.

Interspire Email Marketer allows you to process bounced emails by deactivating the
relevant contact in the contact list. Subsequent emails are not send to the contact. This is
important, because an email server that repeatedly sends email that is subsequently
rejected by other servers can become blacklisted for spamming.

Note: Contacts are not deleted from the list. This allows you to keep the contact’s
information, and also ensures that the invalid email address is not later added to the
contact list by accident.

There are two types of bounced emails. A “soft bounce” occurs if the error message
returned to Interspire Email Marketer is temporary (such as “the recipient’s email inbox is
full”). A*hard bounce” occurs if the error message is permanent (such as “the email account
does not exist”). When a soft bounce occurs, no action is taken - but the bounce is logged. If
a contact receives five soft bounces, it is treated as a hard bounce. When a hard bounce
occurs, the contact is deactivated immediately.

Contact List Segments

Segments are sets of contact list members who all fulfil certain criteria. For example, all
members of a contact list whose e-mail addresses end in *.co.uk”.

You can use multiple criteria to define segments. For example, all members of a contact list
with two or more children and a household income of over $100,000.
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The criteria that you can use to define segments depend on the built-in and custom fields
you use for the contact list. This allows you to target the audience for each of your email
campaigns with great precision, as long as you collect the right information about your
contacts.

For instance, a record company promoter ensures that all the people who sign up for his
label’s email newsletter give their age and location. This means he can later target an email
campaign inviting recipients to a label party in a Manhattan nightclub to the right segment
of his contact list: those who are over 21 years old and live in New York.

Segments can belong to a single list, or span multiple lists.

Contact List Groups

You can arrange your contact lists into groups for ease of access. Each group of lists is
contained in a folder (see Managing Contact List Group Folders on page 41).

You might want to arrange contact lists into groups if you have a variety of lists that derive
from different sources (for example, contacts from your website and contacts from trade
shows).

Contact list groups are a per-user feature. This means that you can arrange Interspire Email
Marketer’s contact lists into groups as you like, without interfering with other users’ group
arrangements.

Viewing and Managing Contact Lists

To manage the contact lists you already created (see Creating and Editing Contact Lists on
page 44), click Contact lists in the navigation bar. Select View contact lists.

You can:
 Delete selected list(s): remove the list (or lists) from Interspire Email Marketer. The list

cannot be retrieved.

¢ Delete contacts in selected list(s): remove all the contacts in the list (or lists). The
contacts cannot be retrieved. The list remains, but contains no contacts.

e Update contacts to receive text campaigns: change the status of all the contacts in the
list (or lists) allowing them to receive emails in text format.

e Update contacts to receive HTML campaigns: change the status of all the contacts in
the list (or lists) allowing them to receive emails in HTML format.

e Update contacts status to confirmed: confirmed contacts are those who have replied
to a confirmation request email. Use this to change all the contacts in the selected list
(or lists) to confirmed contacts.

* Update contacts status to unconfirmed: unconfirmed contacts are those who have not
yet replied to a confirmation request email. Use this to change all the contacts in the
selected list (or lists) to unconfirmed contacts.
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e Merge the selected lists together: select two or more lists and use this to combine
them. An Edit contact list screen displays (see Creating and Editing Contact Lists on
page 4 for information on the fields in this screen), allowing you to define the new,
combined, list.

* Toggle between List mode and Folder mode: see Contact List Groups on page 39.

You can also view, search and add contacts, and edit, copy or delete a contact list.

Figure 11 Viewing Contact Lists
View Contact Lists

Contact lists are used to store details about subscribers or leads, which include their email address and other details such as name, company, age, etc,

Create a Contact List. .. I
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= (From Website)
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Note: The above figure shows your contact lists arranged in list mode; to see your contact
lists arranged in folder mode, see Figure 12 on page 41.

Table 4 Viewing Contact Lists

Create contact list Use this to create a new contact list. See Creating and Editing Contact
Lists on page 44 for more information.

Choose an action Select one or more contact lists, select an option from the list and click Go
to perform the selected action.

Click this to view your contact lists in folder mode. See Managing Contact
E] List Group Folders on page 41 for more information.

Click this to view your contact lists in list mode. When you select this, all
your contact lists display, regardless of the contact list group to which
they belong (see Contact List Groups on page 39).

When you are viewing your contact lists in folder mode, click this to create
anew folder.

Note: When you are viewing your contact lists in list mode, this icon does

not display.
O Select a box belonging to a contact list before choosing an option from
the Choose an action list.
elect the box at the top of the column to select all contact lists.
[ Select the box at the top of the column to select all contact list
List name This is the name you gave the contact list. Click Edit to change the name
and other details.
Created This displays the date on which you created the contact list.
Contacts This displays the number of contacts currently associated with the
contact list.

Page 195 of 478



USING CONTACT LISTS | 41 |

Table 4 Viewing Contact Lists

List owner This is the default name used when sending email campaigns to this
contact list.

Archive Click this to go to the archived list of email campaigns sent to this list.

Action * Click View contacts to see a list of the contacts belonging to the

contact list. See Viewing Contact List Contacts on page 42.

* Click Search contacts to search for contacts in the selected list. The
Contacts > Search contacts > Next screen displays.

* Click Add contact to add a new contact to the selected list. The screen
that displays is the same as the Contacts > Add a contact > Next
screen.

e Click Edit to configure the contact list. The screen that displays is the
same as the Create a contact list screen. See Creating and Editing
Contact Lists on page 44

e Click Copy to create a new copy of the contact list. The new list
displays, with “Copy of” appended to the original name.

e C(Click Delete to remove the contact list from Interspire Email Marketer.

Managing Contact List Group Folders

To view your contact list groups, click Contact lists in the navigation bar, then click View
contact lists. If the folders do not display immediately, click the Switch to folder mode icon

(=)

Figure 12 Contact List Group Folders
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By default, only one folder exists (Uncategorized). All your contact lists are in this folder.

* To create a new contact list group folder, click the Add a new folder icon ( [5)). Enter a
name for the new folder and click Add. The new folder appears at the top of the list.
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Figure 13 Create New Folder
Add Folder [x]

Enter new fFolder narne:
Add I Cancel I

* To delete a contact list group folder, click its Delete link. When you delete a group

folder, any contact lists contained in the folder are assigned to the Uncategorized
folder.

Note: You cannot delete the Uncategorized folder.

* Torename a contact list group folder, click its Rename link. Enter the folder’s new
name and click Rename.

Figure 14 Rename Folder
Rename Folder

Enter new folder name:

Renarne I Cancel I

Note: You cannot rename the Uncategorized folder.

* To move a contact list into a group folder, drag and drop the contact list into the
required folder.

* Toremove a contact list from a group folder, drag and drop the contact list into the
Uncategorized folder.

* Toview a group folder’s contact lists, click its Expand icon ( [#).
Note: When you drag a contact list onto a group folder, it expands automatically.

* To hide a group folder’s contact lists, click its Collapse icon ([=]).

Viewing Contact List Contacts

To view a list of the contacts belonging to a contact list, click Contact lists in the navigation
bar, select View contact lists, and then click the View contacts link next to a contact list.

You can:

¢ Add a new contact: add a contact to the contact list.

* Delete selected contact(s): remove the selected contacts from Interspire Email
Marketer.

» Update contacts to receive text campaigns: change the status of selected contacts,
allowing them to receive emails in text format.

e Update contacts to receive HTML campaigns: change the status of selected contacts,
allowing them to receive emails in HTML format.
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» Update contacts status to confirmed: confirmed contacts are those who have replied
to a confirmation request email. Use this to change the selected contact or contacts to
confirmed status.

* Update contacts status to unconfirmed: unconfirmed contacts are those who have not
yet replied to a confirmation request email. Use this to change the selected contact or
contacts to unconfirmed status.

You can also view, edit and delete contacts.

Figure 15 Viewing Contact List Members
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Table 5 Viewing Contact List Members

View This displays the contact list name. Click the triangular icon to view
Contact lists or Segments.

Figure 16 Contact List and Segment Menu
v
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Search Use this to search for contacts in the list by their email address. Enter your
search term in the text field and click the Search button.
Click Advanced search to go to the Contacts > Search contacts screen.
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Table 5 Viewing Contact List Members

Add a contact to my
list

Click this to add a new contact to the contact list. The screen that displays
is the same as the Contacts > Add a contact > Next screen.

Choose an action

Select one or more contacts, select an option from the list and click Go to
perform the selected action.

=
-

Select a box belonging to a contact before choosing an option from the
Choose an action list.

Select the box at the top of the column to select all contacts.

Email address

This is the address to which emails for this contact are sent.

Date added

This is the date this contact was added to the contact list.

Email format

e This displays HTML if the contact is configured to receive HTML
emails.

* This displays Text if the contact is configured to receive plain text
emails.

Activity status e This displays active if emails are sent to the contact.
* This displays unsubscribed if the contact was unsubscribed from the
list.
* This displays bounced if emails to this contact have not been
delivered, and emails are no longer sent to the contact.
Confirmed e This displays Confirmed if the contact has replied to a confirmation
request email.
e This displays Unconfirmed if the contact has not yet replied to a
confirmation request email.
Action e C(Click View to see information about the contact. The Contacts > View

contact screen displays.

e C(lick Log event to manually add an entry to this contact’s event log.
See Manual Event Logging on page 61 for information on the screen
that displays.

* Click Edit to modify the contact’s information. The Contacts > Edit
contact screen displays.

e C(Click Delete to remove the contact from Interspire Email Marketer.

Creating and Editing Contact Lists

Take the following steps to create or edit a contact list:

1 To create a new contact list, click Contact lists in the navigation bar. Select Create a

contact list.

To edit an existing contact list, click Contact lists in the navigation bar, select View
contact lists. Click the Edit link next to the contact list you want to modify.

2 Configure the fields in the screen that displays.
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Figure 17 Create or Edit a Contact List
Create a Contact List

Contact lists are used to store details about subscribers or leads, which include their email address and other details such as name, company, age, etc.

Save | Cancel I

New List Details

* |isk Mame: i i ]

* List Owaners Mame: Demo User | 2]

* List Owners Email: | | @

* List Reply-To Email: | | ]

* List Bounce Email: [ | @

Mokify the List Ownet: [V ‘es, send subscribe and unsubscribe nokification emails to the list owner (2]

Custom Fields

#dd These Fields to the Lisk: [~ Birthday e
[ example-field
[~ First Marne
[ fe -
[ Location

-

o imb .

Yisible Fields

Show These Fields:

Company Details

Company Mame: [ | =]
Company Address: | | (2]
Company Phone Mumber: | | &

Bounce Account Details

Process Bounced Emails: ¥ tes 1 wank ko process bounced emails For this list
what are bounced emails and how are they processed?
* Bounce Email Server Mame: | | @
* Bounce Email User Mame: | | (%]
* Bounce Emai Passward: | | (%]
IM&P Email Account: ¥ es, this is an IMAP Account &
s Extra Mail Settings: [ ¥es, use extra mail settings (2]
Agres ko Delete Emails: [V 1 understand that bounced emails will be removed From the inbox T am using ko manage them

[# Remove all emalls from the inbo, nat just bounce emails €

Test Eounce Sektings I

Save | Cancel |

Table 6 Create or Edit a Contact List
New list details

List name Enter the name for this contact list. This name appears in the control panel
and subscription forms.

List owner's name | Enter the name of the list owner. This is the name that appears on emails
to this contact list.
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Table 6 Create or Edit a Contact List

List owner’s email

Enter the e-mail address of the list owner. This is the default “from”
address that displays on email sent to this contact list.

List reply-to email

Enter the default reply email address for emails sent to this contact list.

List bounce email

Enter the address to which bounced emails from this contact list are sent.

Notify the list
owner

Select the check box to have an email sent to the List owner’s email every
time a contact subscribes to, or unsubscribes from, the list.

Custom fields

Add these fields to
list

Select the custom fields you want to associate with this list.

Visible fields

Show these fields

Select the fields you want to display in the list’s View contacts page.

Company details

Company name

Enter your company name. This is used when you add the
%%companyname%% variable in your emails to this list.

Note: Configure this field and use the %%companyname%% variable in your
emails to adhere to the CAN-SPAM act.

Company address

Enter your company address. This is used when you add the
%%wcompanyaddress% variable in your emails to this list.

Note: Configure this field and use the %%companyaddress¥%% variable in
your emails to adhere to the CAN-SPAM act.

Company phone
number

Enter your company address. This is used when you add the
%%companyphone%% variable in your emails to this list.

Note: Configure this field and use the %%companyphone%% variable in your
emails to adhere to the CAN-SPAM act.

Bounce account details

Process bounced

Select the checkbox to process bounced emails (see Bounced Emails on

server name

emails page 38).

Note: If you do not process bounced emails your server is in danger of
becoming blacklisted due to repeated attempts to email unavailable
accounts.

Bounce email If you selected the Process bounced emails checkbox, enter the IP

address or hostname of the server you want to use to process bounced
emails.

Bounce email user

Enter the username for your account on the email server you use for

name processing bounced emails.

Bounce email Enter the password for your account on the email server you use for
password processing bounced emails.

IMAP email Select the checkbox if the account on the bounce server is an IMAP
account (Internet Message Access Protocol) account.

Deselect this if the account is a POP3 (Post Office Protocol version 3)
account.
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Table 6 Create or Edit a Contact List
Use extra mail Select this if you need to configure the bounce email server account
settings further. The following fields display:

Do not validate certificate: select this if you do not want to validate
the server’s SSL (Secure Sockets Layer) certificate.

Use this if your server uses a self-signed certificate. If you are not sure
whether your server uses a self-signed certificate, do not select this.

Do not use TLS: select this if you do not want to use TLS (Transport
Layer Security) to connect to the server. If you are not sure whether
you want to use TLS, do not select this.

Do not use SSL: select this if you do not want to use SSL (Secure
Sockets Layer) to connect to the server. If you are not sure whether you
want to use SSL, do not select this.

Others: enter any other options required to connect to the server.

Agree to delete Select this if you want to delete emails from the server once you have read

emails them. If you did not save an email on your computer, you will not be able
to re-read the email.

Test bounce Click this to test the bounce email account by sending a test email.

settings

3 Click Save to save your changes. Alternatively, click Cancel to return to the View
contact lists screen without saving any changes.

Processing Bounced Emails
Bounced email processing clears your contact lists of invalid emails (see Bounced Emails on
page 38).

If you use automatic bounced email processing, you do not need to perform manual
bounced email processing.
e See Managing Email Settings on page 245 for information on configuring default global
automatic bounced email settings.

* See Creating and Editing Contact Lists on page 44 for configuring automatic bounced
email processing for individual contact lists.

Take the following steps to manually process bounced emails:

1 Click Contact lists in the navigation bar, then click Process bounced emails.

Figure 18 Processing Bounced Emails

Process Bounced Emails

Processing bounced emails will clear your lisks of bounced emails so that you do not continue to send ko invalid emails, Please select a contact lisk ko process bounced emails For,

Mexk = I Cancel I

Select a Contact List

* I Want to Process Bounced Emails for: Leads for Sales Team (3 active confirmed contacts) ;I
Leads from Trade Show {Oct 2007 (7 active confirmed contacts)
Mewsletter Subscribers (From Product Derma's) (3,930 active confirm
Mewsletter Subscribers (From \Website) (0 active confirmed contacts’
Webcast Attendees (Mov 2007) (0 active confirmed contacts)

e

Mext == Cancel
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2 Select the contact list for which you want to process bounced emails and click Next.

Alternatively, click Cancel to return the fields in this screen to their defaults without
saving any changes.

Figure 19 Processing Bounced Emails: Enter Server Details

Mext == I Cancel |

Bounce Account Details
* Bounce Email Server Mame:
* Bounce Emnail User Mamne:
* Bounce Emnail Password:
IMAP Ernail Acoount:
Use Extra Mail Settings:
Agree to Delete Emails:

Save Bounce Server Details:

Process Bounced Emails

By processing "bounced” emails, vou can remove contacts Fram your list whose email addresses are invalid, as well as those who can't receive emails because their inbox is Full, etc.

€

&

[~ ‘es, this is an IMAP Account 2

I Yes, use extra mail settings &'

™ 1 understand that bounced emails will be reroved From the inbo T amn using to manage thern
[~ ‘es, save these details '€

Mext = | Cancel |

3 Enter the details of the email server you want to use to process bounced emails.

Table 7 Processing Bounced Emails: Enter Server Details

Bounce email server
name

If you selected the Process bounced emails checkbox, enter the IP
address or hostname of the server you want to use to process bounced
emails.

Bounce email user
name

Enter the username for your account on the email server you use for
processing bounced emails.

Bounce email
password

Enter the password for your account on the email server you use for
processing bounced emails.

IMAP email account

Select the checkbox if the account on the bounce serveris an IMAP
(Internet Message Access Protocol) account.

Deselect this if the account is a POP3 (Post Office Protocol version 3)
account.

Use extra mail
settings

Select this if you need to configure the bounce email server account
further. The following fields display:

Do not validate certificate: select this if you do not want to validate
the server’s SSL (Secure Sockets Layer) certificate.

Use this if your server uses a self-signed certificate. If you are not sure
whether your server uses a self-signed certificate, do not select this.

Do not use TLS: select this if you do not want to use TLS (Transport
Layer Security) to connect to the server. If you are not sure whether
you want to use TLS, do not select this.

Do not use SSL: select this if you do not want to use SSL (Secure
Sockets Layer) to connect to the server. If you are not sure whether
you want to use SSL, do not select this.

Others: enter any other options required to connect to the server.

Agree to delete
emails

Select this if you want to delete emails from the server once you have read
them. If you did not save an email on your computer, you will not be able
to re-read the email.

4 Click Next to begin processing bounced emails.

Alternatively, click Cancel to return the field in this screen to its default without saving

any changes.
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Figure 20 Processing Bounced Emails: Start Processing

Process Bounced Emails
Chck the bnsfton befow 1o chexk for and provess bounced emails in the emal acoomnl you enlened,
Start Procesang

5 Click Start Processing. A screen displays indicating progress.

Figure 21 Processing Bounced Emails: Progress

Bounce Processing In Progress
Plesde want whils we aStEmpt 1o process the 1 emals) found in the sisount...

0 el bcmart v by Bonarid s
0 soft bources have been found 5o Tar
0 ey Paver been igrored 5o far.

0 ermali karer been cheared w s far,

s

Processing L of | emalls

6 A screen displays with a summary of the processing operation. Click View bounce
statistics to see detailed information.

Figure 22 Processing Bounced Emails: Summary
Process Bounced Emails

& The bounced emals in your account hawe besn processed successfilly

s 1 emal was found in the emal acoount.

= 0 emails were procesed a2 Thard bounces”

& 0 amals were processed &5 "soft boundes”

= 1 emal was greced in e emal scommt, This ookl be 8 ren-ounced message [lon example, spam) or il Gt match any of e bource processng naes
Wil o your administrator can madfy the hounor nules used by ediing the adminfresmrorsiser_bounee_nies.php fle,

& 0 emals were deaned up in the emal account. These ane most liely autoresponders (for example, aut of officr messages).

View Bounce Stasstics |

Creating, Editing and Viewing Segments

Click Contact lists in the navigation bar, then click View segments.
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Figure 23 Viewing Segments

Yiew Segments
i seariend i & Filkered wiew For ons or mone of contact ks can contacts by segments and even sand ca % k& spechic segment
Creabe & Segment. .

| Chonse an action ;li.'_a‘ e pewr page: W00 L2 Pages: (Page | of 1) Bk | 1 | Mk
I Legrent Mame & & Lreated & & Lontacts Action
T g A subricibers that conkain ' con in B emad addess 209 Hay P00 ENI3  Yigw Conbocls Bcll Cogry Dulele
r & Fesmshatter Subrscnbers From Product Denos that subscnbed after 1452000 2 ey 2000 S Wi Corkacts Dt Copy Delete
r & Pegsberd Web Casl Allendees in New York and Cricago 20 Hay 2005 ] Wierr Cordacls B Cogry Debsls
r G Pegstered Arterdeas For Wieboast 240 My 2002 [} View Contachs Edt Copy Cwhete

(Page b of 1) «|Back| 1 | MNext | »

Table 8 Viewing Segments

Create a segment

Click this to define a new segment of one or more contact list contacts.
See Creating a Segment on page 50.

=
-

Select a box belonging to a segment before choosing an option from the
Choose an action list.

Select the box at the top of the column to select all segments.

Choose an action

Use this to delete one or more segments. Select the segment (or
segments) you want to delete and select Delete the selected segment(s).

Segment Name

This displays the descriptive name of the segment.

Created This displays the date on which the segment was defined.

Contacts This displays the current number of contacts within the segment (those in
the relevant contact list or lists, whose information matches the
segment’s rules).

Action e Click View contacts to see a list of all the contacts in a segment. See

Viewing a Segment’s Contacts on page 52.

e Click Edit to modify a segment’s settings. The fields that display are
the same as the Create a segment screen; see Creating a Segment on
page 50.

e Click Copy to create a new copy of the segment. The new segment
displays, with “Copy of” appended to the original name.

* C(lick Delete to remove the segment from Interspire Email Marketer.

Note: When you delete a segment, the contacts in the segment are not
deleted.

Creating a Segment

Take the following steps to create a segment:

1 Click Contact lists in the navigation bar, then View Segments.
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Figure 24 Creating a Segment

Yiew Segments
i segrienk i & Flered wiew For one or more of wour contact ksts. You can visw contacts by segments and ewen send Campaiond to & speclfic segment
Creabe & Spoment...

|'.'|'I'¢'r'i|“h"|-h1l'n ;lil ey per page: LL0 LS Pages: (Page | of 1) Bk | 1 | Mk
m Legreent Mame & & Lreated & & Lontacts Action
T A skt that cordain o in Heer el ackdess 2 My P00 ENIF  Yigw Corbocts Edl Cogry Delebe
- S Messhetber Subscnbers from Product Demos that subscribed after 1452000 29 May 2000 SO VewmCorkschs Dot ooy Delate
r & Pegsberd Web Casl Allerdees in New York and Chicago 20 My 2005 ] Wierer Cordacls ExR Cogry Delels
r G Pegstered Arterndaas For Wieboast 240 My 2005 [} View Corkacts Edt Copv Delete

(Page tof 1) «|Back| 0 | Mewk | »

2 Click Create a Segment.

Figure 25 Creating a Segment: Configure Segment

Create a Segment

& segrent is & filkered view across one of maore of vour conkact lisks, For example you could create a segrent ko visw contacks in Mew York across all of vaur lisks,

Save I Cancel I

Segment Details

* Sagrnent Marne: [

€

* Segment Contacks Fram: [ Leads for Sales Team (3 active contacks)

©

[T Leads from Trads Show (Ot 20073 (7 ackive conkacts)
[ Mewsletter Subscribers (From Produck Dema's) (3,530 ackive contacts)
[ Mewsletter Subscribers (From YWebsite) (0 active contacks)

[ wehcast Attendees (Mov 2007) (0 ackive conkacks)

I'I",fpr—. here ko search. ..
{only visible contact lisks{segments vou have ticked will be selected)
* Match Type: % Makch &l rules {BMD condition) &
' Mateh any rule (OR condition

Segment Rules

* Filter Contacts Where: |Email Address I Icontains =1 | ap © @
|Emai| Address =1 Icontains =l | wp @@
| Email Address | | conkains = ap @@
|Email Address = |contains =1 | ap @@
|Email Address -~ Icontains = | e

Save | Cancel I

3 Enter a descriptive Segment name.

4 Inthe Segment contacts from list, select the contact lists you want to include in the
segment. You can use the search box below the list to find contact lists.

5 Choose a Match type. This controls how Interspire Email Marketer applies the rules
you configure.

e Select Match all rules (AND condition) to find only contacts who match every rule
you define.

 Select Match any rule (OR condition) to find contacts who match one or more of
the rules you define.

6 Define your Segment rules. These are the conditions a contact must match to be
included in the segment.
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Do the following for each rule:

* The first drop-down list contains the fields available for the contact list (or lists) you
selected. Select the basic or custom field you want to base the rule on.

* Inthe second drop-down list, select contains to search for contacts that match the
information you add in the text field. Select does not contain to search for contacts
that do not match the information you add in the text field.

¢ Inthe text field, enter the information you want to search for.

Note: Click the add icon (@ ) to insert another rule to the list, or click a rule’s delete icon (@)
to delete the rule from the list.

7 When you have finished configuring your rules, click Save. The View segments screen
displays, with the new segment in the list.

Alternatively click Cancel to return to the View segments screen without saving your
changes.

Viewing a Segment’s Contacts

To view a list of the contacts belonging to a segment, click Contact lists in the navigation
bar, select View segments, and then click the View contacts link next to a segment.

You can:

e Add a new contact: add a contact to Interspire Email Marketer.

» Delete selected contact(s): remove the selected contacts from Interspire Email
Marketer.

* Update contacts to receive text campaigns: change the status of selected contacts,
allowing them to receive emails in text format.

e Update contacts to receive HTML campaigns: change the status of selected contacts,
allowing them to receive emails in HTML format.

e Update contacts status to confirmed: confirmed contacts are those who have replied
to a confirmation request email. Use this to change the selected contact or contacts to
confirmed status.

¢ Update contacts status to unconfirmed: unconfirmed contacts are those who have not
yet replied to a confirmation request email. Use this to change the selected contact or
contacts to unconfirmed status.

You can also view, edit and delete contacts.
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Figure 26 Viewing a Segment’s Contacts

View: All subscribers that contain ".com’ in their email e
address . Advanced Search

':% Search

A contact is a person that has been added or has subscribed to wour contact list, Your existing contacts are shown below,

L’) ‘ou have 5,018 contacts in your segment, They are shown below,

Add a Contact ko My List, ..

I Choose an action Results per page: | 10 -

E e

O e Date Added Email Format Activity Status Confirmed + e

&8 s e P dction
T &  emal+1000@domain. com 19 Moy 2007 HTML Active Confirmed sfo";i:;ttg;nﬁggjc”bers (From Vigw Log Event Edit Delete
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T &  emal+i002@domain. com 19 Moy 2007 HTML Active Canfirmed Efo";ﬂftttg;nfg%c”bers iziom yiew Log Event: Edit Delete
T 4  emai+i003@domaincom 19 MNov 2007 HTML fctive Canfirmed Efo";ﬂ;ttg;nfg%mbers {fFrom View Log Event: Edit Delste
O &  emal+1004@domain. com 19 Moy 2007 HTML Active Canfirmed Efo";ﬂ?tttg;nigg?‘”bers {From View Log Event Edit Delete
T &  emal+i005@domain. com 19 Moy 2007 HTML Active Canfirmed Efo";ﬂftttg;nfggc”bers (From yiew Log Event: Edit Delete
T &  emal+i006@domain. com 19 Moy 2007 HTML Active Canfirmed Efo";ﬂftttg;nfg%c”bers (rom yiew Log Event: Edit Delete
O ,}J email+ 1007 @dornain, com 19 Mow 2007 HTML Aitive Confirmed E?Du;ﬂsgtgénfggﬁcribers (Eom Wiew Log Event Edit Delete
O &5 email+ 1 00&@dornain, cam 19 Mow 2007 HTML Active Confirmed Efov;ﬂsgtgénig!:sﬂ?cribers {From Wiew Log Event Edit Delete
T 4 emal+1009@domain. com 19 Moy 2007 HTML Active Canfirmed hieyisietternatbserere (o view Log Event: Edit Delete

Product Demo's)

Table 9 Viewing Segment Contacts
View This displays the segment name. Click the triangular icon to view Contact
lists or Segments.
Figure 27 Contact List and Segment Menu
b 4
& Contact Lists (Vizw All} Search)
L Leads for Sales Team
L Leads fram Trade Show (Gt 2007)
L Mewsletter Subscribers (From Product Dema's)
L Mewsletter Subscribers (From Website)
L webcast Attendess (Now 2007)
F Segments {Yiew All)
L All subscribers that contain '.comm’ in their email ...
L Mewsletter Subscribers From Product Demos that subs ...
L Registerd Web Cast Attendees in Mew York and Chicago
L Registered Attendees for Webcast
Search Use this to search for contacts in the segment by their email address.
Enter your search term in the text field and click the Search button.
Click Advanced search to go to the Contacts > Search contacts screen.
Add a contacttomy | Click this to add a new contact to Interspire Email Marketer. The screen
list that displays is the same as the Contacts > Add a contact > Next screen.
Note: When you use this option, the contact is not necessarily added to
the segment. The contact is added to the segment only if it fulfils the
segment’s criteria.
Choose an action Select one or more contacts, select an option from the list and click Go to
perform the selected action.
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Table 9 Viewing Segment Contacts

'm Select a box belonging to a contact before choosing an option from the
Choose an action list.
O Select the box at the top of the column to select all contacts.
Email address This is the address to which emails for this contact are sent.
Date added This is the date this contact was added to the contact list.
Email format * This displays HTML if the contact is configured to receive HTML
emails.
* This displays Text if the contact is configured to receive plain text
emails.
Activity status e This displays active if emails are sent to the contact.
» This displays unsubscribed if the contact was unsubscribed from the
list.

e Thisdisplays bounced if emails to this contact have not been delivered,
and emails are no longer sent to the contact.

Confirmed e This displays Confirmed if the contact has replied to a confirmation
request email.

e This displays Unconfirmed if the contact has not yet replied to a
confirmation request email.

Contact list This displays the name of the contact list to which this contact belongs.

Action * Click View to see information about the contact. The Contacts > View
contact screen displays.

e (Click Edit to modify the contact’s information. The Contacts > Edit
contact screen displays.

e (Click Delete to remove the contact from Interspire Email Marketer.
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Using Contacts

This chapter discusses how to use the Contacts menu in the navigation bar.

Figure 28 The Contact Lists Menu

(5 Contact Lists ~ &2 Contacts « 7] Email Campaigns ~ [%2] Autoresponders ~ ||| Custom Fields - iy Statistics ~

£ View All Contacts

Home Yiew or search for contacks across all of
yaur lisks,
# Getting Starkec L Search Contacts Swibch bo Quick Lirks flly Contact Activity for the Last 7 Days

Search for contacks across all of wour lists

What would vy and segments,
It's easy to get skarte
e & Add a Contact

1 war Type the details of a new contact into a
e form and add therm ko vour list,

]| Import Contacts From a File

"~ Upload a file From wour computer
containing a list of contacks or leads.

B Export Contacts to a File

Export contacts from onefmare lists to a
filz which yaou can download.

< Remove Contacts

Unsubscribe or permanently remave
1 wat contacks from your list,

See wh 2 ? . when.
3 Email Suppression List

Suppressed emails remain in vour lists but

won't receive emails,

CRER

iy Suppress an Email or Domain

Add an email address or domain to the
suppression lisk,

Contacts Overview

A contact is a person to whom you send email campaigns. Contacts can be added to
Interspire Email Marketer in one of three ways.
* You manually create a contact record and input the information yourself.

* You import contacts from a CSV (Comma-Separated Value) file. Interspire Email
Marketer creates contact records for each entry.

* A contact signs up at your website. Interspire Email Marketer creates the contact record.
Contacts are arranged into contact lists. Each contact must belong to one contact list. See
Contact List Overview on page 37 for more information.

You can also arrange contacts using segments; lists of contacts in one or more contact lists
that share certain criteria. See Creating, Editing and Viewing Segments on page 49 for more
information.

Each contact has a contact record that contains information about the person it represents.
When you create a contact list, you specify the types of information you want to hold by
selecting the fields for the list. All contact records in a list have the same fields.

There are two types of field: built-in and custom. You can define custom fields yourself,
using the Custom fields > Create a custom field screens.
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The minimum required information for a contact is:

e Email address: required to send emails.

e Email format (HTML or text): required so that users with text-only email clients are not
sent HTML emails.

» Confirmation status (confirmed or unconfirmed): required so that you can use double-
opt-in confirmation. When you use double-opt-in confirmation, users who sign up to
your contact list receive an email to confirm that they want to join.

Note: Double-opt-in confirmation is not mandatory. However, it is strongly recommended
that you use it in order to avoid sending potentially unwanted emails.

Event Logging Overview

Every contact in Interspire Email Marketer has a personal event log. This isa CRM
(Customer Relationship Management) feature that allows any user of Interspire Email
Marketer to instantly see information about interaction with the contact.

Events can be logged either automatically or manually.

When Interspire Email Marketer performs an action that relates to a contact (such as
sending an email to the contact) an event is logged automatically.

When you want to log an event that Interspire Email Marketer cannot log automatically,
such as a phone call or a meeting, you can add an event log entry manually (see Manual
Event Logging on page 61).

To see a contact’s event log, either:

e Click the contact’s icon in the Contacts > View contacts screen.

* In a contact’s View contacts screen, scroll down to the Event log section.

Viewing and Managing Contacts

To view the contacts stored in Interspire Email Marketer, click Contacts in the navigation
bar, then click View all contacts.

You can:

¢ Add a new contact: add a contact to Interspire Email Marketer.

» Delete selected contact(s): remove the selected contacts from Interspire Email
Marketer.

* Update contacts to receive text campaigns: change the status of selected contacts,
allowing them to receive emails in text format.

» Update contacts to receive HTML campaigns: change the status of selected contacts,
allowing them to receive emails in HTML format.
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» Update contacts status to confirmed: confirmed contacts are those who have replied
to a confirmation request email. Use this to change the selected contact or contacts to
confirmed status.

* Update contacts status to unconfirmed: unconfirmed contacts are those who have not
yet replied to a confirmation request email. Use this to change the selected contact or
contacts to unconfirmed status.

You can also view, edit and delete contacts.

Figure 29 Viewing Contacts
View: All Contacts ~

earch by email ac ':25 Search
Advanced Search
A contact is a person that has been added or has subscribed to vour contact list, Your existing contacts are shown below,

@ ‘ou have 5,013 contacks across all of your lisks, They are shown below,

Add a Conkact bo My List, .,

Results per page: | 10 - Pages: (Page 1 of S02) « |Back| 123145 | Next | =

I Choose an action

=l s |

[ Email Address & ga;e pdded f}n:}all ponmat gc:}:lwty Status gonﬁrmed % Contact List + & Action
O a2 email+1000@domnain. com 19 Mow 2007 HTML Active Confirmed lieyslstier Supscnbers (Erom) Wigw Log Event Edit Delete
Product Demo's) e
O & email+1001@domain, com 19 Mow 2007 HTML Ackive Confirmed Neelotten SuPscrlbers ifzrom Wiew Log Event Edit Delete
Product Demao's) Al
o ; - . . Mewsletter Subscribers (From 2 ’
O a2 email+1002@domain. com 19 Mowv 2007 HTML Ackive Confirmed Product Demo's) Wiews Log Event Edit Delete
-] > : 5 . Mewsletter Subscribers (From : 2
O & email+1003@domain. com 19 Mow 2007 HTML Active Confirmed Product Demo's) Wigw Log Event Edit Delete
I email+ omain, com oy chive anfirre \ iew Log Event Edit Delete
O g il+1004@domai 19 Mow 2007 HTML Acti Confirmed Nepwalstter stirecriber=i(Frar Wiews Log Eventt Edit Delet
Product Demo's)
o email+ armain, conm oy chive anfirme | ieve Log Event Edit Delete
O g -+1005@d 19 MoV 2007 HTML Act Canfirmed Heclelisolhsaibeliron Wiew Log Event Edit Delet
Praduct Demao's)
-1 : : : 3 Mewsletter Subscribers (From ; .
| a2 email+100&@domain. com 19 Mow 2007 HTML Ackive Confirmed Product Demo's) Wiews Log Event Edit Delete
1 = . . : Mewsletter Subscribers (From . .
O & email+1007@domain. com 19 Mow 2007 HTML Active Confirmed Product Demo's) Wigw Log Event Edit Delete
& email+ omain, com oy chive anfire \ iew Log Event Edit Delete
O g il+1005@domai 19 Mow 2007 HTML At Confirmed Newslotten tiheciiber=iGram Wiews Log Evertt Edit Delet
Product Demo's)
& email+ omain, comm oy chive anfirme g Log Event, Edit Delete
- il+1009@damai 19 Moy 2007 HTML At Confirmed eelstterotectiber=llEtom View Log Evert: Edit Delet

Praduct Demao's)

(Page 1 of 502 «|Back |1 2|3 4|5 Mext |2
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Table 10 Viewing Contacts

View

By default, this displays All contacts. Click the triangular icon to view
Contact lists or Segments.

Figure 30 Contact List and Segment Menu

v

5'5} Contact Lists (view All [ Search)

L Leads for Sales Team

L Leads from Trade Show {Ock 2007)

L Mewsletker Subscribers (From Product Demo's)
L Mewsletker Subscribers (From Website)

L Webcast Attendees (Maov 2007)

.-
[Z} segments {view All)

L All subscribers that contain ' com’ in their email ...
L Mewsletter Subscribers from Produck Demos that subs ..
L Registerd Web Cast Attendees in Mew York and Chicaga

L Registered Attendees for Webcast

Search

Use this to search for contacts in the segment by their email address.
Enter your search term in the text field and click the Search button.
Click Advanced search to go to the Contacts > Search contacts screen.

Add a contact to my
list

Click this to add a new contact to Interspire Email Marketer. The screen
that displays is the same as the Contacts > Add a contact > Next screen.

Note: When you use this option, the contact is not necessarily added to
the segment. The contact is added to the segment only if it fulfils the
segment’s criteria.

Choose an action

Select one or more contacts, select an option from the list and click Go to
perform the selected action.

Select a box belonging to a contact before choosing an option from the
Choose an action list.
Select the box at the top of the column to select all contacts.

Click this icon to see the contact’s personal event log.

Note: This icon displays only when a contact has personal event log
entries.

Figure 31 Contact Event Log

M & B emai+1000@damain. com

Conference { Edit or Delete §

Subject:  Industry Conference

Date: april 10 2009, 2:40 pm

Motes:  Attended trade show conference,

Phone Call { Edit or Delete )

Subject:  Phone Call re purchase aorder
Date: April 10 2009, 2:39 pm

Motes:  Discussed purchasing our product,

For information on manual event logging, see Manual Event Logging on
page 61. For information on automatic event logging, and event logging in
general, see Event Logging Overview on page 56.

Email address

This is the address to which emails for this contact are sent.
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Table 10 Viewing Contacts
Date added This is the date this contact was added to the contact list.

Email format * This displays HTML if the contact is configured to receive HTML
emails.

e This displays Text if the contact is configured to receive plain text
emails.

Activity status e This displays Active if emails are sent to the contact.
* This displays Unsubscribed if the contact was unsubscribed from the
list.

* This displays Bounced if emails to this contact have not been
delivered, and emails are no longer sent to the contact.

Confirmed e This displays Confirmed if the contact has replied to a confirmation
request email.

e This displays Unconfirmed if the contact has not yet replied to a
confirmation request email.

Contact list This displays the name of the contact list to which this contact belongs.

Action e Click View to see information about the contact. The Contacts > View
contact screen displays (see Viewing A Contact on page 59).

¢ C(lick Log event to manually add an entry to this contact’s event log.
See Manual Event Logging on page 61 for information on the screen
that displays.

» (lick Edit to modify the contact’s information. The Contacts > Edit
contact screen displays.

* C(Click Delete to remove the contact from Interspire Email Marketer.

Viewing A Contact

To view information about a contact stored in Interspire Email Marketer, click Contacts in
the navigation bar, then click View all contacts. Click the relevant contact’s View link.

Figure 32 View Contact
View Contact

Details For the contact you selected are shown below. Click Soit Confact to make changes or Selfefe Confactto delete the contack From your lisk.

Edit Contact I Delete Conbact I Go Back

Contact Details

* Email Address:

* Email Farmat: HTML
* Confirmation Skatus: Confirmed
* Status: Active
Contact Request Date: January 27 2009, 7129 am &
Contack Request IP: Unknown €
Contact Confirm Date: January 27 2009, 7:29 am &
Contact Confirm IP: Urkniown &
Event Log
The event log For this contack is shown below, Click £og Sventto log a new event,
Log Event... | Delete Selected I
O Subject « & Event Type & & Last Updated i + Created By « + Action
[ | Sent the Email Carmpaign "test” - Sent an Email Campaign January 27 2009, 7:53 am demo Edit Delete
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Table 11 View Contact

Edit contact

Click this to make changes to the contact’s information. See Adding or
Editing a Contact on page 64 for information on the screen that displays.

Delete contact

Click this to remove the contact from Interspire Email Marketer. A deleted
contact’s information cannot be retrieved.

Go back

Click this to return to the previous screen.

Contact details

This section displays information about the contact.

Email address

This displays the email address to which emails for this contact are sent.

Email format

e This displays HTML if the contact is configured to receive HTML
emails.

e This displays Text if the contact is configured to receive plain text
emails.

Confirmation

e This displays Confirmed if the user has confirmed that he or she wants

status to be in your contact list.
e This displays Unconfirmed if the user has not yet confirmed that he or
she wants to be in your contact list.
Status e This displays Active if emails are sent to the contact.

e This displays Unsubscribed if the contact was unsubscribed from the
list.

* Thisdisplays Bounced if emails to this contact have not been delivered,
and emails are no longer sent to the contact.

Contact request
date

This displays the date and time at which the contact asked to be added to
your contact list.

Contact request IP

This displays the IP address from which the contact requested to be added
to your contact list, if known.

This displays Unknown if the IP address is not known, or if the contact was
added by an administrator.

Contact confirm
date

If the contact has confirmed that he or she wants to be added to your
contact list, this displays the date and time that this confirmation was
made.

Contact confirm IP

This displays the IP address from which the contact confirmed that he or
she wanted to be added to your contact list, if known.

This displays Unknown if the IP address is not known, or if the
confirmation was made by an administrator.

Event log This section displays information about Interspire Email Marketer events
that relate to this contact, or events that you have added to the log
manually. See Event Logging Overview on page 56 for more information.

Subject This displays the subject of the event log entry.

Event type This displays the type of event that the log entry describes.

Last updated This displays the date and time that the log entry was created, or last
edited.

Created by This displays the username of the Interspire Email Marketer user who
created the entry (for manual entries) or performed the action in Interspire
Email Marketer that created the entry (for automatic entries).

Action * Select Edit to make changes to the event log entry. See Manual Event

Logging on page 61 for information on the fields that display.
* Select Delete to remove the entry from the event log. Deleted event
log entries cannot be retrieved.
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Manual Event Logging
This section describes how to manually add an entry to a contact’s event log.

Note: For information on automatic event logging, see Event Logging Overview on page 56.

1 Tomanually add an entry to a contact’s event log, either:
e Click the contact’s Log event link in the Contacts > View contacts screen.

* Click the Log event button while editing or viewing a contact.

Figure 33 Manual Event Logging: Step 1

Log an Event
Event Type:
Subiject:
Date: 10/4/2009 | (2:56 p
Mokes:
Add Event I Cancel I

2 Enter an Event type. This allows you to easily categorize event log entries. If you enter
a common event type (“Phone call”, *"Meeting”, and so on), Interspire Email Marketer
automatically adds an appropriate icon (if Interspire Email Marketer does not
recognize the event type, it uses a generic calendar icon).

3 Enter a Subject that describes this event log entry.

4 Select a date and time for this log entry. Entries are ordered in the log by date and
time.

Figure 34 Manual Event Logging: Select Date and Time

1042009
Clear Close
<Prey Today Mext =

apr [ 2000 |

Su Mo Tu Wwe Th Fr  Sa

5 6 7 & 9 HHE n
i 13 | 1a] 1S s |7 E
12 20 21 22 23 24 25
26 27 28 29 a0

Page 216 of 478



[ 62 | USING CONTACTS

Note: By default, the current date and time displays. If you want to log the event as taking
place at the current date and time, you do not need to select a date and time.

5 If you want to include additional information in the log, enter it in the Notes section.

6 Click OK. The new entry displays in the event log.

Searching Your Contacts

Take the following steps to conduct an advanced search of your contacts.

Note: To conduct a simple search, use the Search box in the Contacts > View all contacts
screen (and other screens).

1 Click Contacts in the navigation bar, then click Search contacts.

Figure 35 Searching Contacts: Choose List or Segment

Search for Contacts

A conlach s & perion Uhal hes been added on submoribed bo your conbacl B, You can view ol ol your cortacts ar you can use e Flbering options Lo Fieed speclic cortacls

Melzr | camel |

Search Uptsons

F wisw sperific conkacts from within the seincted sts hedow
~

Wiewy 8l corkacts wathin the selected segments beks

Sebect & Lontack List(s)
[T Leads for Sales Tesm O3 Actiee contacts)
[T Leads from Trade Shew (Oct 2007) (7 ackhee conbacts)
[T reswshetter Subsoribens (From Product Dems's) (2,900 sctive cortads)
[ Mewebelber Subscriberns (From Websita) (0 active corfacks)
[T 5 (0 active contact )

[T weabcast artendess [Maow 2007) [0 Sctive contacts)

metax | cancel |

2 Choose one of the Search options.

* Select View specific contacts from within the selected lists below to search
contact lists. A list of contact lists displays below.

* Select View all contacts within the selected segments below to search segments.
A list of segments displays below.

3 Select the Contact list(s) or Segment(s) you want to search below.

4 If you want to search for a contact list or segment, enter the list or segment’s name in
the Type here to search field.

5 Click Next.
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Figure 36 Searching Contacts: Filter and Show Fields

Text

Search for Contacts

Search for contacts by entering search keywords and changing options in the Form below, Learn how to search contacts more efficiently by reading this article.

2> | Cancel |

Filter by Basic Details

Ernail Address: |
Email Format: [ Either Format -] @
Canfirmation Status: | Both Confirmed and Unconfirmed ;l =
Activity Skabus: | Active =] @
Date Added: [ ‘fes, filker by date subscribed L]
Clicked On Link: [T ‘es, filter by link €&
Cpened Email Campaign: [T *es, filker by opened email campaign 2

¥isible Fields

Show These Fields:

Filter by Custom Fields

Firsk Mame:

©

&l Corfirmed
[ First Mame
[ Lacation

[ Registered

(Q_'.

Mext = I Cancel I

6 Configure the Filter by basic details fields:

If you want to search for all or part of an email address, enter it in the Email address
field.

If you want to search for contacts configured to receive HTML or Text emails only,
select the relevant option from the Email format list.

If you want to search for contacts who are Confirmed or Unconfirmed only, select
the relevant option from the Confirmation status list. If you want to search for both,
leave Both confirmed and unconfirmed selected (default).

If you want to search for contacts who are Active, Bounced, or Unsubscribed, select
the relevant option from the Activity status list.
If you want to search for contacts who subscribed Before or After a certain date,

Between two dates, or Exactly on a particular date, select Yes, filter by date
subscribed and make the relevant selection in the fields that display.

Figure 37 Searching Contacts: Filter By Date Subscribed

[ ‘es, filter by date subscribed &

| [eetween =] [1 =l oo =] foe

L o[ El Jo =] [o00s

Page 218 0of 478



[ 64 | USING CONTACTS |

Select the day and month in the drop-down list boxes. Enter the year in the field to
the right. If you selected Between, configure the end date in the fields beneath.

* If you want to search for contacts who have, or have not, clicked a specific link in
your email campaigns, select Yes, filter by link.

Figure 38 Searching Contacts: Filter By Link

[# ‘es, Filker by link &

[Fascided =]

Fany Link, x|
If you want to find contacts who have clicked a link, select Has clicked in the first list,
and select the relevant link in the second list.

If you want to find contacts who have not yet clicked a link, select Has not clicked,
and select the relevant link in the second list.

* If you want to search for contacts who have, or have not, opened a specific email,
select Yes, filter by opened email campaign.

Figure 39 Searching Contacts: Filter By Opened Email

[# ‘res, Filker by opened email campaign

I Has opened - I

| any Email Carmpaign ;I

If you want to search for contacts who have opened an email, select Has opened in
the first list, and select the email campaign in the second list.

If you want to find contacts who have not yet opened an email, select Has not
opened, and select the email campaign in the second list.

7 Inthe Visible fields section, select the fields that you want to see in the search results
list.

8 If the contact list contains custom fields, you can search each field in the Filter by
custom fields section.

9 Click Next.

10 The Search results screen displays, showing the contacts the fulfill the criteria you
specified. The fields in this screen are the same as those in the View contacts screen;
see Viewing and Managing Contacts on page 56.

Adding or Editing a Contact

Take the following steps to add a contact to one of your contact lists:
Note: If you want to add contacts from a file, see Importing Contacts From a File on page 67.

1 Click Contacts in the navigation bar, then click Add a contact.
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Figure 40 Add a Contact: Select Contact List
Add a Contact

To add a single contack to vour lisk by byvping in their details, start by choosing which list you want to add them to, Alkernatively wou can import contacts From a fils,

Mexk == | Cancel |

Select a Contact List{s)

* Cankack List: Leads for Sales Team (3 active contacks) ;I
Leads from Trade Show {Ock 20073 {7 active contacts)
Mewsletter Subscribers (From Product Dema's) {3,930 active contact
Mewsletter Subscribers (From Website) (0 active contacts)
5 (0 active contacks)
WWebcast Attendees (Mov 2007 {0 active contacts)

He

ek > I Canicel |

2 Select the Contact list to which you want to add the contact. Click Next.

Figure 41 Add a Contact: Add Contact Details
Add a Contact to Leads for Sales Team

Type the details of the new contact into the Form below, When vou click Save they will be added ta vour list,

Save I Save and Exit I Cancel I

Mew Contact Details

* Email Address: I

* Email Farmat: [HTrL = @
* Confirmation Skatus; | Canfirmed ;l Lo
Custom Field Details
* First Mame: |
Birthday: |-select - =] |-select- =] [-select- -] Gl

Save | Save And Exit | Cancel |

3 Enterthe contact’s details:
¢ Enter the contact’s Email address.

e Select an option from the Email format list. If you want the contact to receive HTML
emails, select HTML. If you want the contact to receive plain text emails, select
Text.

Note: Contacts set to receive HTML emails can also receive text emails.

* Select a Confirmation status. If you want to send a confirmation email to the
contact later, select Unconfirmed. Otherwise, select Confirmed.

4 If the contact list to which you are adding this contact has additional custom fields,
enter the required information in the Custom field details section of this screen.

Note: If there are date-based custom fields, you can add a follow-up reminder to your
Google Calendar. See Creating Google Calendar Follow-Up Reminders on page 66 for
information on adding a follow-up reminder, and see Configuring Google Calendar
Settings on page 241 for information on configuring Google Calendar.
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5 Click Save to add the contact to the list and enter another contact’s details.

Click Save and Exit to add the contact to the list and return to the first Add a contact
screen.

Alternatively, click Cancel if you want to return to the previous screen without saving
any contact details.

Creating Google Calendar Follow-Up Reminders

If the contact list to which a contact belongs contains date-based custom fields, you can use
them to add follow-ups to Google calendar.

Note: for information on how to create a date-based custom field for a contact list, see
Creating and Editing Custom Fields on page 130.

In order to do this, you must first set up Interspire Email Marketer's Google Calendar
integration; see Configuring Google Calendar Settings on page 241.

To add a Google Calendar follow-up:

1 Click Contacts in the navigation bar, then View all contacts. Click the contact’s Edit
link.

2 Locate the custom date field for which you want to create a follow-up reminder. Click
the field’s & icon.

Note: This icon displays next to all custom date fields. If the icon does not display next to a
field for which you want to create a follow-up reminder, ensure that it is a proper
date-related custom field (see Creating and Editing Custom Fields on page 130).

Configure the screen that displays with the information you want to display in Google
calendar. The When fields are pre-populated with the data from the contact’s custom
field. However, you can change them if you want.

Note: The URL that displays in the Description field allows you to navigate back to the
contact’s page from Google Calendar; do not delete it.

Figure 42 Google Calendar: Configure Reminder
Add to Google Calendar ]

Fill out the Form belaw ko add an event to wour calendar,

Wwhat: Fallows Up
When: 12{4/2009 ] [5:30 pm bo 1242009 | 7:00 pm [T alDay
Where:

Description: |Faollow Up

hiktp: g Jadminfinde:x . php?Page=5ubscribersgaiction=Editflist=22id=5031

Save I Cancel I
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3 Loginto your Google calendar account (at www.google.com/calendar, at the time of
writing) and navigate to the date. The follow-up reminder displays. Click the reminder
to see its details.

Note: If the follow-up reminder does not immediately display, click the calendar’s Refresh

link.
Figure 43 Google Calendar: View Reminder
What |Fc|||ow Up
When £/1/20049 [12:00pm  to
10:30pm |5f1f2009 I Al day
Repeats:l Does not repeat j
Where |
Calendar | j
Description |Fg)jgw Up
http:dfiem.interspire-demo. comdrick/admin
findex. php?Page=Subscribers&Action=Edit&
SubAction=SavedList=98save

4 To navigate back from Google Calendar to the contact’s page in Interspire Email
Marketer, copy the link that displays in the Description field, paste it into your
browser’s URL bar and hit ENTER (or click Go).

Importing Contacts From a File

Take the following steps to import contact information from a CSV file to Interspire Email
Marketer.

1 Click Contacts in the navigation bar, then click Import contacts from a file.

Figure 44 Import Contacts From a File
Import Contacts from a File

Toimport contacks From a C3Y File on wvour computer, stark by select which lists to import contacts to from those shown below,

Mexk > I Cancel I

Select a Contact List{s)

* Conkack Lisk: Leads for Sales Team {4 active contacts) ;I
Leads from Trade Show (Ock 2007 {7 active contacts)

Mewsletter Subscribers (From Product Demo's) {3,932 active contacks)

Mewsletter Subscribers (From Website) (O active conkacts)

Webcast Attendees (Noy 2007 (0 active contacks)

Mext =5 Cancel I
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2 Select the contact list (or lists) to which you want to import contacts in the Contact list
field.

Figure 45 Define File Parameters

Import Contacts from a File

Choose the T34 File From wour computer by clicking the Sromee. .. button below, ¥ou can also specify advanced options if required, Learn more about importing here.

Met » I Canicel |

Import Details

* Mark as Confirmed: | Corfirmed =le

* Format: |HTML ;I L2
Creerwribe Existing Details: [T ‘es, overwrite existing contact details &
Autoresponders: [T ¥es, add contacts bo autoresponders €

File Details
Contains Headers: [T ‘es, this file contains headers '€/

* Field Separator: |J o
Field Enclosure: I L]

* Import File: = Upload a File Fram my computer (2M maximurm) &2

I— Browse... I

o Impart a file From my web sike &

ek I Cancel I

3 Inthe Import details section, define how you want to import the contacts:

e If you intend to send confirmation emails to the contacts in the future (as part of a
double-opt-in procedure), select Unconfirmed in the Mark as confirmed list.
Otherwise, select Confirmed.

* If you want to configure imported contacts to receive plain text emails only, select
Text in the Format list. Otherwise, select HTML.

Note: HTML contacts can receive both HTML and text emails.

e When you select Yes, overwrite existing contact details, an email address that is
already stored in the contact list is overwritten if the same address appears in the
imported contact list.

e When you select Yes, add contacts to autoresponders, any autoresponders
created for this list are sent out to the imported contacts. If you deselect this option,
the imported contacts do not receive autoresponders.

If you are not sure, deselect this option.
4 In the File details section, specify how the file you want to import is configured:

* If the file you want to import contains headers (a line of information at the start of
the file that defines field names), select Yes, this file contains headers.

Note: The names of field headers should be separated by the character you specify in the
Field separator field.

 Specify the Field separator your file uses to identify where fields begin and end.

Page 223 of 478



USING CONTACTS | 69 |

Note: In a CSV file, the field separator is usually a comma.

* If your file uses a character to enclose fields information, enter it here. If you are not
sure, leave this field blank.

5 If you want to import a file from your computer, select Upload a file from my
computer and click Browse to locate the file.

6 If you want to import a file that is already on the Interspire Email Marketer server,
select Import a file from my web site and select the file.

Note: Upload the file to the server's Admin/Import folder first.

7 Click Next.

Figure 46 Define Field Mapping
Import Contacts

The fields from wour CSY file are shown below on the left, Choose which contact details they correspond bo by selecting them From the list on the right.

ek I Cancel |

Link Import Fields

"Emnail Address" Maps to: FEmail Address i-| @

"Email Format" Maps ko: | ane ;l Lo

“Canfirmed” Maps ko | Corfirmed = @

t;ISubscribe Dake fmmfdd )y Maps I Subscribe Date (mm/dd}yywy) ;I L2

"Firsk Mame" Maps to: | Tane ;l -

“Location” Maps ko | Nare = @
et = I Cancel I

8 This screen allows you to map the fields in the imported file with fields in Interspire
Email Marketer’s contact list.

The text on the left of the screen displays the fields in the imported file. Select the
contact list field to which each field should map.

9 C(lick Next.

Figure 47 Start Importing Contacts
Import Contacts

Click the button below to start imporking wour contacks. Please do not close your browser or navigate away From this page while wour contacts are being imporked.

Start Impatting. .. |

10 Click Start importing.
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Figure 48 ImportIn Progress

Import In Progress

Plasse wak while we sttempt B0 import the 9 oorkack record{s)...

* b Conkacts have baen mportad 0 Far

#* 0 conbacts have hern updabed 5o far

* 0 duphcate contats have been Fourd 50 Far

* 0 conbacts have not been imported 5o far

* 0 b contan suppressed emal sddrasses or domans 50 Far
* ) bres conbain unsubseribed emall addresses so far

& 0 v conkan bad dala so la

1. T

When the process is complete, a screen displays with a report of the results.

Figure 49 Contact Import Report
Import Contacts

@ The contact import has been completed successfully

7 contacts were imported successfully
0 conkacks were updated successfully

+*

0 conkacks contained duplicate email addresses

-

0 contacks are unsubscribed

0 conkacks are suppressed from joining this contack lisk
0 cantacks conkained bad data

0 conkacks were not imported successfully

Exporting Contacts To a File

Take the following steps to export contacts to a CSV (Comma-Separated Value) or XML
(Extensible Markup Language) file:

Note: You can export all contacts from a list (or multiple lists), or export only contacts who
match certain criteria.

1 Click Contacts in the navigation bar, then click Export contacts to a file.
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Figure 50 Export Contacts To a File
Export Contacts to a File

& copy of wour contact lisk can be exported to a C3Y File that yvou can download to vour computer, Please choose which contact list you wish bo export from,

Mext =5 | Cancel I

Search Options

Iiant to:

Eg.

o Export all contacts in the selected contact list

@] Export specific contacts From within the selected contact list

Select a Contact List{s)

* Conkact Lisk: 2l - &Ml Lists -

[ Leads For Sales Team (4 ackive conkacks)

[~ Leads from Trade Show {Qck 20073 (7 active contacks)

™ Mewsletter Subscribers (Fram Product Dema's) (3,932 active contacts)
[ Mewsletter Subscribers (From Website) (0 active conkacks)

™ s (0 active contacts)

[T webcast Attendees (Mow 2007 (0 ackive contacts)

wou have ticked will be selected)

Mext == Cancel

2 Select a Search option:

* To create a CSV file containing all the contacts in a list, select Export all contacts in
the selected contact list.

e To create a CSV file containing only contacts who match certain criteria, select
Export specific contacts from within the selected contact list. You can select
criteria in the next screen (see step 4).

3 Select the contact list (or lists) you want to export in the Contact list field. To search
for a list, enter your search term in the field below.

4 If you selected Export specific contacts from within the selected contact list, a
screen displays allowing you to refine your criteria. See step 6 on page page 63 for
information on configuring the fields in this screen.

Click Next when you have finished.
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Figure 51 Specify Contact File Details

Export Contacts For All Contact Lists
Choose how you wank bo export your contacts by filling out the Form below, You can choose which Fields to include under the Sefdl fo Mookt section.
Q) 3,943 contacts matched your search and can be exported, Choose vour export opkions below and click. A%t ta skark the expart,
Mt = I Cancel I
File Format
File Format @ covFile @
'y File @
Export Options
Include Field Headers? | ves =@
* Figld Separator: |J o
Field Enclosed By: |" o
Fields to Include
Field #1: | Email Address = @
Field #2: | Email Farmat = @
Field #3: | Corfirmed = e
Field #4: | Subscribe Date (mm)ddfiyyyyd ;l &
ek = | Cancel |

5 Specify a File format:
e Choose whether to export a CSV file or an XML file.
6 If you chose CSV file, choose your Export options:

Note: This section does not display if you selected XML file in the File format section.
Note: If you are unsure what to select in this section, leave these fields at their defaults.

e Choose whether or not to Include field headers. If you include field headers, the first
line of your file specifies field headers (for example, "Email, Format, Status”).

* Specify a Field separator character. This is the character that separates pieces of
information in the file.

e Specify a Field enclosed by character. If you enter a character in this field, the
character appears to either side of each piece of information in the file.

7 Select the information fields you want to include in the exported CSV or XML file in the
Fields to include section.

8 Click Next.

Figure 52 Start Exporting

Export Contacts to a File

Click the button below to start exporting (3,943 contacts will be exported), Please do not dose your browser or navigake away from this page while wour contacts are being exported.

Skark Exporting. . . |

9 Click Start exporting. Interspire Email Marketer prepares the file.
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Figure 53 Exporting Contacts

Exporting Contacts

Flease wait while we attempt bo export vour 3,943 contact(s),

8%

211 of 3,943 contacts have been exported so far. ..

When the file is ready, the following screen displays.

Figure 54 Download Contacts File
Export Contacts to a File

@ The selected contacts have been exported successfully, Click here to download the export file, ¥ou should delete this file once vou have finished downloading,

Delete the Export File |

10 Click Click here to download the export file. The CSV or XML file displays in a new
browser window.

Figure 55 View Exported Contacts File
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Alternatively, right-click Click here to download the export file and select Save link
as.
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Figure 56 Save Exported Contacts File

Chek bt 3 seport Fles el shos i delete Hhis File nnee s have Finkshed dosmioading.
Opeer Link in B Window
Copeert Link int e Tl

Removing Contacts

Take the following steps to permanently remove a contact from Interspire Email Marketer:

Note: You can remove contacts by entering their address manually, or by uploading a file
containing the addresses of each contact you want to remove. Alternatively, use the
Contacts > View all contacts screen to delete single contacts.

Note: You can also use this procedure to mark contacts as unsubscribed; see step 4 on page
page7s5.

1 Click Contacts in the navigation bar, then click Remove contacts.

Figure 57 Remove a Contact: Choose Contact List

Remove Contacts

To permanent delete a contact from yvour list, start by choosing which lisk wou wank to remove them from, Removing & contact From yvour list cannok be undone,

Mk =5 I Cancel I

Select a Contact List{s)

* Conkack List: Leads For Sales Team (4 active contacts) ;I
Leads from Trade Shov (Ock 2007) (7 active contacks)
Mewsletter Subscribers (From Product Dema's) {3,932 active contack
Mewsletter Subscribers (Fram Website) (0 active contacts)
5 (7 active contacks)
Webcast Attendees (Mov 2007 (0 active contacts)

e

Mext == | Cancel I

2 Select the contact list from which you want to remove contacts. Click Next.
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Figure 58 Remove a Contact: Define Contacts
Remove Contacts

IUse the Form below to remove conkacks from wour lisk, You can set their status to unsubscribed, or wou can delete them from vour lisk permanently,

Mexk =2 I Cancel I

Remove Contacts
* Conkacts to Remove: ) Lwantto type the email addresses of conkacts inko a text box

' Lwant to upload a file that contains the email addresses of contacts

* For the Contacts above: EMark thern a5 unsubscribed in my lisk iv] @

et == | Cancel |

3 Define the contacts that you want to remove from the list:

e To enter the contact’s email addresses manually, select | want to type the email
addresses of contacts into a text box. Enter the addresses in the field that displays.

Figure 59 Enter Contact Addresses Manually

& Twark ko bype the email addresses of contacks into a bext box

21

* To upload a list of email addresses, select | want to upload a file that contains the
email addresses of contacts.

Note: The file that you use should contain email addresses only, one address to a line.

Figure 60 Upload List of Contacts to Remove

I Browse. . | Lo

Enter the filepath of the file you want to use, or click Browse and locate the file.

4 Use the For the contacts above field to specify whether you want to delete the
contacts permanently, or just mark them as unsubscribed:

e If you want to delete the contacts permanently, select Remove them from my list
permanently.
e If you want to mark the contacts as unsubscribed, but keep the contact’s details,
select Mark them as unsubscribed in my list.
5 Click Next.

6 A screen displays with a report of the results. You can use this screen to delete more
contacts from the list.
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Figure 61 Removed Contact Report

Remove Contacts
Ise the Form below bo remove conkacks From wour lisk, You can set their status to unsubscribed, or wou can delete them From wour lisk permanently,

@ 1 email address was removed from the list successfully,

Mexk =2 I Cancel I

Remove Contacts

* Contacts ta Remave: € 1 want to type the email addresses of contacts inko 4 text box

' Twant to upload a file that contains the email addresses of contacts

* For the Contacts Above: | Mark then as unsubscribed in my list = @

et == Cancel

Viewing Suppressed Email Addresses

Suppressed email addresses are those to which email addresses are never sent, even if the
address is subscribed to a list. You can view suppressed email addresses for all contact lists,
or for a specific list.

Take the following steps to see the suppressed email addresses for a contact list:
1 Click Contacts in the navigation bar, then click Email Suppression List.

Figure 62 Email Suppression List: Choose Contact List

View Suppression Email List
Email addresses included in a suppression lisk will never be emailed even if they are still subscribed to a contact: list.

Mk =5 I Cancel I

Select a Contact List{s)

* Show Suppressed Emails For: -- Global Suppression (Al Lists) -- {1 suppression]) ;I
Leads For Sales Tear (0 suppressions)
Leads from Trade Show (Ock 2007) (0 suppressions)
Mewsletter Subscribers (From Product Demao's) {0 suppressions)
Mewsletter Subscribers (From Website) {0 suppressions)
Webcast Attendees (Mov 20073 {0 suppressions)

Mext = | Cancel |

2 Choose the contact list for which you want to see suppressed email addresses. To see
suppressed email addresses for all lists, select Global Suppression.

Figure 63 Email Suppression List: View Suppressed Email Addresses
Yiew Suppressed Emails for -- Global Suppression (All Lists) --

Email addresses inchaded in a suppression kst will never be emaled even IF the

Twpprass sn Crosl Sddeess or Doman.. . | Deleste Selacted | A [T} = s o . Bach | 1 | Mesl |
Feiuits per page Pages: (Page 1 of | Back Mz

[} Fmadl Address & & Date Suppeessed © o Artinn

r _J P oo 02 Ol 2008 [l Dbt
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3 This screen displays the list of suppressed email addresses for the list or lists you
specified, as well as the date on which each address was suppressed. You can take the
following actions:

¢ Click Suppress an email or domain to add an entry to the email suppression list. See
Suppressing an Email Address or Domain on page 77.

¢ Select the checkbox next to an Email address (select the checkbox at the head of
the column to select all entries in the list) and click Delete selected to remove the
address from the list. The address is no longer suppressed. You can also delete an
address by clicking its Delete link.

e Click an address’s Edit link to edit the suppressed address’s details.

Figure 64 Edit Suppressed Email Address

Edit Suppressed Email

Modify the details of the suppressed email address in the Form below and dlick on the 'Save’ button,

Save I Cancel I

Suppression Email /Domain Details

* Email bo Suppress: Ifno@bar.com L

* I Wank ko Suppress Contacts From:

|
Leads for Sales Team

Leads from Trade Show {Ock 20073
Mewsletter Subscribers (From Produck Demo's)
Mewsletter Subscribers (From Website)

5
Webcast Attendees (Mov 2007) LI 1.2

Save I Cancel I

Edit the address in the Email to suppress field, if required.

You can also change the list that this email should be barred from. To bar the email
address from all lists in Interspire Email Marketer, select Global suppression.

* Click Save when you have finished, or click Cancel to return to the View suppressed
emails list without saving any changes.

Suppressing an Email Address or Domain

You can bar an email address or a domain (like “exampledomain.com”, for instance) from
having emails sent to it. This is known as suppressing the email address or domain.

This takes precedence over other settings; for instance, an email address may be an active
member of a contact list, but it will never have emails or autoresponders sent to it if it is
suppressed.

Note: You can suppress email addresses and domains by entering the information
manually, or by uploading a file containing the information. Alternatively, use the
Contacts > Email suppression list screen to suppress single email addresses or
domains.

Take the following steps to suppress an email address or a domain:

1 Click Contacts in the navigation bar, then click Suppress an email or domain.
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Figure 65 Suppress an Email or Domain: Select Contact List

Add Emails/Domains to Suppression List
Email addresses included in a suppression lisk will never be emailed even if they are still subscribed to a conkac list,

Save | Cancel I

Suppression Email /Domain Details

* [ Want bo Suppress Conkacts From: | -- Global Suppression (Al Lists) -- ;l

* Emails or Domains ta Suppress: € I want to type the email addresses{domains to suppress inta a bext box

C Twant ta upload a file that contains the email addresses/domains to suppress

Save | Cancel |

2 Select the contact list from which you want this address or domain to be barred in the |
want to suppress contacts from list. To bar an address or domain from all contact
lists, select Global suppression.

3 Define the addresses or domains you want to suppress:

Note: To suppress a domain, enter it in the following format: "@domain.tld”, where
“domain” is the domain you want to suppress, and “.tld” is the top-level domain
(“.com”, for example).

So, to suppress all email addresses belonging to www.yahoo.co.uk (for example),
enter "@yahoo.co.uk”.

e To enter the email addresses or domains manually, select | want to type the email
addresses/domains to suppress into a text box. Enter the addresses or domains in
the field that displays.

Figure 66 Enter Addresses or Domains for Suppression Manually

& L wark ko type the email addressesfdomains to suppress into a text box
L

L7

* To upload a list of email addresses or domains, select | want to upload a file that
contains the email addresses/domains to suppress.

Note: The file that you use should contain email addresses or domain names only, one
address or domain name to a line.

Figure 67 Upload List of Addresses or Domains for Suppression

& Twant ta upload a file that contains the email addresses/domains to suppress

i—-l Browse... I =

Enter the filepath of the file you want to use, or click Browse and locate the file.

4 Ascreen displays with a report of the results. You can use this screen to add more
email addresses or domains to the list.
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Figure 68 Suppressed Email Address or Domain Report

Add Emails/Domains to Suppression List

Email addresses included in a suppression list will never be emailed even if they are still subscribed to a contact list,

@ 1 email address has been suppressed successfully

Save | Cancel |

Suppression Email/Domain Details

* 1Want to Suppress Contacts from: | -- alobal Suppression (Al Lists) -- ;l
* Emails or Domains ko SUppress: ' Twant to tvpe the email addresses/domains to suppress into a text box

' Twant to upload a file that contains the email addresses/domains to suppress

Save I Cancel |
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Using Email Campaigns

This chapter describes the Email campaigns menu in the navigation bar.

Figure 69 The Email Campaigns Menu

%% Contact Lists ~ & contacts ~ [=7] Email Campaigns - [ Autoresponders ~ || Custom Fields - ill; Statistics «

[ Yiew Email Campaigns
Wiew or edit your existing email
Canmpaigns,

Recent Activity: B demo ] %Mas 1 Buy Mowand Save 1 7] Copy of Buy how an

Home
| Create an Email Campaign
= < - Creat il ign which T e
_# Getting Started Guide carﬁiheeﬁ Zgl:vdirgiloﬁilﬁ::gn AL ch ba Quick Links ills Contact Activity for the Last 7 Days

What would you like to do? (5 Send an Email Campaign

It's easy to get started, just Follow the simple Send an existing email campaign ko your
conkact list,

I want to create an er . 5

Use the point and click wizard £ =" View Split Tests
Send different versions of vour email ta
see which performs better,

I want to add or impo
E ; | B View Scheduled Email Queue
nker contacts one-by-one o il

See which email campaigns are scheduled )
to send and when, Pf

A I want to send an email blast to my list M !

Email Campaigns Overview
Email campaigns are the emails you send out to your contacts.

Each email campaign you plan, create, and send out transmits an email, based on an HTML
or plain-text template (or both), to each of the addresses stored in the contact list you select
(see Using Contact Lists on page 37).

Archiving Email Campaigns

When you archive email campaigns, all emails sent to a contact list are available on the
Internet, and can be viewed by campaign recipients in the contact list. In order to set this up,
you must archive the email campaigns (click the Archive field in the View email campaigns
screen, or use the Create an email campaign screen; see Creating and Editing Email
Campaigns on page 87). You must also include a link to the archive (using the

%%mai linglistarchive%% variable) in the email campaigns you send to the contact list.

Activating Email Campaigns

Only email campaigns that are activated may be sent. This means that an administrator can
assign specific permissions to different users that allow one user to design a campaign, and
another to authorize it.

Split Testing Email Campaigns

Split testing, also known as “A/B testing”, is a scientific method of testing your email
campaigns’ effectiveness using statistical analysis.
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When you perform a normal campaign send, you send one email to your whole contact list.
You can then see how well it performed using Interspire Email Marketer’s statistical analysis
tools. However, when you perform a split test you “split” your contact list into different
parts and send a different email campaign to each part. Then, you can see how well each
email performed and select the most effective.

Split testing is essentially a competition between email campaigns, in which the losers are
discarded and the winner is used in future campaigns. You can select the criteria on which to
judge the winner (open rate or click-through rate) and Interspire Email Marketer tracks each
email’s performance and decides the winner.

Split tests are usually performed on variations of the same basic email campaign, not on
vastly different emails. For example, you might split test two emails that are identical
except for their slightly different subject lines, in order to see which variation is opened
most often. However, you would not split test one email advertising a seasonal discount on
store merchandise and another offering a free holiday; this would not produce meaningful
results.

The term “A/B testing” suggests a split test must be a competition between two emails.
However, this is not the case with Interspire Email Marketer, which allows you to create
tests using any number of emails. This means that you can perform highly detailed and
efficient split tests that compare multiple email variations simultaneously.

Manual and Automatic Split Testing
Interspire Email Marketer supports both manual and automatic split testing.
* When you use manual split testing, Interspire Email Marketer sends the email
campaigns you have included in the test, tracks each email, and lets you view their

effectiveness in the Statistics > Split test statistics screen. Manual split tests have no
cut-off time.

Figure 70 Manual Split Testing

COMTALT LIST

STATISTICS
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Once you have discovered the most effective email campaign, it's up to you what you do
next. You could use the winning email for your next campaign, send the winning email
to another contact list, or perform further split tests on variations of the winning email
(an example of which is shown in the following figure) in order to further refine its
effectiveness.

Figure 71 Multi-Level Split Testing Example

* When you use automatic split testing, the test emails are sent to only a percentage of
your contact list’s contacts (you define the percentage). You also define the test's
duration. Interspire Email Marketer sends the test emails and tracks their performance.
Once the test duration has elapsed, Interspire Email Marketer declares a winner based
on the criterion you selected, and automatically sends the winning email to the rest of
your contact list.
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Figure 72 Automatic Split Testing

TRACKING DATA

TRACKING DATA

THACKING DATA

CONTACT LIST

Split Testing Tips

If you have not used split testing before, here are some tips that might be helpful:

* Don’t “compare apples and oranges”. Make sure that the emails you are testing are
variations of one email, not completely different emails. Split testing is designed to help
fine-tune your email marketing, not make broad decisions on marketing direction.
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» Keep it simple. As with any scientific test, results are only meaningful if they compare
two things that differ only in a single feature. For example, test two emails that differ
only in their font colors, or two emails that differ only in their subject lines. Don't test
one email against another that has a different subject line, graphic design and body text;
the results would not let you know which element is affecting performance.

Interspire Email Marketer lets you test an unlimited number of emails simultaneously.
For the most informative results when testing multiple variations, create an email
campaign for each variation or combination of variations.

* Include a “control”. In scientific testing, a “control” is an element of the test that
provides a base result against which other results can be compared. For instance, in a
pharmaceutical test a section of the test group is given a placebo instead of the real
drug. This allows the scientist conducting the test to exclude the influence of other
variables on the results. In email split testing this means that you should always include
the original version of the email, which has had no changes or variations applied to it.
This is particularly important if you are split testing variations of an email campaign that
you have used in the past. In order to accurately gauge the effectiveness of each new
variation, you must compare it against the control email (which is sent at the same time
as the variations) and NOT the email you sent in the past. If you compared the new
variations’ performance against that of the email you sent in the past, your results could
be affected by a multitude of variables (time of day the email was sent, the day of the
week, the season, economic conditions, and many more) that would severely impair the
comparison.

* Use a large test group. Like any statistical analysis (political polls, for example) the
larger the test group you use, the more accurate and reliable your results will be.

e Use the correct metric. Interspire Email Marketer lets you base your split test on open
rates or click-through rates (links clicked). Make sure you select the metric that makes
sense based on the type of variation you're testing. If you are testing variations in your
subject line, it makes sense to use the open rate (since recipients open - or don’t open -
emails based largely on the subject line). If you are testing variations in your email’s
graphic design, it makes sense to use the click-through rate; it would be useless to base
the test on the emails’ open rate, since recipients do not see an email’s design until after
they have opened it.

Viewing and Managing Email Campaigns

To view an existing email campaign you already created, click Email campaigns in the
navigation bar, then click View email campaigns. This screen allows you to view and
manage all email campaigns you have created in the past (whether you already sent them
or not).

You can:

* Create an email campaign: build a new email campaign. See Creating and Editing Email
Campaigns on page 87.

* Delete: remove the campaign (or campaigns) from Interspire Email Marketer. The
campaign cannot be retrieved.
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Archive: turn on automatic archiving of the campaign on Interspire Email Marketer’s
server.

Unarchive: turn off automatic archiving of the campaign on Interspire Email Marketer’s
server.

Activate: allow the campaign to be sent (give your permission).
» Deactivate: forbid the campaign from being sent (deny your permission).

You can also view, send, edit, copy and delete email campaigns.

Figure 73 Viewing Email Campaigns

View Email Campaigns

Email campaigns are messages that are sent to your contacts, Use email campaigns to send newsletters, promotions or notification emails,

Create an Email Campaign. .. I Create a Split Test... I
|Choose an action ;I Go | Results per page: 10 o Pages: (Page 1 of 1) « | Back | 1| Mext | =
O Name & & Subject + & Created & & Last Sent  Email Format Active Archive Action
Copy of Monthly Mewsletter (Oc : g g s :
O = It's Wedding Season 50 Get Ready ... 21 Moy 2007 Tok Sent HTML and Text 4 o  Wiew Send Edit Copy Delete
[T [E4 Buy Mow and Save 20% Buy Mow and Save 20% 20 Mo 2007 Mot Sent HTML and Text ("4 «  ‘iew Send Edit Copy Delete
[T [ Trade Show Follow Up Did vou like our trade show last ... 20 Moy 2007 21 Mow 2007 HTML L4 " View Send Edit Copy Delete
Monthly Mewsletter {October " . : o
O = 2007) It's Wedding Season So Get Ready ... 20 Mov 2007 Mot Sent HTML and Text 4 " Wiew Send Edit Copy Delste
[ g Introducng Cur Latest Introducing Our Latest Product... 19 Mo 2007 19 Moy 2007 HTML and Text o "  View Send Edit Copy Delete

Drcdnce Mt CrOCLIC iU ate SLERCUCE /CER 2 T O S L 0L 2 Lo

Table 12 Viewing Email Campaigns

Create an email Click this to begin building a new email campaign. See Creating and
campaign Editing Email Campaigns on page 87 for more information.
Create a split test Click this to begin configuring a new split test. See Creating and Editing
Split Tests on page 99 for more information.
Choose an action Select one or more email campaigns, select an option from the list and
click Go to perform the selected action.
'm Select a box belonging to an email campaign before choosing an option
from the Choose an action list.
m Select the box at the top of the column to select all campaigns.
Name This displays the name of the email campaign.
Subject This displays the subject of the email campaign. This is the text that
displays in the email’s subject line.
Created This displays the date on which you created the email campaign.
Last sent This displays the date on which you last sent the email campaign.

If you have not yet sent the email campaign, Not sent displays.

Email format This displays the format of the email campaign.

e If the campaign is configured to send HTML emails only, HTML
displays.

e |fthe campaign is configured to send plain text emails only, Text
displays.

e If the campaign is configured to send both HTML emails and
plain text emails, HTML and text displays.

Active A + icondisplays if the email campaign may be sent.
A 3¢ icondisplays if the email campaign may not be sent.
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Table 12 Viewing Email Campaigns

Archive A + icondisplays if the email campaign is automatically archived on the
Interspire Email Marketer server.

A 3¢ icondisplays if the email campaign is not automatically archived on
the Interspire Email Marketer server.

Action * Click View to see a full-screen preview of the email campaign.

* Click Send to select a contact list and send the campaign to the
contacts in the list. The screens that display are similar to the Send an
email campaign screens (see Sending Email Campaigns on page 91).

* Click Resend to try sending an email campaign again. This option
displays only when an email campaign that you sent previously failed
to send completely.

e Click Edit to update the campaign. The screens that display are similar
to the Create an email campaign screens (see Creating and Editing
Email Campaigns on page 87).

* Click Copy to create a new copy of the campaign. The new campaign
displays, with “Copy of” appended to the original name.

* Click Delete to remove the campaign from Interspire Email Marketer.

Creating and Editing Email Campaigns

Interspire Email Marketer’s email campaigns are usually based on templates (see Using
Templates on page 205). You can take a template and customize it for use in your
campaign; replacing its text with your own, adding or removing sections and images, and
modifying its formatting if required.

Alternatively, you can create a new email campaign without using a template. If you choose
to do this, you can build the campaign yourself using the text or HTML editor, or import an
HTML file from your computer or a web page.

Take the following steps to create a custom email campaign:

1 Click Email campaigns in the navigation bar and select Create an email campaign.

Figure 74 Create an Email Campaign
Create an Email Campaign

Type a name For your campaign and optionally choose a Format and template below to get started, Click Aexé when you are ready to continue,

Mexk > I Cancel I

Email Campaign Details

€

* Email Campaign MNarie: I

©

* Email Campaign Format: | HTML and Text (Recommended) =

Email Template:

Mo Template - ! %
Custom Email Templates :’ No preview available
Flowerart
Wiew Built In Email Templates
Business
Generic 1 Mewsletter
zeneric 1 Promotion
Genetic 2 Mewsletker
iaenetic 2 Pramation
Genetic 3 Mewsletter LI

€

@ Show Larger Preview

Mext =5 Cancel I
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2 Enter a new Email Campaign Name.
3 Select the type of campaign you want to create.

e Select HTML and Text if you want emails to be sent with both HTML and plain text
elements (multipart). Email clients that can display HTML messages use the HTML
element, and clients that cannot display HTML use the plain text element.

e Select Text if you want emails you send to be sent in plain text only.

* Select HTML if you want emails you send to be sentin HTML only. If you select this
option, your emails will not display in email clients that cannot display HTML
messages.

4 If you want to base this email campaign on an existing template, select the template in
the Email template list. A preview of the template displays.

If you do not want to base this campaign on an existing template, select No template
in the Email template list.

5 Click Next.
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Figure 75 The Email Campaign Editor
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€ U a Tl Trom iy Cosspuler

7 Torgaord  File Frem a vech e

Your sma&ill client cannot resd this smail.
To wiew it online, please go here;: $ijwvebyversionyd

Irsert o Custom Fiekd... | Insert Unsubgorkes Link | Got Tewt Conbent from Edeor |

Charch your e campagn for spam ke |
Wiew your pmall in different emad rograms |

= Yes, this emal campasgn is acthae A

= Yes, archive this emal campoign A

I}ﬂ'miﬂqiﬂ.rm

| Preiees Your Emad Campaign | 46

Gave BKesp Ldbng | Save nd Lt cocel |
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Note: If you selected Text only in the previous page, the HTML Content section in this page
does not display. Likewise, if you selected HTML only, the Text Content section in
this page does not display.

6 Specify how you want to build the HTML email.

e If you want to use the built-in WYSIWYG (What You See Is What You Get) editor in
this page, select Create content using the WYSIWYG editor below.

e |If you want to use an HTML file on your computer, select Upload a file from my
computer. Click the Browse button that displays. A file upload window displays;
locate and select the file you want to use and click OK. Click Upload. The HTML
editor screen updates to show the new file.

e If you want to use a file from a page on the Internet, select Import a file from a web
site and enter the full URL (for example, “http://www.examplesite.com/
examplepage.html”) in the field that displays. Click Import. The HTML editor screen
updates to show the new file.

7 Customize the HTML email using the editor. See Using the HTML Editor on page 159
for more information.

8 Customize the text email using the editor. See Using the Text Editor on page 195 for
more information.

9 Check that your email campaign will not be marked as spam by a recipient's email
client. Click Check your email for spam.

Note: This checks the text in your email campaign against a list of known spam keywords.
However, it cannot guarantee that your campaign will be delivered to all recipients.

Figure 76 Check Your Email for Spam
Check Your Email for Spam

Flaaza note: Fhe results balow shouwld be usad ar a guide andi and do not guarantee Ehaé pour email will he
dedvarad,

‘our email will be checked against a list of known spam kevwords, The more keywords that are found, the higher
wour rating will be and the less likely it is that your conkacts will receive your email, Learn More.

Q The HTML version of your email does not break any spam rules,

' The bext version of your email breaks the Following spam rules:

Rule Broken Score
Contains the word "Wiagra' 1.6
o — 1 1

your email rated 1.6 out of a spam threshold of 5. This means there is a high chance your email will be
delivered, but this is not guaranteed.

If either the HTML or text versions of your email break any rules, take note of the
offending text and edit the email campaign to not include the term.

Click the [¥]icon to close the Check your email for spam window.
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10 Check that your campaign displays correctly in a variety of common email clients. Click
View your email in different email programs. The Email Validation screen displays in
a new window (see Validating an Email on page 197). When you have finished, close
the window.

11 Configure the Miscellaneous options.

* Select Yes, this email campaign is active if you want the template to be available
for use once you have saved it. Otherwise, deselect this option. You can activate the
template later.

e Select Yes, archive this email campaign if you want to place the campaign in the
archive for the selected contact list. Contacts in the list can see all emails sent to the
list in the past (if you provide them with a link to do so).

12 If you want to test the campaign by sending it to your own email address:

e Enter the email address from which you want to send the test email in the Send
preview from this email field.

e Enter the email address to which you want to send the test email in the Send
preview to this email field.

* To send the test email, click Preview your email campaign. Check the inbox of the
account you entered in the Send Preview to this Email field.

13 Finish the campaign.

* Click Save & keep editing to save the new campaign and remain in this screen to
make further changes.

* (Click Save and exit to save the new campaign and go to the View Custom
Templates screen (see Managing Custom Email Templates on page 206).

* Click Cancel to return to the View Custom Templates screen without saving the
template. Any changes you made are lost.

Sending Email Campaigns
Take the following steps to send an existing email campaign:

1 Click Email campaigns in the navigation bar, then select Send email campaign.
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Figure 77 Send an Email Campaign

Send an Email Campaign
Befare you can send an emaill campaign, please select which contact lisk(s) wau want to send tao,

Mewt == | Cancel |

Who Do You Want to Send to?

T bant to: ¥ Send an emall to all contacts in the selected list(s) below

' Send an email to contacts who match vy search criteria in the selected listis) below

' Send an emall to all conkacts in the selected segmienk(s) below

Select a Contact List(s)

€

Contack List: [ Leads far Sales Team (3 active contacts)
[ Leads from Trade Show (Ock 20077 (7 ackive conkacks)
™ Mewsletter Subscribers (From Product Dema's) (3,930 active conkacts)
[ Mewsletter Subscribers (From Website) (0 ackive conkacts)

[T webcast attendees (Mow 2007 (0 ackive conkacts)

Met = I Cancel |

2 Select the contacts to whom you want to send the campaign in the | want to section:

* To send the campaign to the entire list you select in the Contact list field, select
Send an email to all contacts in the selected list(s) below.

e To perform a search (see step 5), and send the campaign to only the contacts
matching the search, select Send an email to contacts who match my search
criteria in the selected list(s) below.

* To send the campaign to the entire list you select in the Segments field, select Send
an email to all contacts in the selected segment(s) below.

3 Select the contact list(s) or segment(s) to which you want to send the email campaign.
Use the search box below the list to search for contact lists or segments.

4 Click Next.

5 If you opted to perform a search for the contacts to whom you want to send the

campaign, the following screen displays. If you did not opt to perform a search, skip to
step 6.
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Figure 78 Send an Email Campaign: Search Contacts

Send an Email Campaign
Use the form below to choose which contacts receive vour email, You don't have to fill in all figlds, only the ones wou want to filker on. Learn more about filkering conkacts,
Mext == | Cancel |
Filter by Basic Details
Email Address: I &
Ermnail Farmat: | Either Format ;I L2
Confirmation Status: | Confirmed ;l L2
Date Added: [T ‘es, fiter by date subscribed &
Clicked On Link: [T Wes, filker by link. &
Cpened Email Campaign: [T ‘es, fiter by opened email campaign €
Filter by Custom Fields
First Name: -]
Location:
Mew Yark
Chicago
Lo_s angeles
gqé?anlllta ;I )
Mexk == I Cancel I

The fields that display in this screen are the same as those in the Contacts > Search
contacts screen. See Searching Your Contacts on page 62 for more information. Click
Next.

6 Use this screen to configure your campaign settings.
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Figure 79 Send an Emai

| Campaign: Campaign Settings

Fill out the Form below bo send an email

Mexk = I Cancel I

Email Campaign Settings

* Send This Email Campaign:

* Send From This MNarme:

* Send From This Email Address:
* Send Reply Emails to:

* Send Bounced Emails kot

Email Scheduling Settings

Send Your Email Campaign Mow?

Moty Swner About Sending?

Advanced Settings (Dptional)
Iy "First Mame" Cuskorn Field is:
Iy "Lask Mame" Custom Field is:
Send Your Email as Multipart?
Track Open Rates For HTML Emails?

Track Links Clicked in this Email??

Embed Images as Attachments?

Send an Email Campaign

@ This email campaign will be sent to approximately 3 contacts, Why approximately?

campaign. If you are unsure what any of the advanced options mean then you can skip them.

L

| Please select an email campaign & Preview

€

|Demc- User =

Iemail@address.com

P

|email@address.c0m

-

Iemail@address.com

P

W es, send my email campaign now {untick to schedule) '€

¥ ‘es, nokify the owner of the listis) when sending skarts and ends &

L

EPlease seleck vour "firsk name” custom Field

]
]
r!

[

-l
|Please select vour "last name" custom Field ;I 3
¥ ‘es, send the email a5 mulkipart &
¥ ‘es, track opening of HTML emails &
¥ ‘es, track all links in this email campaign €
L [ ‘es, track my campaign using Google Analytics &

[ Wes, embed images in the content €

Mk =5 | Cancel I

Table 13 Send an Email Campaign: Campaign Settings

Email campaign settings

Send this email
campaign

Select the email campaign that you want to send from the list. Click
Preview to see the campaign in a new browser window.

Send from this
name

This displays the default “from” name for the contact list you selected. If
you want to use a different name, enter the new name in this field.

Send from this
email address

This displays the default “from” email account for the contact list you
selected. If you want to use a different email account, enter the new
address in this field.

Send reply emails
to

This displays the default reply email address for this contact list. When a
contact replies to your email campaign, this is the address to which the

reply is sent. If you want to use a different address, enter the new address
in this field.

Send bounced
emails to

This displays the default bounced email address for this contact list. This is
the address to which undeliverable emails are sent. If you want to use a

different address for handling bounced emails, enter the new address in
this field.

Email scheduling settings

Note: This section displays only when you have configured scheduling settings in the Settings >
Cron settings screen.
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Table 13 Send an Email Campaign: Campaign Settings

Send your Select this if you want to send the email campaign immediately.
campaign now? Deselect this to schedule a date and time to send the email.

Figure 80 Schedule Email Campaign

[ ‘es, send my email campaign now {untick to schedule) €

Joz =] floe =l tjzoos =) at |4 =lifos o] [am 2| @

Select the date, month and year in the first three lists, and select the
hour, minute and AM/PM in the last three lists.

Notify owner Select this if you want to send an email to the list owner when a scheduled
about sending? campaign starts sending, and another when it finishes sending.

Advanced settings (optional)

My “first name” If your email campaign uses a custom field to define a recipient’s first
custom field is name, select it here.
If your email campaign uses a single field to define a recipient’s name,
select it in this field.

Note: This field displays only when the selected contact list contains
custom fields.

My “last name” If your email campaign uses a custom field to define a recipient’s last
custom field is name, select it here.

If your email campaign uses a single field to define a recipient’s name,
leave this field blank.

Note: This field displays only when the selected contact list contains
custom fields.

Send youremail as | Select this to send both HTML and text elements of a multipart email
multipart? campaign to recipients. This allows a recipient’s email client to choose the
correct display method.

Note: Use this option if you are unsure. Also, use this option if you don't
provide your recipients with the ability to choose HTML or text
emails.

Track openrates | Select this to have Interspire Email Marketer track the proportion of HTML
for HTML emails? | emails opened by their recipients.

Track links clicked | Select this to have Interspire Email Marketer track the proportion of links

in this email in this email campaign that are clicked by the recipient (click-through
rate).
You can view the results of clicked links in the Statistics > Email campaign
statistics.
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Table 13 Send an Email Campaign: Campaign Settings

Yes, track my Select this to have Interspire Email Marketer use Google Analytics to track
campaign using your campaign’s links.

Google Analytics
Figure 81 Use Google Analytics

[¥ “es, track my campaign using Google Analytics L

* Use this Campaign Mame;
| o

* Use this Source Mame:
[MailingList 2]

e Enter the name you want Google Analytics to use for this campaign in
the Use this campaign name field.

e Enter the name you want to use as the source of traffic for this
campaign in the Use this source name field.

Embed imagesas | Select this to embed the images you send in HTML emails, rather than
attachments linking to them. This allows recipients to view the email campaign offline,
but can increase the email size significantly.

7 Click Next when you have finished configuring this screen. Alternatively, click Cancel
to return to the View email campaigns screen without saving your changes.

Figure 82 Send an Email Campaign: Report

Send an Email Campaign
To send your email campaign using the scheduled sending system, simply click the Schagtse My Emad Campargn butkon belaw.

‘ou're email campaign is called Buy Now and Save 15%

The subject line of wour email campaign is Buy Now and Save 20%g

aour erall campaign will be sert to Leads for Sales Team

It will be sent ko a total of 3 contact(s)

Wour job has been scheduled torun at Cctober 3 2008, 5159 am

Each email will be about 6 KB in size, which totals 18.9 KB For the entire send

L I I T T

If wour email can't be sent it will be Flagged on the Wiew Smad Campaizns page with an option ko resend it

Schedule My Email Campaign I Cancel I

8 Ascreen displays, showing a report of the email campaign you are about to send.
Review the information and click Schedule my Email Campaign to continue.

Alternatively, click Cancel to return to the View email campaigns screen without
saving your changes.

9 The screen that displays next depends on whether or not you have enabled scheduled
sending (in the Settings > Cron settings screen).

* If scheduled sending is enabled, the View scheduled email queue screen displays
(see Viewing Scheduled Email Campaigns on page 106). The email campaign will be
sent the next time Cron runs scheduled sending.

Note: This happens even if you selected Send your campaign now. For this reason, it is
important that you configure scheduled sending to run frequently (in the Settings >
Cron settings screen) even if you do not want to schedule email sending.
Alternatively, you can avoid this issue by turning scheduled sending off if you do not
require it.

e If scheduled sending is disabled, a warning displays. Click OK.
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Figure 83 Sending an Email Campaign: Warning

9 #4% [mporkant, Please Read #4+

& popup window will now appear through which vour email campaign will be sent, Please do not close
the windowe, When vour email campaign has been sent the window will close automatically, IF vou
close the window then your email campaign won't be sent.

Cancel |

Interspire Email Marketer begins to send your campaign. A new browser window
displays, showing how much time is remaining.

Figure 84 Sending an Email Campaign: Sending in Progress

Your Email Campaign is Sending...

Flease keep this browser window open. IF you close it, your email
campaign will stop sending which means some of vour contacts will nok
receive your email.

® 1 email has been sent to your contacts so Far

® 9 emails are still in the queue waiting to be sent

® | minute, 4 seconds has passed since you started sending
® 9 minutes, 36 seconds remain until the send is done

Pause Sending (You can always resume later) I

Note: As stated in the warning that displayed previously, do NOT close this window,
otherwise your campaign will not be sent correctly.

The browser window closes automatically when the email campaign has been
completely sent.

Figure 85 Sending an Email Campaign: Completed

Email Campaign Sending Report

The selected email campaign has been sent. It took 1 minute, 13 seconds bo complete.

& The selected email campaign was sent to 10 contacts successfully

Ok |

Viewing and Managing Split Tests

To view details about the email campaign split tests configured in Interspire Email
Marketer, click Email campaigns in the navigation bar, then click View split tests.

Figure 86 Viewing Split Tests

View Split Tests
& split test allaws vou ko send different versions of the same email campaign o wvour list and see which gets the better open and click-thru rates,
Create a Split Tesk... I Delete Selected I
Results per page: I 10 'I Pages: (Page L of 1) «|Back | 1| Mext| =
I<] Name & & Campaigns Type 4+ & Created #+ & Lask Sent &+ &  Action

Euy Mow and Save 15%, Buy Mow and

I & uy and Save Promation Save 15% (Wariation of Subjeck Line)

Best Performing 16 Dec 2003 Mok Sent Send Edit Copy Delete
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Table 14 Viewing Split Tests

Create a split test Click this to begin configuring a new split test. See Viewing Scheduled
Email Campaigns on page 106.

Delete selected Select one or more split test’s checkboxes and click this to remove the split
test from Interspire Email Marketer. Deleted split tests cannot be
retrieved.

E Select a box belonging to an email campaign before choosing an option
from the Choose an action list.
O Select the box at the top of the column to select all campaigns.
Name This displays the name of the split test.
Campaigns This displays the name of each email campaign in the test.

Note: This is the name that displays in the Interspire Email Marketer
control panel, not the email subject line.

Type This displays the type of test:

e Split test displays if you selected Find a winning email and show me
the results when you created the test. The campaigns are sent to the
whole contact list in equal proportion, and the winner is displayed to
you.

* Best performing displays if you selected Find a winning email then
send it to my list automatically when you created the test. The
campaigns are sent to a small part of your contact list, and the winner
is automatically sent to the rest of the list.

Created This displays the date on which the test was created.
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Table 14 Viewing Split Tests

Last sent This displays the date on which the test was last performed. If the test has
never been performed, Not sent displays.

Action e Click Waiting to send to see when a scheduled test will be sent. The
View scheduled email queue screen displays (see Viewing Scheduled
Email Campaigns on page 106).

Note: This option displays only when a test is scheduled and has yet to be
sent.

e C(lick atest's Pause link to stop sending the test. Click its Resume link
to begin sending the test again.

Note: These options display only when a test is currently being sent.

e Click atest’s Send link to perform the test.

Note: Before you send Best performing tests, you need to enable Split
test campaigns in the Settings > Cron settings screen.

e C(lick a test’s Edit link to make changes to the test. See Creating and
Editing Split Tests on page g9 for information on the screen that
displays.

e (Click atest’s Copy link to create a new test with the same properties as
the original. The new test displays in the list with Copy of prepended to
its name.

e Click a test’s Delete link to remove the test from Interspire Email
Marketer. Deleted tests cannot be retrieved.

Note: When you delete a test, its associated email campaigns are not
deleted.

Creating and Editing Split Tests

To create a new split test, click Email campaigns in the navigation bar, then View split
tests. Click the Create a split test button.

To edit an existing split test, click Email campaigns in the navigation bar, then View split
tests. Then click the relevant test’s Edit link.

Note: This screen allows you to set up your test; you can choose the people to whom you
want to send it later on (see Performing a Split Test on page 101).
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Figure 87 Creating a Split Test
Create A Split Test

A split test allows wou bo send different versions of an email campaign and see which performed better,

Save And Send | Save And Exit I Cancel I

Split Test Settings

* Give Your Split Test a Mame:
(Such as '20% off promo split test'. The name is For your reference anly)

* Choose Which Emails to Send: |_ Split Test Example Yersion 1 B @ preview Selected
[ split Test Exarnple Yersion 2

* Choose a Winner Based on: | Murnber of people who open the smai =l

* The Kind of Test ko Run? * Finda winning email and show me the results '€
= your emails will be sent in equal groups to your entire lisk
» ‘You can then wiew the best performing email from the split kest statistics page
 Finda winning email then send it bo my list automatically L]

¢ Emails will be sent in equal groups to (10 B of vour list
s The best peforming email will then be sent to the rest of your list |8 I hours - i laker
* Results of the split test can be viewed From the split test statistics page

Save And Send Save And Exit Cancel I

Table 15 Creating a Split Test

Give your splittesta | Enter a name for this split test. The name only displays in the
name configuration interface, and not to your contacts.

Choose which emails | Select the email campaigns that you want to include in this test.
to send

Note: You can select as many email campaigns as you want.

Preview selected Click this to see all the email campaigns you selected in the Choose which
emails to send list. Each email campaign opens in a new browser window.

Choose a winner Use this field to specify how the winning email campaign is chosen:

based on » Select Number of people who open the email to choose the email

campaign that is opened most often.

e Select Number of people who click a link in the email to choose the
email in which a link is clicked most often (the one with the highest
click-through rate).

Note: When you select this option, Interspire Email Marketer counts the
total number clicks on all links in each email campaign, not any one
link in particular.

Page 255 of 478



USING EMAIL CAMPAIGNS | 101 |

Table 15 Creating a Split Test

The kind of test to run | Use this section to define whether to perform a manual test or an

automatic test, and to configure how the test should proceed:

* Select Find a winning email and show me the results if you want to
perform a manual test. When you select this option, Interspire Email
Marketer splits the contact list (or lists) into equal parts and sends each
email campaign to one part. You can then view each email campaigns
performance in the Statistics > Split test statistics screens.

For example, if you select two email campaigns and have 1000 people
in your contact list, each email campaign is sent to 5oo people.

Note: If you choose this option, you may want to first set up a new contact
list for test subjects, rather than sending it to your complete contact
list. If so, see Creating and Editing Contact Lists on page 44.

* Select Find a winning email then send it to my list automatically if
you want to perform an automatic test. When you select this option,
you can specify the percentage of your contact list's contacts that are
test subjects. Interspire Email Marketer performs the test, then waits
the amount of time you specify before declaring a winning email
campaign (based on the criteria you select). Interspire Email Marketer
then sends the winning email campaign to the remainder of your
contact list’s contacts (those not in the test group).

In the Emails will be sent in equal groups to (...) % of your list field,
enter the percentage of your contact list's contacts that should be in
the test group. The default is 10%.

In the The best performing email will then be sent to the rest of your
list (...) later field, select the number of Hours or Days after which
Interspire Email Marketer decides the winning email.

Note: The minimum test time is two hours, and the maximum is thirty
days.

For example, if you have a contact list of 5ooo people, select five email
campaigns, specify a test group of ten percent and a test time of one
day, each email is sent to 100 people, and the winning email is sent to
the remaining 4,500 people the next day.

Save and send Click this to save your changes to the test, and send it immediately. See
Performing a Split Test on page 101 for information on the screen that
displays.

Save and exit Click this to save your changes to the test and return to the View split
tests screen.

Cancel Click this to return to the View split tests screen without saving your
changes.

Performing a Split Test
To send a split test to members of your contact lists:

1 Click Email campaigns in the navigation bar, then click View split tests. Click the
relevant split test’s Send link.

Alternatively, while creating or editing a split test, click its Save and send button (see
Creating and Editing Split Tests on page 99).
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2 The first screen that displays allows you to specify to whom you want to send the test.

Figure 88 Sending a Split Test
Send a Split Test

To send the selected split test, start by choosing who vou want bo send it to From the options shown below,

Mexk > I Cancel I

Who Do You Want To Send To?

LWant To: % Send the selected split best o all contacts in the selected lisk(s) below

' send the selected split best to all contacts in the selected segment(s) below

Select a Contact List{s)

Contact List(sh: [~ Example Conkact List (10 active contacts)

Mext =5 | Cancel I

3 Select the contacts to whom you want to send the test in the | want to section:

* To send the campaign to the entire list you select in the Contact list field, select
Send the selected split test to all contacts in the selected list(s) below.

e To send the campaign to the segment you select in the Segments field, select Send
an email to all contacts in the selected segment(s) below.

Note: Segments define a sub-section of a contact list. In order to select a segment here, you
must first create segments; see Creating, Editing and Viewing Segments on page 49.

4 Select the contact list(s) or segment(s) to which you want to send the email campaign.
Use the search box below the list to search for contact lists or segments.

5 Click Next.
6 The screen that displays allows you to configure your campaigns’ settings.
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Figure 89 Sending a Split Test: Test Settings
Send a Split Test

Fill out the Form below to send an email campaign. IF you are unsure what any of the advanced options mean then you can skip them.

@ The split test campaign will be sent to approximately 10 contacts,

Mzt = I Cancel I

Split Test Campaign Settings

€

* Send From This Mame:! u

* Send From This Email Address:

X

* Send Reply Emails To:

P
.

* Send Bounced Emails To:

#
k.

Email Scheduling Settings
Send Your Split Test Mow? ¥ ‘es, send my split best campaign now (unkick ko schedule it For a later bime or dake)

Mokify Cwner About Sending? ¥ ‘es, notify the cwner of the list{s) when the sending starts and ends

Advanced Settings (Optional)

Send Your Email as Multipart? ¥ ‘es, send the email as mulkipart &
* Track Open Rates for these Emails? ¥ es, track opening of emails &
* Track Links Clicked in these Email? ¥ ‘es, track all links in the email campaigns &
Embed Images as Atkachments? [T wes, embed images in the content &
Mexk == Cancel I

Table 16 Sending a Split Test: Test Settings
Split test campaign settings

Send from this This displays the default “from” name for the contact list you selected. If
name you want to use a different name, enter the new name in this field.

Send from this This displays the default “from” email account for the contact list you
email address selected. If you want to use a different email account, enter the new

address in this field.

Send reply emails | This displays the default reply email address for this contact list. When a
to contact replies to your email campaign, this is the address to which the
reply is sent. If you want to use a different address, enter the new address
in this field.

Send bounced This displays the default bounced email address for this contact list. This is
emails to the address to which undeliverable emails are sent. If you want to use a
different address for handling bounced emails, enter the new address in
this field.

Email scheduling settings

Note: This section displays only when split test scheduling is enabled. To enable or disable split
test scheduling, click Settings > Cron settings and configure the Split test campaigns item.
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Table 16 Sending a Split Test: Test Settings

Send your split Select this if you want to send the split test campaign immediately.
test now? Deselect this to schedule a date and time to send the email.

Figure 90 Schedule Split Test

[T *es, send my split test campaign now funtick to schedule it For a later time or dake)
LJoag =l faer =0 ifzoos 2] at [7 =]ifzs =0 [am =]

Select the date, month and year in the first three lists, and select the
hour, minute and AM/PM in the last three lists.

Notify owner Select this if you want to send an email to the list owner when a scheduled
about sending? campaign starts sending, and another when it finishes sending.

Advanced settings (optional)

My “first name” If your email campaigns use a custom field to define a recipient’s first
custom field is name, select it here.
If your email campaigns use a single field to define a recipient’s name,
select it in this field.

Note: This field displays only when the selected contact list contains
custom fields.

My “last name” If your email campaigns use a custom field to define a recipient’s last
custom field is name, select it here.

If your email campaigns use a single field to define a recipient’s name,
leave this field blank.

Note: This field displays only when the selected contact list contains
custom fields.

Send your email as | Select this to send both HTML and text elements of a multipart email
multipart? campaign to recipients. This allows a recipient’s email client to choose the
correct display method.

Note: Use this option if you are unsure. Also, use this option if you don't
provide your recipients with the ability to choose HTML or text
emails.

Track openrates | Select thisto have Interspire Email Marketer track the proportion of HTML
for HTML emails? | emails opened by their recipients.

Note: This option cannot be deselected, as it is necessary for split testing
campaigns to work.

Track links clicked | Select this to have Interspire Email Marketer track the proportion of links
in this email in this split test that are clicked by the recipient.

Note: This option cannot be deselected, as it is necessary for split testing
campaigns to work.

Embed images as | Select this to embed the images you send in HTML emails, rather than
attachments linking to them. This allows recipients to view the email campaign offline,
but can increase the email size significantly.

7 Click Next. In the screen that displays, review your split test.
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Figure 91 Sending a Split Test: Review Test
Send a Split Test

To send your split test campaign now, simply click the Saend My Spit Fest Campaign Aloss button below,

# You are sending the Following email campaigns:
o Split Test Example Yersion 1, Split Test Example Yersion 2

# ‘You are sending to the Following list(s):

o Example Contack List
= Your job has been scheduled ko run at April 8 2009, 8:25 am
s The split test campaign will be sent ko 10 contacts,

Schedule My Split Test Campaign I Cancel |

8 Click Schedule my split test campaign when you are ready to send your test.

9 The screen that displays next depends on whether or not you have enabled split test
scheduling (in the Settings > Cron settings screen).

e |f split test scheduling is enabled, the View split tests screen displays (see Viewing
and Managing Split Tests on page 97). Waiting to send displays in the split test’s
Action field. The split test will be sent the next time Cron runs split test sending.

Note: This happens even if you selected Send your split test now. For this reason, it is
important that you configure split test scheduling to run frequently (in the Settings >
Cron settings screen) even if you do not want to schedule split test sending.
Alternatively, you can avoid this issue by turning split test scheduling off if you do not
require it.

e If split test scheduling is disabled, a warning displays. Click OK.

Figure 92 Sending a Split Test: Warning

*#% Important, Please Read #+*

& popup window will now appear through which wour split kest campaign will be sent, Please do nok
close the window, When wour split test campaign has been sent the window will close automatically,
IF wou close the window then your split test campaign won't be sent.

Cancel |

Interspire Email Marketer begins to send your split test. A new browser window
displays, showing how much time is remaining.

Figure 93 Sending a Split Test: Sending in Progress

Send a Split Test Campaign

Flease keep this browser window open, If you close it, vour email
campaign will stop sending which means some of your contacts will nok
receive your email.

® | email has been sent to wour contacks so far

® 9 emails are still in the queus waiting to be senk

® 4 minutes, 18 seconds has passed since you started sending
® 33 minukes, 42 seconds remain until the send is done

Pause Sending I

Note: As stated in the warning that displayed previously, do NOT close this window,
otherwise your test will not be sent correctly.
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The browser window closes automatically when the split test has been completely
sent.

Figure 94 Sending a Split Test: Completed

Split Test Campaign Sending Report

The selected split tst campaign has been sent, It taok 17 seconds to complate.,

L',) The selected split test campaign was sent to 10 contacks successfully

Ok |

Viewing Scheduled Email Campaigns

To view details about the email campaigns that are scheduled to be sent, click Email
campaigns, then click View scheduled email queue.

You can:

* Send an email campaign: build a new email campaign. See Sending Email Campaigns
on page 91.

* Delete: remove the campaign (or campaigns) from Interspire Email Marketer. The
campaign cannot be retrieved.

You can also View, Pause or Edit a campaign.

Figure 95 View Scheduled Email Campaigns

View Scheduled Email Queue

Any emails vou have scheduled to be sent out are shown below, The "Status" field indicates when each email will be sent out,

Cron (the scheduled sending system) will run in: 28 minutes, 39 seconds

Send an Email Campaign... | Delete Selected Results per page: I 0 j‘ Pages: (Page 1 of 2} «|Back|1|Z|Mext |2
[l Email Campaign Mame - Email Subject Campaign Type Contact List Date Scheduled Activity Status Action

O = Split Test Example Yersion 1 - Example Split

Test Carmpaign Ernail Campaign Example Cantact List April § 2009, 9:18 am Complete Yiew Delete

[El = Trade Show Follow Up - Did vou like our trade
show last week?

‘Leads from Trade Show  Mowember 20 2007, 5:33

Ernail Campaign {Cct 2007} = Complete Wiew Delete

(Page 1 of 20 «|Back|1|Z|Mext]|s

Table 17 View Scheduled Email Campaigns

Send an email Click this to send a new email campaign. See Sending Email Campaigns on
campaign page 91 for more information.
Delete selected Select one or more email campaigns and click this to delete the selected
campaign (or campaigns).
m Select a box belonging to an email campaign before clicking the Delete
selected button.
= Select the box at the top of the column to select all campaigns.
Email campaign This displays the name of the email campaign scheduled for sending, and
name - email subject | the subject line of the email campaign.
Campaign type This displays the type of email campaign.
Contact list This displays the contact list to which the email campaign is scheduled to
be sent.
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Table 17 View Scheduled Email Campaigns

Date scheduled This displays the date and time at which the email campaign is scheduled
to be sent.
Activity status e For email campaigns scheduled to be sent at a specific time in the

future, a timer displays that counts down to the time at which the
campaign will be sent.

* Waiting to send displays if the email campaign is scheduled for
immediate sending, but is yet to be sent. The campaign will be sent
when the cron job runs.

* Paused displays when the email campaign has been temporarily
stopped.

e Complete displays when the email campaign has finished sending.

Action e Click View to see a preview of the email campaign in a new browser
window.

e Click Pause to temporarily stop a campaign that is running.

e C(Click Resume to start a campaign that has been temporarily stopped.

e Click Edit to change the settings of an email campaign. See Creating
and Editing Email Campaigns on page 87 for more information.

* Click Delete to remove the campaign (or campaigns) from Interspire
Email Marketer. The campaign cannot be retrieved.
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Using Autoresponders and Triggers

This chapter discusses how to use the Autoresponders menu in the navigation bar.

Figure 96 The Autoresponders Menu

iﬂ Contact Lists « ﬁ- Contacts = =71 Email Campaigns [4) Autoresponders « |5 Custom Fields illy Statistics
—

@ View Autoresponders

View or edit vour existing autoresponder
emails.

Recent Activiky: & demo | [l Leads For Sales Tean | 3] % Mas Offer IE' Mewsletker Subscribe

Home |—_d Create an Autoresponder

Create an email that is automatically sent

after a specific time. itact Activity for the Last 7 Days

# Getting Started Guide

What would you like to do? si; Yiew Triggers
It's easy ko get started, just Follow the simple steps below: A trigger activates an action when a

specific event occurs,

d\ I want to create an email campaign

Autoresponders Overview

Autoresponders are emails sent out automatically by Interspire Email Marketer in response
to actions taken by a contact (signing up for a newsletter, for example).

You can set up autoresponders to be sent out at specific times after the contact has been
added to the contact list.

You can also configure an autoresponder to be sent to only the contacts in the list that
match the search criteria you specify.

Triggers Overview

When you set up triggers, you can configure certain things to happen automatically when
certain other events occur.

For example, you can set up a trigger so that everyone in your contact list receives a “Happy
Birthday” email on their birthday, or a *“Xmas special offer” email a week before Christmas.

You can also set up triggers that automate certain email processes. For example, you could
automatically add a contact to a “warm leads” contact list when the contact opens your
email, or you could include a “Tell me more” link in an email, and automatically send a
personalized email response to all contacts who click the link.

The following figure shows how triggers work.
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Figure 97 Triggers Overview

RELATION

L

EVENT = TRIGGER = RESPONSE

e Event: this is what sets off the trigger. It can be either date-related, or email-related.
Date-related events can be based on a custom field you have set up for your contact list
(for example, each contact’s birthday) or based on a single date that you specify when
you set up the trigger (for example, Christmas).

Note: If you want to base your trigger on a variable, custom field-related date, you need to
set up the custom field in your contact list (or lists) before you set up the trigger.

Email-related events can be based on a contact either opening an email, or clicking a
specific link in an email.

e Trigger: the trigger configuration defines the event that sets off the trigger, the
resulting response, and the time relation between the event and the response.

 Relation: when you create a date-related trigger, you can configure it to be set off on,
before or after the event. You can also set it to be set off on, before or after the next
anniversary of the event, or on all future anniversaries.
When you create an email-based trigger, you can configure it to be set off on or after the
event.

* Response: this is the action that is taken when the trigger is set off. These actions can be
external (sending an email to the contact) or internal (adding the contact to a new
contact list, or removing the contact from the current contact list).

You can perform multiple actions; for example, if a contact in your “Raw leads” list clicks
a "Tell me more” link in an email, you can automatically send a subsequent email with
more information, add the contact to a “Warm leads” contact list, and remove the
contact from the “Raw leads” list, all at the same time.

Viewing Autoresponders
Take the following steps to view details about an autoresponder you already created.

1 Click Autoresponders in the navigation bar, then click View autoresponders.
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Figure 98 View Autoresponders: Choose Contact List

View Autoresponders

Autoresponders are emails that vou can set up to be sent automatically ko contacts at different inkervals after they subscribe, Learn more about autoresponders,

Mext == I Cancel I

Select a Contact List{s)

Cankack Lisk: Leads for Sales Team (3 active contacts) (3 Autoresponders) ;I
Leads from Trade Show {Ock 20073 {7 active contacts)

Mewsletter Subscribers (From Produck Dema's) §3,930 ackive contacks) {3 Autoresponders
Mewsletter Subscribers (From \Website) (0 active contacts)

Webcast attendess (Movy 2007 (0 active contacks)

Mk =5 I Cancel I

2 This screen displays a list of contact lists, the number of contacts belonging to the list,
and the number of autoresponders associated with each list. Select a contact list and
click Next.

Figure 99 View Autoresponders: Manage Autoresponders

View Autoresponders

Aukoresponders are emails that vou can sek up to be sent automatically bo contacks at different inkervals after they subscribe, Learn more about autoresponders.

Create an Autoresponder, ., I

|Choose T ;I . | Results per page: | 10 - Pages: (Page 1 of 1) = | Back| 1 | Mext|=
O Name & & Created = & Sent &+ & Owner & 4 Active Action
O IE Tesk 15 Apr 2009 12 hours after signup Demo User H  View Edit Copy Delete

3 This screen allows you to:

 Create an autoresponder: click this to begin defining a new autoresponder for this
contact list (see Creating and Editing Autoresponders on page 112).

* Delete the selected autoresponder(s): remove the autoresponder (or
autoresponders) from Interspire Email Marketer. The autoresponder cannot be
retrieved.

e Activate the selected autoresponder(s): when activated, an autoresponder will be
sent to contacts at the specified time.

* Deactivate the selected autoresponder(s): when deactivated, an autoresponder
will not be sent to contacts.

You can also View, Edit and Copy autoresponders.

Table 18 View Autoresponders

Create an Click this to go to the Create an autoresponder screen. See Creating and

autoresponder Editing Autoresponders on page 112 for more information.

Choose an action Select one or more autoresponders, select an option from the list and click
Go to perform the selected action.
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Table 18 View Autoresponders

'm Select a box belonging to an autoresponder before choosing an option
from the Choose an action list.
O Select the box at the top of the column to select all autoresponders.
Name This displays the name of the autoresponder.
Created This displays the date on which the autoresponder was created.
Sent This displays the time that the autoresponder is sent after a contact signs
up.
Owner This displays the name of the Interspire Email Marketer user who created

the autoresponder.

Active e Atick ( +" )displays if the autoresponder is enabled. The
autoresponder is sent when at the relevant time.

e Across( 2 )displays if the autoresponder is disabled. The
autoresponder is not taken at the relevant time.

Action e Click View to see a full-screen version of the autoresponder.

e C(Click Edit to update the autoresponder. The screens that display are
similar to the Create an Autoresponder screens (see Creating and
Editing Autoresponders on page 112).

e C(Click Copy to create a new copy of the autoresponder. The new
autoresponder displays, with “"Copy of” appended to the original name.

e C(Click Delete to remove the autoresponder from Interspire Email
Marketer. The autoresponder cannot be retrieved.

Creating and Editing Autoresponders

Interspire Email Marketer allows you to create autoresponders using the built-in editor.

Note: If you want to create a new autoresponder based on an autoresponder you created
previously, use the Autoresponders > View autoresponders screen to copy the
template, then edit the new template. See Viewing Autoresponders on page 110.

To edit an autoresponder, click its Edit link in the Autoresponders > View autoresponders
screen.

Take the following steps to create an autoresponder:

1 Click Autoresponders in the navigation bar and select Create an autoresponder.
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Figure 100 Create an Autoresponder: Select a Contact List

Create Autoresponder
Creating an autoresponder is a mulki-step process, Start by entering a name and choosing who should receive it and then dlick the Al > button, Get help on autors

Mext =5 | Cancel I
Select a Contact List{s)
Contack Lisk: Leads for Sales Team (3 active contacts) (4 Autoresponders) ;I

Leads from Trade Show {Ock 2007) {7 active contacks)

Mewsletter Subscribers (From Product Dema's) {3,930 active conkacts) {3 Autoresponders
Mewsletter Subscribers (From WWebsite) (0 active contacts)

‘Webcast Attendees (Mov 2007) (0 active contacts)

Mext = | Cancel |

2 Select the contact list for this autoresponder and click Next.

Figure 101 Create an Autoresponder: Name and Search

Create Autoresponder
Creating an autoresponder is a multi-step process, Start by entering a name and choosing who should receive it and then click the Aex# > button, Get help on autoresponders here,

Mext = I Cancel I

Autoresponder Details

* Marne this Autoresponder:

.@

Search Options
This Autoresponder Should Go ko: £ Al contacts in my list with a status of "confirmed"

® Only contacts who match my search criteria (below)

Next > I Cancel I

3 Enter a name for the autoresponder in the Name this autoresponder field.

4 If you want to send this autoresponder to all contacts who sign up and subsequently
confirm that they want to receive emails, select All contacts in my list with a status of

“confirmed”.

Alternatively, you can send this autoresponder to certain contacts only. Select Only
contacts who match my search criteria (below). The following fields display.
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Figure 102 Autoresponder Filter Options

Filter by Basic Details

Fill ir the Fields below to filker contacks, You don't have to fill in all figlds, only the ones you wankt to filker on., Learn more about filkering conkacts,

[

Match Email: |

Match Format: | Either Format 7 @
Match Confirmed Status: | confirmed =] @
Clicked ©n Link: [T ‘es, filker by link &

Cpened Email Campaign: % ves, filter by opened email campaign '€

Filter by Custom Fields

First Marne: | L2

Configure the Filter by basic details fields:

e If you want to send this autoresponder only to contacts with a certain type of email
address (for example, all contacts at hotmail.com), enter all or part of the email
address in the Email address field.

e If you want to send this autoresponder only to contacts configured to receive HTML
or Text emails only, select the relevant option from the Match format list.

e If you want to send this autoresponder only to contacts who are Confirmed or
Unconfirmed only, select the relevant option from the Match confirmed status list.
If you want to search for both, leave Both confirmed and unconfirmed selected
(default).

* If you want to send this autoresponder only to contacts who have, or have not,
clicked a specific link in your autoresponder, select Yes, filter by link.

Figure 103 Autoresponder: Filter By Link

[# ‘es, Filker by link &

I Has clicked - I
Fany Link, x|

If you want to send this autoresponder only to contacts who have clicked a link,
select Has clicked in the first list, and select the relevant link in the second list.

If you want to send this autoresponder only to contacts who have not yet clicked a
link, select Has not clicked, and select the relevant link in the second list.

* If you want to send this autoresponder only to contacts who have, or have not,
opened a specific email, select Yes, filter by opened email campaign.

Figure 104 Autoresponder: Filter By Opened Email

[# ‘res, Filker by opened email campaign

I Has opened - I

| any Email Carmpaign ;I

If you want to search for contacts who have opened an email, select Has opened in
the first list, and select the email campaign in the second list.

If you want to find contacts who have not yet opened an email, select Has not
opened, and select the email campaign in the second list.

5 If the contact list contains custom fields, you can search each field in the Filter by
custom fields section.
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6 Click Next.

Figure 105 Autoresponder: Sending Options

Mextk > I Cancel I

Autoresponder Details

* Send From This Marme!

* Send From This Email Address:

* Send Reply Emails to:

* Send Bounced Emails to:

* Email Format:
My "First Mame" Custom Field is:
Py "Last Mame" Custom Field is:

Send to Existing Contacks?:

Sending Options

* Send this Aukoresponder:

Advanced Options
Send Your Email as Multipart?
Track Open Rates far HTML Erails?

Track Links Clicked in this Email?:

Embed Images as Atkachments?:

Autoresponder Content

I'Wank ko:

Create Autoresponder

Autoresponders are emails that vou can set up to be sent automatically bo contacts at different intervals after they subscribe, Learn more about autoresponders,

|Demo User 9

P
"

r
-

|email@address. com

P
-

|email@address. Cam

-
b

|email@address. cam

-

| HTML and Text (Recommended)

| Flease select vour "name" custom field

|
= @
=@

| Please select vour "name" cuskom field

[ Wes, send this aukoresponder ko existing conkacks &

% ps soon as the contact joins my list &
0 after the contact has been on riiy lisk Far:

L I I houris) - I

¥ ‘es, send the email as mulkipart &
¥ ‘es, track opening of HTML emails &
¥ ‘tes, track all links in this email campaign @

[ ves, embed images in the content %

' Create the content of my aukoresponder From scratch
C lUsea template as the basis of my autorespondsr &

Mesxk == | Cancel I

Table 19 Autoresponder: Sending Options

Autoresponder details

Send from this
name

This displays the default “from” name for the contact list you selected. If
you want to change this name, enter the new name in this field.

Send from this
email address

This displays the default “from” email account for the contact list you
selected. If you want to use a different email account, enter the new
address in this field.

Send reply emails
to

This displays the default reply email address for this contact list. When a
contact replies to your autoresponder, this is the address to which the
reply is sent. If you want to use a different address, enter the new address
in this field.

Send bounced
emails to

This displays the default bounced email address for this contact list. This is
the address to which undeliverable emails are sent. If you want to use a
different address for handling bounced emails, enter the new address in
this field.
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Table 19 Autoresponder: Sending Options

Email format

e Select HTML and Text if you want this autoresponder to be sent with
both HTML and plain text elements (multipart). Email clients that can
display HTML messages use the HTML element, and clients that
cannot display HTML use the plain text element.

* Select Text if you want this autoresponder to be sent in plain text only.

e Select HTML if you want this autoresponder to be sent in HTML only. If
you select this option, your emails will not display in email clients that
cannot display HTML messages.

My “first name”
custom field is

If your autoresponder uses a custom field to define a recipient’s first
name, select it here.
If your autoresponder uses a single field to define a recipient’s name,
select it in this field.

My “last name”
custom field is

If your autoresponder uses a custom field to define a recipient’s last name,
select it here.

If your autoresponder uses a single field to define a recipient’s name, leave
this field blank.

Send to existing
contacts

Select this to send the autoresponder to contacts who already belong to
the contact list.

For example, if you set up an autoresponder to send ninety days after a
contact was added to the list, contacts who were added to the list fewer
than ninety days ago will receive the autoresponder on the relevant date.

Sending options

Send this
autoresponder

Select As soon as the contact joins my list to send the autoresponder to
contacts immediately when they join the list.

Select After the contact has been on my list for to send the
autoresponder a specific number of hours, days, weeks, months or years
after the contact has joined the list. Enter the time in the fields that
display.

Advanced options

Send your email as
multipart?

Select this to send both HTML and text elements of a multipart
autoresponder to recipients. This allows a recipient’s email client to
choose the correct display method.

Note: Use this option if you are unsure. Also, use this option if you don't
provide your recipients with the ability to choose HTML or text
emails.

Track open rates
for html emails?

Select this to have Interspire Email Marketer track the proportion of
HTML autoresponders opened by their recipients.

Track links clicked
in this email?

Select this to have Interspire Email Marketer track the proportion of links
in this autoresponder that are clicked by the recipient.

You can view the results of clicked links in the Statistics > Autoresponder
statistics.

Embed images as
attachments?

Select this to embed the images you send in HTML emails, rather than
linking to them. This allows recipients to view the autoresponder offline,
but can increase the email size significantly.
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Table 19 Autoresponder: Sending Options
Autoresponder content

| want to * Select Create the content of my autoresponder from scratch if you
do not want to base this autoresponder on an existing template.

* Select Use a template as the basis of my autoresponder if you want
to base this autoresponder on an existing template.

Figure 106 Autoresponder: Select a Template

@' e bt a5 the bersis of my autoresponder 49

P T ]
Luston Lrail Templates
Flisver ful
Wirw Baile Tn Frmadl Templates
Uusiness

Gerveric 1 Meveshelber

aereris | Promniion

Gereeric 2 Promotion

Gereric 3 Mewsletber
Exarearic ) Fronnobion

Gerveric 4 Meveslel b
ereris 4 Promniion

izobial

Law Mewslaller

Select the template upon which you want to base this autoresponder.

7 Click Next. The autoresponder editor displays.
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Figure 107 The Autoresponder Editor

Create Autoresponder
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Note: If you selected Text only in the previous page, the HTML Content section in this page
does not display. Likewise, if you selected HTML only, the Text Content section in
this page does not display.

8 Specify how you want to build the HTML autoresponder.

e If you want to use the built-in WYSIWYG (What You See Is What You Get) editor in
this page, select Create content using the WYSIWYG editor below.

e If you want to use an HTML file on your computer, select Upload a file from my
computer. Click the Browse button that displays. A file upload window displays;
locate and select the file you want to use and click OK. Click Upload. The HTML
editor screen updates to show the new file.

* If you want to use a file from a page on the Internet, select Import a file from a web
site and enter the full URL (for example, “http://www.examplesite.com/
examplepage.html”) in the field that displays. Click Import. The HTML editor screen
updates to show the new file.

9 Customize the HTML email using the editor. See Using the HTML Editor on page 159
for more information.

10Customize the text email using the editor. See Using the Text Editor on page 195 for
more information.

11Check that your autoresponder will not be marked as spam by a recipient's email
client. Click Check your email for spam.

Note: This checks the text in your autoresponder against a list of known spam keywords.
However, it cannot guarantee that your autoresponder will be delivered to all
recipients.

Figure 108 Check Your Email for Spam

Check Your Email for Spam %]

Flaaza nota: The resuts bafow show'd be ured ar a guide anl and oo not guarantea that powr amailf wilf ba
dadivarad

Your email will be checked against a list of known spam keywords, The more keywaords that are found, the higher
wour rating will be and the less likely it is that vour conkacks will receive vour email, Learn More,

Q The HTML wersion of vour email does not break any spam rules,

&' The text version of wour email breaks the Following spam rules:

Rule Broken Score

Contains the word “iagra' 1.6
s — 1

vour emal rated 1.0 out of a spam threshald of 5. This means there is a high chance your email will be
delivered, but this is not guaranteed.

If either the HTML or text versions of your email break any rules, take note of the
offending text and edit the autoresponder to not include the term.

Click the [%]icon to close the Check your email for spam window.

Page 274 of 478



[120] USING AUTORESPONDERS AND TRIGGERS |

12 Check that your autoresponder displays correctly in a variety of common email clients.
Click View your email in different email programs. The Email Validation screen
displays in a new window (see Validating an Email on page 197). When you have
finished, close the window.

13 If you want to test the autoresponder by sending it to your own email address:

e Enter the email address from which you want to send the test email in the Send
preview from this email field.

e Enter the email address to which you want to send the test email in the Send
preview to this email field.

* To send the test email, click Preview your email campaign. Check the inbox of the
account you entered in the Send Preview to this Email field.

14 Finish the autoresponder:

* Click Save & keep editing to save the new autoresponder and remain in this screen
to make further changes.

* Click Save and exit to save the new autoresponder and go to the View Custom
Templates screen (see Managing Custom Email Templates on page 206).

e Click Cancel to return to the View Custom Templates screen without saving the
template. Any changes you made are lost.

Viewing and Managing Triggers

Toview the event triggers already set up in Interspire Email Marketer, click Autoresponders
in the navigation bar, then View triggers.

Note: Before you set up triggers, you need to enable scheduling (cron jobs). See Managing
Cron Jobs on page 250 for more information.

Figure 109 Viewing Triggers
Triggers

A trigger activates an action when a specific event occurs, such as sending a birthday email on a contacts birthday or adding a contact ko a new list when they click a link.

Create a Trigger. .. |

| Choose an action ;I 50 I
Results per page: | 10 - Pages: (Page 1 of 1) = | Back | 1 | Mext | =
O Name & & Created & Triggered By + & When &+ & Active &+ & Action
[T 58 xMas Offer 15 Dec 2008 Predefined Date Immediately After 4 Edit Copy Delete

(Page 1of 1) «|Back| 1| Mext|=
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Table 20 Viewing Triggers

Create a trigger Click this to set up a new trigger event. See Creating and Editing Triggers
on page 122 for information on the screen that displays.

Choose an action Select one or more triggers’ checkboxes, choose an item from the list, and

click Go to perform the action on the selected trigger (or triggers).

e Select Delete selected trigger(s) to remove the selected trigger (or
triggers) from Interspire Email Marketer. Deleted triggers cannot be
retrieved.

e Select Mark selected trigger(s) as active to enable the trigger (or
triggers).

e Select Mark selected trigger(s) as inactive to disable the trigger (or
triggers).

- Select a box belonging to a trigger before choosing an option from the
Choose an action list.

2 Select the box at the top of the column to select all triggers.

Name This displays the name that you assigned to this event trigger. This name
does not display to the public.

Created This displays the date on which you created the event trigger.

Triggered by This displays information about the type of event that sets off the trigger.

* Predefined date displays if you selected Based on a specific date
when you created the event trigger.

e Custom field displays if you selected Based on a contact's date field
when you created the event trigger.

e Link clicked displays if you selected Based on a link being clicked
when you created the event trigger.

e Email campaign opened displays if you selected Based on a email
campaign being opened when you created the event trigger.

When This displays information about when the relevant action occurs.

* Immediately after displays if you selected On or On the date when
you created the event trigger.

* [X] hours before displays if you selected Before [X] hours when you
created the event trigger.

Note: Even if you selected [X] days or [X] weeks when you created the
event trigger, the relevant number of hours displays.

* NJ/Adisplays if you selected an option other than those above when
you created the event trigger.

Active * Atick ( «" )displays if the trigger is enabled. The relevant action is
taken if the trigger event occurs.

e Across( # )displays if the trigger is disabled. The relevant action is
not taken if the trigger event occurs.

Action * C(Click Edit to modify the trigger. The Edit trigger screen’s General
settings tab displays (see Creating and Editing Triggers on page 122).

e C(lick Copy to create a new trigger with the same properties as the
original. The new trigger displays with Copy of prepended to its name.

e Click Delete to remove the trigger from Interspire Email Marketer.
Deleted triggers cannot be retrieved.
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Creating and Editing Triggers

e To create a new event trigger, click Autoresponders in the navigation bar, then click
View triggers. In the screen that displays, click the Create new trigger button.

* To edit an existing event trigger, click Autoresponders in the navigation bar, then click
View triggers. In the screen that displays, click the existing trigger’s Edit link.

The General settings tab displays.
Note: If you are editing an existing event trigger, additional tabs may also display.
The General Settings Tab

The General Settings tab displays when you create or edit an event trigger.

Figure 110 Create a New Trigger: General Settings

Create a Trigger
A trigger activates an action when a specific event occurs, such as sending a birthday email on a contacts birthday or adding a contact o a new lisk when they click a link.

Save | Cancel |

General Settings

Trigger Details
* Mame Vour Trigger:
(Such as ‘birthday discount trigger’. The name is for your reference only)

* pctivate This Trigger: ' Based on a contact's date Field

' Based on a specific date

€ Based on alink being clicked

' Based on a email campaign being opened
* Trigger The Actions: Please choose one of the radio button above First
* When Triggered: I send an email campaign

[T Add the contact to an additional contact list
[T Remove the contact From the contact lisk that they are in

* Is Trigger Active?: ¥ ‘tes, this trigger is active

Save I Cancel

Table 21 Create a New Trigger: General Settings

Name your trigger Enter a descriptive name for this event trigger. This name displays only in
the configuration interface, and not to your contacts.

Activate this trigger | Select the type of event that should set off this trigger, and configure the
additional fields that display. See Configuring Trigger Activation Options
on page 124 for information on configuring this field.
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Table 21 Create a New Trigger: General Settings

Trigger the actions Once you have selected an option in the Activate this trigger field, use

this field to configure when the action should take place, in relation to the

trigger event.

The fields that display depend on the option you selected in the Activate

this trigger field.

» Ifyou selected Based on a contact's date or Based on a specific date,
the following fields display:

Figure 111 Date-Based Trigger Options
lon =] |The date =] @

In the first field:
Select On to perform the action at the relevant time.

Select Before to perform the action before the relevant time. In the
additional fields that display, enter the required number of Hours,
Days or Weeks before the time.

Select After to perform the action after the relevant time. In the
additional fields that display, enter the required number of Hours,
Days or Weeks after the time.

In the second field:

Select The date to perform the action at the relevant time, and at no
other time.

Select The next anniversary of the date to perform the action at the
next month and day (ignoring the year), and at no other time.

Select Every anniversary of the date at the specified month and day,
every year.

e If you selected Based on a link being clicked or Based on a email
campaign being opened, one of the following fields display:

Figure 112 Email-Based Trigger Options
IWhen 'I Clicking the link. IWhen vI Cpening the email

Select When to perform the action at the moment the contact clicks
the link or opens the email.

Select After to perform the action at the moment the contact clicks the
link or opens the email. In the additional fields that display, enter the
required number of Hours, Days or Weeks after the event.
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Table 21 Create a New Trigger: General Settings
When triggered Use this field to specify what should happen when the trigger is set off:

Note: You can select multiple options in this field

e If you want to send an email to the contact when the trigger is set off,
select Send an email campaign.

Figure 113 When Triggered: Send Email Campaign

[# s=end an email campaign

l_lMontth Mewslettar ;I & @ Preview

The list that displays contains all the email campaigns currently
configured in Interspire Email Marketer. Select the required campaign
from the list.

Click Preview to open the selected email campaign in a new browser
window.

Note: When you select this option, the Sending options tab appears.
Remember to configure this tab before you save the trigger (see The
Sending Options Tab on page 126).

* If you want to add contacts to another contact list when the trigger is
set off, select Add the contact to an additional contact list.

Figure 114 When Triggered: Send Email Campaign
¥ &dd the contact to an additional contack list
L [ Leads For Sales Team o

imlemd will o o o
ents you have ticked will be selected)

Select the contact list (or lists) from the field that displays.
e If you want to delete the contact from the original contact list, select
Remove the contact from the contact list that they are in.

Note: If you do not additionally select Add the contact to an additional
contact list, the contact’s details cannot be retrieved.

Is trigger active? Select this option to enable the trigger. When the event occurs, the trigger
is set off.

Deselect this option to disable the trigger. When the event occurs, the
trigger is not set off.

Save Click this to save your changes in this screen and return to the View
triggers screen.

Cancel Click this to return to the View triggers screen without saving your
changes.

Configuring Trigger Activation Options

This section describes the options available in the Create a new Trigger screen’s Activate this
trigger field.

e If you want to base a trigger on a custom date field (for example, "Date of Birth"), select
Based on a contact’s date field. See Based on a Contact’s Date Field on page 125.
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Note: To use this option, the contact list that you select must have at least one custom date
field defined (for example “Date of Birth”). For more information on setting up
custom date fields and associating them with contact lists, see Creating and Editing
Custom Fields on page 130 and Configuring a Date Field on page 137.

Note: When you select this option, you may apply the trigger to only a single contact list.

* If you want to base a trigger on a date that you specify, select Based on a specific date.
See Based on a Specific Date on page 125.

Note: When you select this option, you may apply the trigger to multiple contact lists.

* If you want to base a trigger on when a contact clicks a link in an email, select Based on
a link being clicked. See Based on a Link Being Clicked on page 126.

Note: When you select this option, the trigger applies to all contact lists.

* If you want to base a trigger on when a contact opens an email, select Based on an
email campaign being opened. See Based on an Email Campaign Being Opened on
page 126.

Note: When you select this option, the trigger applies to all contact lists.

Based on a Contact’s Date Field

Select Based on a contacts date field to set off the trigger based on a custom date field (for
example, "Date of Birth").

Figure 115 Activate Trigger Based on Custom Date

@ Based on a contact's date Field

| Leads for Sales Team =
| Do =l
In the first list that displays, select the contact list to which you want to associate this

trigger. In the second list, select the custom date field on which you want to base this
trigger.

Based on a Specific Date

Select Based on a specific date to set off the trigger based on the date that you specify.

Figure 116 Activate Trigger Based on Specific Date

* Activate This Trigger: ' Based on a contact's date field

% Basedon a specific dake
Fri, 3 Apr 2009 | &
' Based on alink being clicked
' Based on 3 email campaign being opened

* fissign Trigger ko which Contack Lisk(s): [ Leads for Sales Team

Type here to search. ..
{nly visible contact lists{segments vou have ticked will be selected)
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First, click the calendaricon that displays () and select the date on which you want to base
this trigger. Next, select the contact list (or lists) to which this trigger should apply from the
Assign trigger list.

Based on a Link Being Clicked

Select Based on a link being clicked to set off the trigger based on when a contact clicks a
link in an email. In the first list that displays, select the campaign that contains the link. The
second list contains the target URLs of all the links in the campaign you select. Select the
required target URL.

Note: When you use this option, the email campaign that you select must contain at least
one link.

Figure 117 Activate Trigger Based on Link Being Clicked
(.: Based on a link being clicked

’“ | Test Campaign =1

| hiktp: f v goagle. com ;I

Based on an Email Campaign Being Opened

Select Based on an email campaign being opened to set off the trigger based on when a
contact opens an email.

Figure 118 Activate Trigger Based on Email Being Opened

% Based on a email campaign being opened
[ | Trade Show Follow Up ;I

The list that displays contains all the email campaigns currently configured in Interspire
Email Marketer. Select the required campaign.

The Sending Options Tab

This tab displays only when you select the Send an email campaign option in the General
settings tab.

Figure 119 Create a New Trigger: Sending Options

General Settings Sending Options

Trigger Sending Options

* Send From This Mame: Demo User &
* 2end From This Email Address: help@interspive . com L
* Send Reply Emails ko: helpi@interspire. com Lo
* Send Bounced Emails bo: &

My ‘First Mame' Custom Field is: | Plsase selact vour 'First Name' custom fisld | &

Iy ‘Last Mame' Custamn Field is: | Flease select your 'Last Mame' custom field ;I L=

Send Your Email as Multipart?: ¥ es, send the email as mulkipart &

Track Open Rates for HTML Emails?; ¥ ‘es, track opening of HTML emails &

Track Links Clicked in this Email?: ¥ es, track all links in this email campaign &

Embed Images as Attachments?: [ +es, embed images in the content &

Save I Cancel I

Page 281 0of 478



USING AUTORESPONDERS AND TRIGGERS | 127 |

Table 22 Create a New Trigger: Sending Options

Send from this name

This is the name of the person from which the triggered email will be sent.
This displays your user’s full name (specified in your user account settings;
see Creating and Editing User Accounts on page 232). If you want to use a
different name, enter the new name in this field.

Send from this email
address

This is the email address from which the triggered email will be sent.
This displays your email address (specified in your user account settings).
If you want to use a different name, enter the new name in this field.

Send reply emails to

This is the email address to which a contact’s reply email will be sent.
This displays your email address (specified in your user account settings).
If you want to use a different name, enter the new name in this field.

Send bounced emails
to

Enter the address to which undeliverable emails are sent.

My “first name”
custom field is

If you use a custom field to define a recipient’s first name, select it here.
If you use a single field to define a recipient’s name, select it in this field.

My “last name”
custom field is

If you use a custom field to define a recipient’s last name, select it here.
If you use a single field to define a recipient’s name, leave this field blank.

Send your email as
multipart

Select this to send both HTML and text elements of a multipart email
campaign to recipients. This allows a recipient’s email client to choose the
correct display method.

Note: Use this option if you are unsure. Also, use this option if you don't
provide your recipients with the ability to choose HTML or text
emails.

Track open rates for
html emails

Select this to have Interspire Email Marketer track the proportion of HTML
emails opened by their recipients.

Track links clicked in
this email

Select this to have Interspire Email Marketer track the proportion of links
in this email campaign that are clicked by the recipient.

You can view the results of clicked links in the Statistics > Email
campaign statistics.

Embed images as

Select this to embed the images you send in HTML emails, rather than

attachments linking to them. This allows recipients to view the email campaign offline,
but can increase the email size significantly.

Save Click this to save your changes in this screen and return to the View
triggers screen.

Cancel Click this to return to the View triggers screen without saving your

changes.
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Using Custom Fields

This chapter discusses how to use the Custom Fields menu in the navigation bar.

Figure 120 The Custom Fields Menu

|§ Contact Lists ~ ﬂ' Contacts ~ =] Email Campaigns [ Autoresponders = —| Custom Fields = illy Statistics ~

. . I
B View Custom Fields
Home Vieu}l and edit existing cuskom fields which
you've already created.
# Getting Started Guide Siitch bo Cuick Link & Create a Custom Field Days

T Custor fields store contact details, such
What would you like to do? as name or phone number,

It's easy ko get started, just Follow the simple skeps below:

Custom Fields Overview

Custom fields are placeholder variables that you can use to include contact-specific (or
contact-list-specific) information in your emails.

These variables can be used to represent three types of information:

e Information stored in Interspire Email Marketer about you and your company, and those
of other users. This type of information is specific to each contact list. See Using Contact
Lists on page 37 for more information on the fields, and Inserting Custom Fields on page
185 for information on inserting the fields into your emails.

e Links to functions of Interspire Email Marketer. These include links that allow users to
confirm that they want to receive emails, to stop receiving emails, to see a version of the
email stored on the Internet, or to see an archive of all emails sent to the relevant list.
See Inserting Custom Fields on page 185 for information on inserting the fields into your
emails.

* Information stored in Interspire Email Marketer about a contact (name, email address,
country, and so on). Before you can use contact-specific information, you must first
include it in your contact list. This means defining the custom fields (if they do not
already exist in Interspire Email Marketer) and then associating them with a contact list.
If you want to populate your contact list using a website form (which your contacts fill
in), you also need to include the field in your form.

Note: If you intend to use a custom field in your emails, and populate your contact list using
a website form, it is strongly recommended that you make the custom field
mandatory in the form. This will avoid leaving gaps in the text of emails you
subsequently send out.

Use the Custom fields menu in the navigation bar to view and define custom fields for
contact-specific information.

Page 284 of 478



[130] USING CUSTOM FIELDS

Viewing and Managing Custom Fields

To view an existing custom fields you already created, click Custom fields in the navigation
bar, then click View custom fields. This screen allows you to view and manage all the
custom fields configured in Interspire Email Marketer.

You can create, edit and delete custom fields in this screen.

Figure 121 Viewing Custom Fields

View Custom Fields
Custom Fields allows you to collect and store more information that just a contact's email address, such as their name, country, ete. Learn about custom Fields here.
Create a Custom Field..._| Delete Selected Results per page: I TR | Pages: (Page 1 of 1)« | Back | 1 | Mext |
[ Custom Field « &+ Created « & Type & & Mandatory Action
O _| example-field 05 Ock 2005 Text Figld es Edit Delete
| | [[=] First Name 20 Moy 2007 Text Figld YEs Edit Delete
O J Location 20 Mow 2007 Pick. List [0l Edit Delete
O l[Z] Registered 20 Mow 2007 Radio Buttons (0] Edit Delete

Table 23 Viewing Custom Fields

Create a custom field | Click this to define a new custom field. See Creating and Editing Custom
Fields on page 130 for information on the screens that display.

Delete selected Select a box belonging to one or more fields, then click this button to
delete the selected fields.
m Select a box belonging to a field before clicking the Delete selected
button.
= Select the box at the top of the column to select all fields.
Custom field This displays the name of the custom field.
Created This displays the date on which you created the custom field.
Type This displays the type of custom field. See Creating and Editing Custom
Fields on page 130 for information on the types of custom fields available.
Mandatory This displays Yes if a contact must complete this field to be added to the
contact list.
Action e Click Edit to modify a custom field. See Creating and Editing Custom

Fields on page 130 for information on the screens that display.
e C(Click Delete to remove a custom field from Interspire Email Marketer.
The field cannot be retrieved.

Creating and Editing Custom Fields
Take the following steps to create a custom field:

1 Click Custom fields in the navigation bar, then click Create custom field.

Page 285 of 478



USING CUSTOM FIELDS | 131 |

Figure 122 Create a Custom Field: Type and Name

Create a Custom Field

To create a custom field, start by giving it a name and choosing the tvpe of field you want ko create below, Click A%exf > to continue., Learn about custom fields here.

MExt = I Cancel I

Custom Field Details

* Cuskom Figld Tyvpe: ' Taut Field - o
' Multiine Text Field -
' humbers Dl -
" pick List -
O Checkbies -
€ Radio Buttons -

' Date Field -
* Custom Field Mame: | L2 4
Is This Field Required? [~ ‘es, contacks must fill in this Field bo be added to my lisk &
MExk 5 I Cancel I

2 Select the Custom field type:
e Select Text field to create a field into which the user may enter a single line of text.

e Select Multiline text field to create a field into which the user may enter multiple
lines of text.

* Select Numbers only to create a field into which the user may enter numerals only.

¢ Select Pick list to create a drop-down list box from which the user may select an
option.

* Select Checkboxes to create one or more check boxes from which the user may
select multiple options.

e Select Radio buttons to create one or more radio buttons from which the user may
select a single option.

 Select Date field to create a field from which the user may select a date. You can
limit the years available for selection.

3 Enterthe name for the field in the Custom field name field.

4 If you want Interspire Email Marketer to allow users to join a contact list only once they
have completed this field, select the Is this field required? check box.

5 Click Next. The fields that display in the next screen depend upon the Custom field
type you selected:

* If you selected Text field, see Configuring a Text Field on page 132.
* If you selected Multiline text field, see Configuring a Multiline Text Field on page
133.
* If you selected Numbers only, see Configuring a Numbers Only Field on page 133.
e If you selected Pick list, see Configuring a Pick List on page 134.
e If you selected Checkboxes, see Configuring Checkboxes on page 135.
e If you selected Radio buttons, see Configuring Radio Buttons on page 136.
e If you selected Date field, see Configuring a Date Field on page 137.
6 When you have completed the fields in this screen, click Next.
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Figure 123 Create a Custom Field: Select Contact List

Create a Custom Field
Choose which contact list(s) you'd like to associate this custom figld with and then click the Sawve button below,

Save | Cancel I

Select Contact Lists

* Contack Lists: [ Leads for Sales Team

[ Leads from Trade Show (Ock 20073

[~ Mewsletter Subscribers (From Produck Dema's)
[ Mewsletter Subscribers (From Website)

[T webcast attendees (Mow 2007

Tvpe here to search...
{Only wisible contact listsfsegments wou have ticked will be selected)

Save I Cancel |

7 Select the contact list (or lists) in which you want to use this custom field.

8 Click Save to finish configuring your custom field. The View custom fields screen
displays (see Viewing and Managing Custom Fields on page 130).

Configuring a Text Field

This section describes how to configure the screen that displays when you select Text field
in the Create a Custom Field: Type and Name screen (see Creating and Editing Custom
Fields on page 130).

Figure 124 Configuring a Text Field
Create a Custom Field

Fill out the Form below and then click Ay > to continue,

Mext == I Cancel I

Custom Field Details

€

Default Yalue:

Field Length: I L2
Mazimurmn Length: I @
flimimum Length: I .7

Mextk > I Cancel I

Table 24 Configuring a Text Field
Default value Enter the value that displays by default in the field you are configuring.

Note: If a contact fails to enter information in this field, this value displays
in the contact’s contact list entry.

Field length Enter the length of the field as you want it to display on your website.
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Table 24 Configuring a Text Field

Maximum length Enter the maximum number of characters a contact may enter in this
field.

Minimum length Enter the minimum number of characters a contact may enter in this field.

Next Click this to save your changes in this screen and proceed with configuring

your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring a Multiline Text Field

This section describes how to configure the screen that displays when you select Multiline
text field in the Create a Custom Field: Type and Name screen (see Creating and Editing
Custom Fields on page 130).

Figure 125 Configuring a Multiline Text Field
Create a Custom Field

Fill out the Form below and then click Aexé > to continue,

Mgk =5 I Canicel |

Custom Field Details

Default Yalue:

Murber of Rows:

I—
Murnber of Columns: I L2

._‘_:','

MNexk == | Cancel |

Table 25 Configuring a Multiline Text Field
Default value Enter the value that displays by default in the field you are configuring.

Note: If a contact fails to enter information in this field, this value displays
in the contact’s contact list entry.

Number of rows Enter the number of rows you want the text field to have.

Number of columns | Enter the number of columns you want the text field to have.

Next Click this to save your changes in this screen and proceed with configuring
your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring a Numbers Only Field

This section describes how to configure the screen that displays when you select Numbers
only field in the Create a Custom Field: Type and Name screen (see Creating and Editing
Custom Fields on page 130).
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Figure 126 Configuring a Numbers Only Field
Create a Custom Field

Fill aut the Form below and then click Atexd =2 to continue,

Mext =5 | Cancel I

Custom Field Details

Default Yalue: I .-
Field Length: | L]
Mazximum Length: I L
Mimirnum Length: | -
et =5 | Cancel

Table 26 Configuring a Numbers Only Field
Default value Enter the value that displays by default in the field you are configuring.

Note: If a contact fails to enter information in this field, this value displays
in the contact’s contact list entry.

Field length Enter the length of the field as you want it to display on your website.

Maximum length Enter the maximum number of characters a contact may enter in this
field.

Minimum length Enter the minimum number of characters a contact may enter in this field.

Next Click this to save your changes in this screen and proceed with configuring

your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring a Pick List

This section describes how to configure the screen that displays when you select Pick List in
the Create a Custom Field: Type and Name screen (see Creating and Editing Custom Fields
on page 130).
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Figure 127 Configuring a Pick List
Create a Custom Field

Fill out the Form below and then click Mext == to continue,

Mext == I Cancel I

Custom Field Details

€

* Instructional Text: I-- Please choose an option --

* List of Yalues:

Enter the list of

Fwalues For the
[Sort Walues Alphabetically

picklist above, Each walue should be separated by a new line,

Mext == | Cancel I

Table 27 Configuring a Pick List

Instructional text Enter the text that displays to tell the user how to configure the field.
List of values Enter all the options the user may pick from the list.
Sort values Click this to arrange the options from A to Z.

alphabetically

Next Click this to save your changes in this screen and proceed with configuring
your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring Checkboxes

This section describes how to configure the screen that displays when you select
Checkboxes in the Create a Custom Field: Type and Name screen (see Creating and
Editing Custom Fields on page 130).
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Figure 128 Configuring Checkboxes

Create a Custom Field

Fill aut the farm below and then click Mext == ta continue,

Mext == I Cancel |

Custom Field Details

= Each walue you enter [one per line) will have its own checkbox, For example, if you bype in Yes sENTER =0 =ERNTER =Mapbe then % separate checkbaoxes created,

* Lisk af Yalues:

Enter the list of walues far the checkbowes above, Each walue should be separated by a new line,

[ Sort Walues slphabetically

Mext == I Cancel I

Table 28 Configuring Checkboxes
List of values Enter all the options the user may select. Each option has a checkbox.

Sort values Click this to arrange the options from A to Z.
alphabetically

Next Click this to save your changes in this screen and proceed with configuring
your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring Radio Buttons

This section describes how to configure the screen that displays when you select Radio
Buttons in the Create a Custom Field: Type and Name screen (see Creating and Editing
Custom Fields on page 130).
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Figure 129 Configuring Radio Buttons
Create a Custom Field

Fill aut the form below and then click Mext = to continue,

Mext == I Cancel |

Custom Field Details

* Lisk of Walues:

Enter the list ol Far the radio buttons abowe, Each walue should be separated by a new line

F walues For
[Sort YWalues alphabetically

Mext == I Cancel I

Table 29 Configuring Radio Buttons

List of values Enter all the options the user may select (the user may select only one
option). Each option has a radio button.

Sort values Click this to arrange the options from Ato Z.
alphabetically

Next Click this to save your changes in this screen and proceed with configuring
your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.

Configuring a Date Field

This section describes how to configure the screen that displays when you select Date Field
in the Create a Custom Field: Type and Name screen (see Creating and Editing Custom
Fields on page 130).

Page 292 of 478



[138] USING CUSTOM FIELDS

Figure 130 Configuring a Date Field

Create a Custom Field

Fill aut the farm below and then click fert == ta cantinue,

Mext == | Cancel I

Custom Field Details

Default Walue: |

€

* Display Order [First): Iday !

* Display Order (Second): Im.-_,nu-, &

* Display Order [Third): Iyear &

* Skart Year: Izgug L7

# End Vear: |2003 -
Mext == I Cancel

Table 30 Configuring a Date Field

Default value Enter the date (or other text) that displays before the user selects
anything. You may leave this blank if you do not want anything to display.

Display order (first/ Select the order in which you want the day, month and year to display.
second/third)

Start year Enter the earliest year the user may select.
End year Enter the latest year the user may select.
Next Click this to save your changes in this screen and proceed with configuring

your custom field. See step 6 on page 131.

Cancel Click this to return to the View custom fields screen. See Viewing and
Managing Custom Fields on page 130.
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Using Statistics

This chapter discusses how to use the Statistics menu in the navigation bar.

Figure 131 The Statistics Menu

[ Contact Lists ~ & Contacts - [ Email Campaigns « [l Autoresponders + || Custom Fields + [illy Statistics «

[ Email Campaign Statistics
‘iews reports For each email campaign
you've sent,

Recent Activity [=4] Split Test Example % [E2] Split Test Exampls I& Exampls Contack Lis Copy of 5f

Home
& Split Test Statistics

# Getting Started Guide Swwitch bo Quick Links See how your spiit tests performed,
! including open and click rates.

i 7
What would you like to do = Autoresponder Statistics

! . ) :
It's easy to get started, just follow the simple steps below: See statistics For autoresponder emails

. ) you've setup,
1 want to create an email campaign

Use the point and click wizard to create an email in minutes. é@ Trigger Statistics
‘Wiews statistics For triggers that wou have
setup,

1 want to add or import contacts to my list
Enter contacts one-by-one or import them From your computer,

5 Contact List Statistics

~ See how your contact lists are arowing
aver time,

1 want to send an email blast to my list
Send an email you've created to contacks an your list(s),

User Account Statistics

A complete overview of every user in the
system, including emails sent,

1 want to see reports on my sent email

See who opened your email, which links they clicked and when,

& O

Statistics Overview

Use the statistics screens to view general and detailed information about Interspire Email
Marketer’s various subjects, such as email campaigns, split tests, autoresponders, triggers,
contact lists and user accounts. Each screen provides you with a variety of statistical
information.

e See Viewing Email Campaign Statistics on page 140 for information on viewing statistics
about the email campaigns you have sent out to your contacts.

e See Viewing Split Test Statistics on page 142 for information on viewing statistics about
the split tests you have performed.

e See Viewing Autoresponder Statistics on page 144 for information on viewing statistics
about the autoresponder you send out to contacts at predefined intervals.

e See Viewing Trigger Statistics on page 147 for information on viewing statistics about
the emails that Interspire Email Marketer has sent to contacts in response to trigger
events.

e See Viewing Contact List Statistics on page 149 for information on viewing statistics
about the behavior of the contacts in your contact lists.

e See Viewing User Account Statistics on page 152 for information on viewing statistics
about the users of Interspire Email Marketer (including yourself).
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e See Managing Statistics on page 153 for information on performing a variety of tasks in
the Statistics screens, such as exporting statistics, printing statistics, and using the
detailed statistics screens.

Viewing Email Campaign Statistics

To view statistics about email campaigns, click Statistics in the navigation bar, then click
Email campaign statistics.

Note: This screen displays information about only the campaigns you have already sent out.

This screen shows an overview of your email campaigns, and some basic statistics about
each. You can:

* View a campaign’s detailed statistics. These include statistics about the number of
opened emails, links, bounced emails, unsubscribed contacts, and forwarded emails.

e Export a campaign’s statistics to a CSV (Comma-Separated Value) file.

* Print a campaign’s statistics.

* Delete a campaign’s statistics from Interspire Email Marketer. The statistics cannot be

retrieved.

Figure 132 Viewing Email Campaign Statistics

Email Campaign Statistics

Email campaign statiskics allow wou to view detailed open, unsubscribe and bounce rates, see how many subscribers clicked on a link {F enabled), etc.

EChoose an action Ll G0 | Results per page: I 10 j' Pages: (Page 1 of 1) = | Back | 1| Mext | =
] :?gl?gpaign List Name 4 & Date Started «+ + Date Finished + # Recipients # # Unsubscribes ¢+ ¢ Bounces &« & Action
O I.H:I Trade Show Follaw Up 'Leads from Trade  Mowember 21 2007, Mowember 21 2007, g i 1 Misk EXbort Erint:Delete
Show (Ock 2007Y 5114 am Sii4 am dlett Lxport Brint Delee
‘Mewssletber
Introducing Our Latest  Subscribers (From  Mowvember 19 2007, Mowember 19 2007,

Praduct. .. Product Derna's)® 909 am Q14 an ST <l A ¥iow Export PNt Delete

Table 31 Viewing Email Campaign Statistics

Choose an action Select one or more email campaigns, select an option from the list and
click Go to perform the selected action.
'm Select a box belonging to an email campaign before choosing an option
from the Choose an action list.
O Select the box at the top of the column to select all campaigns.
Email campaign This displays the name of the email campaign.
name
List name This displays the name of the list with which this email campaign is
associated.
Date started This displays the date and time at which the campaign started sending.
Date finished This displays the date and time at which the campaign completed
sending.
Recipients This displays the number of contacts to whom the email campaign was
sent.
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Table 31 Viewing Email Campaign Statistics

Unsubscribes

This displays the number of contacts who subsequently unsubscribed
from the contact list using the link in the email.

Bounces This displays the number of emails sent in this campaign which could not
be delivered.
Action e Click View to see detailed statistics about the campaign. See Viewing

Detailed Email Campaign Statistics on page 141.

e Click Export to save a campaign’s statistics as a CSV (Comma-
Separated Value) file. See Exporting Statistics on page 153.

e C(Click Print to select the campaign’s statistics you want to print, view a
preview of the printed document, and send the print job to your
printer. See Printing Statistics on page 154.

e Click Delete to remove a campaign’s statistics from Interspire Email
Marketer. The statistics cannot be retrieved.

Viewing Detailed Email Campaign Statistics

To view detailed statistics about an email campaign, click Statistics in the navigation bar,
then click Email campaign statistics. Click a campaign’s View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on

these screens.

The Detailed email campaign statistics screen displays at the Statistics snapshot tab.

DOpen Stats

Statistics Snapshot

Figure 133 Detailed Email Campaign Statistics

Wiew a summary For email campaign 'Tntroducing Cur Latest Product...!, sent Movernber 19 2007, 9:09 am.

Link Stats Bounce Stats Unsubscribe Stats Forwarding Stats

Email Campaign Summary Chart

Click-through Rate: 74.52%
Bounced 207

Ernail Subject Introducing Our Latest Product... Opened (75 %)
Contact List Mewsletter Subscribers (From Product Dema's) Bounced (4 %) 207
Unopened (21 %)
Start Sending Mowember 19 2007, 9:09 am
I Bounced 4 %)
Finished Sending Movemnber 19 2007, 9114 am Unopened (21 %) 1,087
Sending Time 5 minutes, 4 seconds
Sent To 5,000 of 5,000
Senk By Demo User
Opened 3,726 | 3,726 Unigue Opens
Open Rate: 74.52%

1
\_/DDEHECI 2%

The following table describes the tabs in this screen.

Table 32 Detailed Email Campaign Statistics

Statistics snapshot

Use this tab to see general information about the email campaign, as well
as the number of opened, unopened and bounced emails. You can also see
the percentage of emails that were opened, and the click-through
percentage.

Open statistics

Use this tab to see information about the number and percentage of
emails in this campaign that were opened by their recipients. You can also
see the date on which an email was opened by an individual recipient, and
whether it was opened as HTML or plain text.
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Table 32 Detailed Email Campaign Statistics

Link statistics Use this tab to see information about the number and percentage of links
in this email campaign that were clicked by their recipients, as well as the
average number of clicks per email, and the most popular link in this
campaign. You can also see which individual recipients clicked a link, and
at what date and time.

Bounce statistics Use this tab to see information about the number and percentage of
undeliverable emails in this campaign, as well as the number of hard
bounces and soft bounces. You can also see the type of bounce (hard or
soft) for each bounced email, the exact reason that the email was not
delivered, and the date and time at which the bounce occurred.

Note: Hard bounces are emails that were not delivered because of a
permanent reason (for instance, the email account does not exist),
whereas soft bounces are emails that were not delivered for a
temporary reason (for instance, the recipient’s inbox was full).

Unsubscribe statistics | Use this tab to see information about the number of contacts who have
unsubscribed using a link in this email campaign. You can also see the
email address of each contact, the date and time at which the contact
unsubscribed, and the month with the greatest number of contacts
unsubscribing.

Forwarding statistics | Use this tab to see information about the number of contacts who have
forwarded this email campaign to their friends.

Viewing Split Test Statistics

To view statistics about the split tests you have performed, including the winner of each
test, click Statistics in the navigation bar, then click Split test statistics.

Note: This screen displays information about both manual and automatic split tests.

This screen shows an overview of your split tests, and the winner of each (if the test has
finished sending, and tracking information has been returned). You can:

* View a split test’s detailed statistics. These include information about the winning email
campaign (based on the criteria you selected), the number of opened emails, links
clicked, bounced emails, and unsubscribed contacts.

* Export a split test’s statistics to a CSV (Comma-Separated Value) file.

* Print a split test’s statistics.

 Delete a split test’s statistics from Interspire Email Marketer. The statistics cannot be
retrieved.

Figure 134 Viewing Split Test Statistics

Split Test Statistics

Split kest campaign statistics allow you o view detailed open, unsubscribe and bounce rates, see how many subscribers clicked on a link ekc,

|Choose Action ;l & | Results per page: | 10 - Pages: (Page 1 of 1)« | Back | 1 | Mext | »
- Split Test Name «++ Split Test Type «+# Sent To & Emails Sent & Winner Finished Sending + -+ Action
T & Example Spit Test Split Test Example;Contact 88 opltiTestExamplegversion 2 B 08 Apr 2009 6:21 am  VYiew Export Print Delete

List Split Test Example Yersion 1 =%
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Table 33 Viewing Split Test Statistics

Choose an action Select one or more split tests’ checkboxes, select an option from the list
and click Go to perform the selected action.

m Select a box belonging to a split test before choosing an option from the
Choose an action list.
L] Select the box at the top of the column to select all split tests.
Split test name This displays the name of the split test.
Split test type This displays the type of test:

e Split test displays if you selected Find a winning email and show me
the results when you created the test. The campaigns are sent to the
whole contact list in equal proportion, and the winner is displayed to
you.

* Best performing displays if you selected Find a winning email then
send it to my list automatically when you created the test. The
campaigns are sent to a small part of your contact list, and the winner
is automatically sent to the rest of the list.

Sentto This displays the name of the contact list, contact lists, or contact list
segments to which this test was sent.

Emails sent This displays the name of each email campaign that is part of this split
test.

Winner This displays the name of the winning email campaign (based on the

criterion you selected when you set up the test).

If no tracking information has been received, or all campaigns are
performing equally, None displays.

If the test has not yet finished sending, Still sending displays.

Note: Place the mouse pointer over the winner’'s name to see more
information.

Finished sending This displays the date and time at which the split test completed sending
the test emails.

Action e C(lick View to see detailed statistics about the split test. See Viewing
Detailed Split Test Statistics on page 143.

» C(Click Export to save a split test’s statistics as a CSV (Comma-
Separated Value) file. See Exporting Statistics on page 153.

e C(Click Print to select the split test’s statistics you want to print, view a
preview of the printed document, and send the print job to your
printer. See Printing Statistics on page 154.

* Click Delete to remove a split test’s statistics from Interspire Email
Marketer. The statistics cannot be retrieved.

Viewing Detailed Split Test Statistics

To view detailed statistics about a split test, click Statistics in the navigation bar, then click
Split test statistics. Click a test’s View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on
these screens.

The Detailed split test statistics screen displays at the Statistics snapshot tab.
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Figure 135 Detailed Split Test Statistics
Split Test Statistics for "Example Split Test 2"

Statistics Snapshot Dpen Statistics Link Statistics Bounce Statistics Unsubscribe Statistics

Split Test Campaign Statistics
Split Test Statistics Summary for Example Split Test 2

104
9]
8-
7]

5
4 ]
el

s i 0 0 i i i 0 0

T T T T
Qpens Clicks Bounces Unsubscribes

Split Test Example Yersion 3 Split Test Example Yersion 4

@D Mo winner For this split best is able to be determined yet,

Statistics Snapshot

Split Test Mame Example Split Test 2

Splic Test Type Split Test

Sent Ta Example Conkact Lisk

Ernails Sent Split Test Example Yersion 4, Split Test Example Version 3
Started Sending 10 Apr 2009 12:56 am

Finished Sending 10 Apr 2009 12:56 am

Send Size 10

The following table describes the tabs in this screen.

Table 34 Detailed Split Test Statistics
Statistics snapshot Use this tab to see general information about the split test, including the
best-performing email campaign, as well as:
* The number of opened emails of each type.
The number of clicks in each email (the click-through rate).
The number of bounced emails of each type.
The number of contacts unsubscribing from each email.

Open statistics Use this tab to see information about the number and percentage of
unique email opens for each email campaign in this test.

Link statistics Use this tab to see information about the number and percentage of links
in emails of each type in this test that were clicked by their recipients.

Bounce statistics Use this tab to see information about the number and percentage of
undeliverable emails of each type in this test.

Unsubscribe statistics | Use this tab to see information about the number of contacts who have
unsubscribed using a link in emails of each type in this test.

Viewing Autoresponder Statistics

To view statistics about autoresponders, click Statistics in the navigation bar, then click
Autoresponder statistics.

This screen shows an overview of your autoresponders, and some basic statistics about
each. You can:
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* View an autoresponder’s detailed statistics. These include statistics about the number
of autoresponders sent out and opened, links, bounced autoresponders, unsubscribed
contacts, and forwarded autoresponders.

* Print an autoresponder’s statistics.
* Delete an autoresponder’s statistics from Interspire Email Marketer. The statistics
cannot be retrieved.

Figure 136 Viewing Autoresponder Statistics

Autoresponder Statistics
Use aukoresponder statistics ko see which autoresponders are being sent, how many people are opening them and trends of those receiving them,
IChoose an action ;l Go | Results per page: 10 z Pages: (Page 1 of 1)« |Back | 1 | Mext | =
r Name this Autoresponder #+ & Contact List & Sent + #+ Recipients + & Unsubscribes #+ & Bounces & & Action
r |_|J:| Third Follow Up Leads for Sales Team ;?t‘;:';;:up 3 1 i] Wiew Print Delete
r ..hb Thanks for Trying Our Product Dema E?D%ﬂftttggrﬁgaﬁcribers {From Ia?trgrecsiggtni!; 4,538 430 48 Wigw Print Delete
r |_|.I]_'I Second Follow Up Leads for Sales Team g?tgrc';lirgsnup 4 1 1 Wiew Print Delete
T il et z0% off - Today Only Newsletterstbserbors/Rrome 1 66 hotr J8-¥S 240 54 Wiew Print Delets
Product Demo's) after signup e
- I.H:I First Follow Up Leads for Sales Team Ia?trgregzgtni!; 5 1 1] Wiew Print Delete
™ il & Few Tips to Get the Mast from Our Widgets  [ewsletter Subscribers (From - 24 hours g 255 56 View Print Delete
Product Demao's) after signup S e e

Table 35 Viewing Autoresponder Statistics

Choose an action Select one or more autoresponders, select an option from the list and click
Go to perform the selected action.

. Select a box belonging to an autoresponder before choosing an option
from the Choose an action list.
r Select the box at the top of the column to select all autoresponders.
Name this This displays the name of the autoresponder.
autoresponder
Contact list This displays the name of the list with which this autoresponder is
associated.
Sent This displays the time after signup that this autoresponder is sent.
Recipients This displays the number of contacts to whom the autoresponder has
been sent.
Unsubscribes This displays the number of contacts who subsequently unsubscribed
from the contact list using the link in the autoresponder.
Bounces This displays the number of autoresponders of this type that could not be
delivered.
Action e Click View to see detailed statistics about the autoresponder. See

Viewing Detailed Autoresponder Statistics on page 146.

e Click Print to select the autoresponder’s statistics you want to print,
view a preview of the printed document, and send the print job to your
printer. See Printing Statistics on page 154.

* C(Click Delete to remove an autoresponder’s statistics from Interspire
Email Marketer. The statistics cannot be retrieved.
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Viewing Detailed Autoresponder Statistics

To view detailed statistics about an autoresponder, click Statistics in the navigation bar,
then click Autoresponder statistics. Click an autoresponder’s View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on
these screens.

The Detailed autoresponder statistics screen displays at the Statistics snapshot tab.

Figure 137 Detailed Autoresponder Statistics

Autoresponder Statistics

Statistics Snapshot Open Stats Link Stats Bounce Stats Unsubscribe Stats Forwarding Stats Contact Information

Wiew a summary For aukoresponder ‘A Few Tips ta Get the Mast Frarm Cur Widgets'

Statistics Snapshot
Autoresponder Summary Chart

Ernail Subject Second Autoresponder

Contack Lisk Mewsletter Subscribers (From Product Demo's)

Sent To 4,085 fgereasa) Bounced (1 %) 55
Sent When 24 hours after signup Haaene (1o ]

Created By Demo User . Bounced (1 %) Hnepened (196,008

Opened 3,364 | 3,364 Unigue Opens

Bounced 56

' y
\_/pened (B2 %y 3

The following table describes the tabs in this screen.

Table 36 Detailed Autoresponder Statistics

Statistics snapshot Use this tab to see general information about the autoresponder, as well
as the number of opened, unopened and bounced autoresponders. You
can also see the percentage of autoresponders that were opened.

Open statistics Use this tab to see information about the number and percentage of
autoresponders that were opened by their recipients. You can also see the
date on which an autoresponder was opened by an individual recipient,
and whether it was opened as HTML or plain text.

Link statistics Use this tab to see information about the number and percentage of links
in this autoresponder that were clicked by their recipients, as well as the
average number of clicks per autoresponder, and the most popular link in
this autoresponder. You can also see which individual recipients clicked a
link, and at what date and time.
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Table 36 Detailed Autoresponder Statistics

Bounce statistics Use this tab to see information about the number and percentage of
undeliverable autoresponders, as well as the number of hard bounces and
soft bounces. You can also see the type of bounce (hard or soft) for each
bounced autoresponder, the exact reason that the autoresponder was not
delivered, and the date and time at which the bounce occurred.

Note: Hard bounces are autoresponders that were not delivered because
of a permanent reason (for instance, the email account does not
exist), whereas soft bounces are autoresponders that were not
delivered for a temporary reason (for instance, the recipient’s inbox
was full).

Unsubscribe statistics | Use this tab to see information about the number of contacts who have
unsubscribed using a link in this autoresponder. You can also see the email
address of each contact, the date and time at which the contact
unsubscribed, and the month with the greatest number of contacts
unsubscribing.

Forwarding statistics | Use this tab to see information about the number of contacts who have
forwarded this autoresponder to their friends.

Contact information | Use this tab to see information about the contacts to whom this
autoresponder has been sent.

Viewing Trigger Statistics

To view statistics about triggers, click Statistics in the navigation bar, then click Trigger
statistics.

This screen shows an overview of triggers you have set up, and some basic statistics about
each one. You can:

* View a trigger’s detailed statistics. These include statistics about the number of
contacts that have set off the trigger, the number of times a triggered email has been
opened, or bounced, and the number of triggered emails that remain unopened.

* Print a trigger’s statistics.

* Delete a trigger’s statistics from Interspire Email Marketer. The statistics cannot be
retrieved.
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Figure 138 Viewing Trigger Statistics

Trigger Statistics
See statistics For date and link based kriggers that you have sstup,
| Choose an action =1 il
Resulks per page: | 10 - Pages: (Page 1 of 1) « | Back | 1 | Mext | =
O Name 4 & Lrg;gered By When « & Action
O 53 Example Trigger Custom Field Immediately After Yiew Print Delete
(Page 1 af 1)« | Back | 1 | Mext | »

Table 37 Viewing Trigger Statistics

Choose an action Select one or more triggers, select an option from the list and click Go to
perform the selected action.

m Select a box belonging to a trigger before choosing an option from the
Choose an action list.
- Select the box at the top of the column to select all triggers.
Name This displays the name of the trigger.
Triggered by This displays information about the type of event that sets off the trigger.

* Predefined date displays if you selected Based on a specific date
when you created the event trigger.

e Custom field displays if you selected Based on a contact's date field
when you created the event trigger.

* Link clicked displays if you selected Based on a link being clicked
when you created the event trigger.

e Email campaign opened displays if you selected Based on a email
campaign being opened when you created the event trigger.

When This displays information about when the relevant action occurs.

e Immediately after displays if you selected On or On the date when
you created the event trigger.

e [X] hours before displays if you selected Before [X] hours when you
created the event trigger.

Note: Even if you selected [X] days or [X] weeks when you created the
event trigger, the relevant number of hours displays.

* NJ/Adisplays if you selected an option other than those above when
you created the event trigger.

Action e Click View to see detailed statistics about the trigger. See Viewing
Detailed Trigger Statistics on page 148.

* Click Print to select the trigger statistics you want to print, view a
preview of the printed document, and send the print job to your
printer. See Printing Statistics on page 154.

e Click Delete to remove a trigger’s statistics from Interspire Email
Marketer. The statistics cannot be retrieved.

Viewing Detailed Trigger Statistics

To view detailed statistics about a trigger, click Statistics in the navigation bar, then click
Trigger statistics. Click a trigger’s View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on
these screens.
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The Detailed trigger statistics screen displays at the Statistics snapshot tab.

Figure 139 Detailed Trigger Statistics
Trigger Statistics

The skatistics for the 'Example Trigger' trigger are shown below, Click on the tabs to see other reports.

Skatistics Snapshot Open Stats Link Stats Bounce Stats Unsubscribe Stats Fowarding Stats Contact Information Failed Send

A summary of the performance For the selected trigger is shown belaw:

Statistics Snapshot Activity for 'Example Trigger’
Sent To 0 Opened @ %)
Created By Demo User Unopened (100 %)
Opened 0 Tokal Opens | 0 Unique Opens
Bounced (0 %)
Bounced a

% 4

N 4

Unopened (100 %) 1

The following table describes the tabs in this screen.

Table 38 Detailed Trigger Statistics

Statistics snapshot Use this tab to see general information about the trigger, as well as the
number of opened, unopened and bounced trigger emails.

Open statistics Use this tab to see information about the number and percentage of
opens for trigger emails.

Link statistics Use this tab to see information about the number and percentage of links
in trigger emails that were clicked by their recipients.

Bounce statistics Use this tab to see information about the number and percentage of
triggered emails that were sent but could not be delivered.

Unsubscribe statistics | Use this tab to see information about the number of contacts who have
unsubscribed using a link trigger emails.

Forwarding statistics | Use this tab to see information about the number of contacts who have
forwarded triggered emails to their friends.

Contact information | Use this tab to see information about the contacts to whom this triggered
email has been sent.

Failed send Use this tab to see information about the number and percentage of
triggered emails that could not be sent.

Viewing Contact List Statistics

To view statistics about contact lists, click Statistics in the navigation bar, then click
Contact list statistics.

This screen shows an overview of your contact lists, and some basic statistics about each.
You can:
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* View an contact list’s detailed statistics. These include statistics about the domains to
which your contacts in this list belong, the number of emails sent to this list that are
opened, the number of links in emails to this list that are clicked, the number of emails
to this list that have bounced, the number of contacts who have unsubscribed from the
list, and the number of emails forwarded by this list's contacts.

* Print an contact list’s statistics.

Figure 140 Viewing Contact List Statistics
Contact List Statistics

Skatistics For your conkact lists will show you how many people have subscribed, unsubscribed, bounced and how active the list is at what times,

Results per page: 10 Pages: (Page 1 of 1)« |Back | 1 | Mext | =

Contact List &% Created & & Contacts & Unsubscribes & & Action
iy Leads for Sales Team 20 Now 2007 4 2 Wigw Prink
iy Leads From Trade Show (Oct 2007) 20 Mow 2007 7 1 Wiew Prink
uH.TI Mewsletter Subscribers (From Product Demo's) 19 Mow 2007 3,932 49 Wiew Prink
illy Mewsletter Subscribers (From Website) 20 Mow 2007 z a Wigt Prink
,_HJ webcast Attendees (Mow 2007) 20 Mo 2007 z 1] Wiew Print

Table 39 Viewing Contact List Statistics

Contact list This displays the name of the contact list.
Created This displays the date on which this contact list was set up.
Contacts This displays the number of contacts in this list.
Unsubscribes This displays the number of contacts who have unsubscribed from this
contact list.
Action * Click View to see detailed statistics about the contact list. See Viewing
Detailed Contact List Statistics on page 150.
* Click Print to select the contact list’s statistics you want to print, view a
preview of the printed document, and send the print job to your
printer. See Printing Statistics on page 154.

Viewing Detailed Contact List Statistics

To view detailed statistics about a contact list, click Statistics in the navigation bar, then
click Contact list statistics. Click a contact list's View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on
these screens.

The Detailed contact list statistics screen displays at the Contacts snapshot tab.
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Figure 141 Detailed Contact List Statistics
Contact List Statistics
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Total Unconfirmed Contacts: 0
Tatal Unsubscribes: 949 2
Total Bounces: 365
Total Forwards: 0
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The following table describes the tabs in this screen.

Table 40 Detailed Contact List Statistics

Contacts snapshot Use this tab to see general information about the contacts belonging to
this contact list. This includes a summary of the contacts in the list who are
unconfirmed, confirmed, have unsubscribed, have had emails bounced,
and have forwarded emails. The information is arranged by month.

Top 10 domain name | Use this tab to see information about the domains to which your
confirmed contacts confirmed contacts’ email addresses belong. This information is ranked
according to the number of email addresses belonging to a domain. You
can also see information about the number of contacts who are
confirmed, unconfirmed, have unsubscribed, have had emails bounced,
and have forwarded emails, ranked by domain.

Open statistics Use this tab to see information about the number and percentage of
emails that were opened by members of this contact list. You can also see
the date on which an email was opened by an individual recipient, and
whether it was opened as HTML or plain text.

Link statistics Use this tab to see information about the number and percentage of links
in emails that were clicked by their members of this contact list, as well as
the average number of clicks per email, and the most popular link overall.
You can also see which individual recipients clicked a link, and at what
date and time.
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Table 40 Detailed Contact List Statistics

Bounce statistics Use this tab to see information about the number and percentage of
undeliverable emails sent to this contact list, as well as the number of hard
bounces and soft bounces. You can also see the type of bounce (hard or
soft) for each bounced email, the exact reason that the email was not
delivered, and the date and time at which the bounce occurred.

Note: Hard bounces are emails that were not delivered because of a
permanent reason (for instance, the email account does not exist),
whereas soft bounces are emails that were not delivered for a
temporary reason (for instance, the recipient’s inbox was full).

Unsubscribe statistics | Use this tab to see information about the number of contacts who have
unsubscribed from this list. You can also see the email address of each
contact, the date and time at which the contact unsubscribed, and the
month with the greatest number of contacts unsubscribing.

Forwarding statistics | Use this tab to see information about the number of contacts in this list
who have forwarded emails to their friends.

Viewing User Account Statistics

To view statistics about Interspire Email Marketer’s user accounts, click Statistics in the
navigation bar, then click User account statistics.

Note: Configure user accounts in the User account screens; see Configuring User Accounts
on page 231.

This screen shows an overview of your contact lists, and some basic statistics about each.
You can View an user account’s detailed statistics.

Figure 142 Viewing User Account Statistics

User Account Statistics
Click the Kiawlink next to a user account below to see detailed statistics including number of emails sent for a particular time period.
Results per page: I 1a j’ Pages: (Page 1 of 1) « | Back | 1 | Mext | =

Username & Full Name « & Activity Status User Type Action

£ demo Demno User Arkive System Adrministratar Wieay

Table 41 Viewing User Account Statistics

Username This displays the user’s Interspire Email Marketer username.

Full name This displays the user’s full name.

Activity status This displays Active if the user may log into Interspire Email Marketer and
send emails.
This displays Inactive if the user exists in the system, but may not log in or
send emails.

User type This displays the user’s privilege level. See Configuring User Permissions
on page 236 for more information.

Action Click View to see detailed statistics about the user. See Viewing Detailed
User Account Statistics on page 153.
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Viewing Detailed User Account Statistics

To view detailed statistics about a user account, click Statistics in the navigation bar, then
click Contact list statistics. Click a contact list's View link.

Note: See Using the Detailed Statistics Screens on page 156 for further information on
these screens.

The Detailed contact list statistics screen displays at the Contacts snapshot tab.

Figure 143 Detailed User Account Statistics

User Account Statistics

User Account Statistics Emails Sent

Wiew a summary for user 'Demo User'

Statistics Snapshot User Summary Chart
User Created Movember 19 2007, 357 am Opened (75 %)
Bounced (4 %): 208
User Last Logged In October 7 2008, 10026 pm

Unopened (21 %)
Last Email Campaign Sent  Movember 21 2007, 3:14 am . Bbe i)
Contack Lisks 7 Unopened (241 %) 1,062
Autoresponders Created 6
Ernail Campaigns Sent z

Ernails Sent 5,005

Total Opens ST | /
Tatal Unique Cpens 3,732
Opened (75 %
Total Bounces: 208

The following table describes the tabs in this screen.

Table 42 Detailed User Account Statistics

User account Use this tab to see statistics about the user’s creation date and last login
statistics (snapshot) | date, the number of email campaigns, autoresponders and contact lists
the user has created, and the number of opened and bounced emails the
user has sent out.

Emails sent Use this tab to view the number of emails the user has sent in a given
period.

Managing Statistics

This section describes how to export statistical information to a CSV (Comma-Separated
Values) file, print statistics, and use the Detailed statistics screens.

e Forinformation on Exporting Statistics,see page 153.
 Forinformation on Printing Statistics,see page 154.

e Forinformation on Using the Detailed Statistics Screens,see page 156.

Exporting Statistics

Take the following steps to export statistics to a CSV file:
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1 Click Statistics in the navigation bar, then click the option you want to export. In the
screen that displays, click an entry’s Export link. Alternatively, select multiple entry’s
checkboxes and select Export from the Choose an action menu.

2 The page reloads. An information bar displays.

Note: This example shows the information bar for Email campaign statistics.

Figure 144 Exporting Statistics

@ The stakistics for the selected campaians have been exported., Click here to download the data,

3 If you want to see the CSV file in your browser, click the Click here link.

If you want to save the file to your computer, right-click the link and select Save link
as.... A dialog box displays. Use the dialog box to save the exported CSV file.

Printing Statistics

Take the following steps to print out statistics:

Note: If you have a PDF generation application (such as Adobe Acrobat) you can also create
a PDF file.

1 Click Statistics in the navigation bar, then click the option you want to print. In the
screen that displays, click an entry’s Print link. Alternatively, select multiple entry’s
checkboxes and select Print from the Choose an action menu. The Print Statistics
screen displays.

Note: This example uses the screens for Email campaign statistics. The screens for other
types of statistics are similar.

Figure 145 Printing Statistics
Print Email Campaign Statistics [x]

Please choose which statistics you would like to print:

¥ Statistics Snapshot

W Opens Summary
™ Include details of 3726 people who have opened this email

v Link Clicks Summary
[ Include details of 3726 people who have clicked on a link

[¥ Bounce Summary
[ Include details of 207 people who have bounced

W Unsubsctibe Summary
[ Include details of 175 people who have unsubscribed

¥ Forwards Summary
[ Include details of 0 people who have forwarded this email

Frint | Preview | Cancel |

2 Select the types of statistics you want to include in the printed output.
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3 Click Preview to see how the printed output will look. The preview opens in a new
browser window.

Figure 146 Printing Statistics: Preview
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4 Close the preview window. In the Print Statistics screen, click Print. A print dialog box
opens.

Figure 147 Printing Statistics: Print Dialog
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Select the printer you want to use. Click Properties to configure the print job further.
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Note: If you want to make a PDF file and have a PDF generation application (such as Adobe
Distiller), select the application from the Name menu.

5 Click OK to send the print job to the printer.

Using the Detailed Statistics Screens

When you click a View link in one of the statistics screens, a Detailed statistics screen
displays. This screen contains multiple tabs, each of which displays a different subset of
information about the subject (see the section on each screen for information on each tab).

Each detailed statistics screen shares many features:

o Use the list at the left of each screen to see detailed statistical information about the
relevant subject.

Figure 148 Detailed Statistics: Detailed List

[l Contact Summary

+ Total Confirmed Contacts; 3,932
+ Total Unconfirmed Contacts: 0

+ Total Unsubscribes: 949

+ Total Bounces: 365

+ Tokal Forwards: 0

e Each Detailed statistics screen opens at the Snapshot tab. In most instances, this
screen contains a circular pie chart (those that do not contain a pie chart contain a

timeline).

Figure 149 Detailed Statistics: Pie Chart

Email Campaignh Summary Chart

Opened (75 %)
Bounced (4 %) 207
Unopened (21 %)

I Bounced 4 %)
Unopened {21 %) 1,067

\_/pened gam

To display information about a segment of the chart, place the mouse pointer over the
segment, or an item in the key on the left.

To make a segment more visible by detaching it from the rest of the chart, click the
segment or the corresponding item in the key.

e Screens that do not contain a pie chart contain a timeline.
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Figure 150 Detailed Statistics: Timeline

This displays the number of instances on the y (up) axis, and the time on the x (across)
axis.

Note that the timeline runs from right to left; the most recent information is on the left,
next to the y axis.

* Control the timeline by defining its Date range.

Figure 151 Detailed Statistics: Date Range

5] Date Range: I,q|| Tirne 'I 30 I

Select the time period you want to view from the drop-down list. If you select Custom,
select the start and end dates in the fields that display.

Figure 152 Detailed Statistics: Custom Date Range
%] Date Range: [ Custam -] e | [1 B | S R =lfaan =lfzor =]

e Beneath the graphical representation of the information in the screen is a list of all the
relevant records represented in the pie chart or timeline. Use this list to see each
individual record.

Figure 153 Detailed Statistics: Individual Records

Email Address « & Date Opened & Opened Email As « &
emai+-2268@domain. com December 12 2007, 3:08 pm HTML Email
email+735@dormain, com December 12 2007, 3:06 pm HTHML Email
email+1454@domain.com December 12 2007, 3:04 pm HTML Email

e Some screens contain a list box that allows you to refine the statistics in the screen. For
example, you can see information on all links clicked by recipients, or select a specific
link to see statistics. Select the option from the list, then click Go.

Figure 154 Detailed Statistics: Refine Lists

| - wiew stats For all links - =l an |
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Editing HTML and Text

Interspire Email Marketer provides a full-featured WYSIWYG (What You See Is What You
Get) HTML editor, including an HTML code editor and preview function, as well as a plain-
text editor.

Use these editors to create and modify templates, emails, autoresponders, and other HTML
and plain-text features.

Note: See the relevant section of this user’s guide for information on how to reach the
editing screen for each type of HTML or plain-text feature.

You can also validate your email, ensuring that it displays correctly in a variety of popular
email clients.

e See Using the HTML Editor on page 159 for information on the WYSIWYG editor.

e See Using the Text Editor on page 195 for information on the plain-text editor.

e See Validating an Email on page 197for information on checking how you email displays
in popular email clients.

Using the HTML Editor

Interspire Email Marketer’s built-in HTML editor is an HTML design tool that allows you to
easily create and modify your emails. You can use the WYSIWYG editing tool, work directly
with HTML code, and preview your email.

HTML Source Options

In some instances of the HTML editor, you have a choice of how to build the HTML
document.

e |If you want to use the built-in WYSIWYG (What You See Is What You Get) editor in
this page, select Create content using the WYSIWYG editor below.

* If you want to use an HTML file on your computer, select Upload a file from my
computer. Click the Browse button that displays. A file upload window displays;
locate and select the file you want to use and click OK. Click Upload. The HTML
editor screen updates to show the new file.

* If you want to use a file from a page on the Internet, select Import a file from a web
site and enter the full URL (for example, “http://www.examplesite.com/
examplepage.html”) in the field that displays. Click Import. The HTML editor screen
updates to show the new file.

HTML Editor Overview

The HTML editor is divided into three sections.
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Figure 155 HTML Editor Overview
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e Use Design Tools to control how text and images display, import material, create
hyperlinks and a variety of other tasks. See Using Design Tools on page 160 for more
information.

* Use the Editing Window to control text blocks and image placement, and write your
email’s text content. See Using the Editing Window on page 187 for more information.

e Use Tags and Tabs to switch between the Editing Window, the Source Window and
the Preview Window, and to show or hide the advanced Design Tools. You can also see
and select the HTML tags that relate to a selection in the WYSIWYG editor. See Using
Tags and Tabs on page 192 for more information.

Using Design Tools

The Design Tools allow you to edit every aspect of your HTML document.
Note: Not all fields are available for all documents.

Note: Not all elements shown here display in Simple mode. To view all elements, click
Complete mode at the bottom of the screen. See Using Tags and Tabs on page 192.
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Figure 156 HTML Design Tools
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Table 43 HTML Design Tools

Theme| | Theme Click this to choose the text color scheme for your document.
o Select a color to change all heading text to a matching color.
If you choose No color, the document’s default text color
scheme is used.

If you want to use a color that does not display in the list, click
More Colors. An advanced color picker displays. Select the
color you want to use, or enter its RGB (Red, Green, Blue)
values, and click OK.

Fullscreen mode Click this to expand the HTML editor to occupy the full
browser window. When in fullscreen mode, click this icon
again to return to windowed mode.

Undo Click this to undo the last change you made to the document.

Redo Click this to repeat the last change you made to the
document.

Paste Click this to place the contents of the clipboard into the

& [l B

document at the insertion point.

e If you want to paste an image or formatted text, select
Paste.

¢ If you want to paste text, while removing text formatting,
select Paste as Plain Text.

 If the contents of the clipboard were taken from Microsoft
Word, select the Paste from MS Word option. This
removes formatting tags.
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Table 43 HTML Design Tools (continued)

Find and replace Click this to find and replace specific text. The Find/Replace
' window displays.

Figure 157 The Find/Replace Window
Find wehat:

[ Find Next |

Replace with:

I Close |
I Mateh caze Replace |
r Match whale ward only

Replace All |

e Enter the term you want to find in the Find what field. If
you want to replace the text with another term, enteritin
the Replace with field.

* If you want your search to be case-sensitive (for example,
“Search Term” is not the same as “search term”), select
Match case.

e If you want to search for complete words only (so a search
for “sea” does not return a match for “search”), select
Match whole word only.

e (Click Find Next to search for the term you entered in the
Find what field.

* Click Replace to replace the highlighted text with the term
you entered in the Replace with field.

* C(Click Replace All to find every instance of the search term
you entered in the Find what field, and replace them with
the term you entered in the Replace with field.

¢ Click Close to close the Find/Replace window.
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Table 43 HTML Design Tools (continued)
"‘:":} Check spelling Click this to check the spelling of the text in your document.

* Ifyou select text before clicking this icon, only the selected
text is checked.

* Ifyoudo notselect any text before clicking this icon, all the
text in the document is checked.

Interspire Email Marketer checks the text. Any words that

appear to be spelled incorrectly are highlighted. Click a

highlighted word to see some suggestions.

Figure 158 Check Spelling
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* Click a suggestion to replace the misspelled word with the
suggested word.

* Click Ignore to move on to the next word, or click Ignore
All to finish the spell check.

e If you want to allow a highlighted word in future spell
checks, click Add to Dictionary.

italic, to remove the italics.

Insert ordered list

Bold Click this to bold the selected text or, if the text is already
bolded, to remove bolding.

Underline Click this to underline the selected text or, if the text is already
underlined, to remove the line.

Italic Click this to italicise the selected text or, if the text is already

Click this to insert a numbered list. If you select paragraphs
already in the document and click this, the text is converted to
anumbered list.

Insert unordered list

Click this to insert a bulleted list. If you select paragraphs
already in the document and click this, the text is converted to
a bulleted list.

Align left Select text in the document and then click this to align the text
to the left side of its text box.

Align center Select text in the document and then click this to align the text
to the center of its text box.

Align right Select text in the document and then click this to align the text
to the right side of its text box.

Justify Select text in the document and then click this to align the text
to both the left and right sides of its text box.

Help Click this to see online help for the HTML editor from the

Interspire Email Marketer knowledge base.

Page 318 0f 478




[164] EDITING HTML AND TEXT

Table 43 HTML Design Tools (continued)

Remove text
formatting

Select text and click this to return the text to its default state.

Increase indent

Select text and click this to increase the space between the
text and the left side of its text box.

i

Decrease indent

Select text and click this to decrease the space between the
text and the left side of its text box.

Subscript

Select text and click this to reduce the text in size and drop it
below the regular level.

Superscript

Select text and click this to reduce the text in size and raise it
above the regular level.

B x [x]

g
h

Insert link

Select text, then click this to turn the text into a hyperlink. The
Link screen displays.

See Creating and Editing Hyperlinks on page 165 for more
information.

2

Create email link

Select text, then click this to turn the text into a link that a

recipient can click to send an email to the address that you
specify.

See Creating and Editing Email Links on page 169 for more
information.

&

Insert / modify anchor

Click this to insert an anchor at the insertion point.

Select an existing anchor and click this to edit the anchor’s
name.

A window displays. Enter the new Anchor Name and click OK.

[y

Insert or modify an
image

Click this to upload an image to the Interspire Email Marketer
server and insert it at the insertion point.

Select an existing image to edit its properties.

See Inserting and Editing Images on page 170 for more
information.

Table functions

Click this to see a menu that allows you to create and modify
HTML tables.

See Creating and Editing Tables on page 173 for more
information.

|l

Form functions

Click this to see a menu that allows you to create and modify
HTML forms.

See Inserting and Editing Forms on page 177 for more
information.

Modify page
properties

Click this to see and edit basic information about the HTML
page. See Modifying Page Properties on page 185 for more
information.

Insert a custom field

Click this to insert a custom field. Custom fields use variables
to include information defined elsewhere. Most of these
variables are different for each subscriber (*contact’s email
address”, for example).

You can also define variables that are specific to each contact
list.

See Inserting Custom Fields on page 185 for more information.

Font name Select the font family that you want to use for the selected
text. If no text is selected, the change affects the entire
paragraph.

Font size Select the font size that you want to use for the selected text.

If no text is selected, the change affects the entire paragraph.
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Table 43 HTML Design Tools (continued)

Format Select the heading style that you want to use for the selected
text. If no text is selected, the change affects the entire
paragraph.

A Font color Select text and click this to assign the color that displays to the
— text.

To view a color picker, click the triangular icon next to the
button. Click a color to assign the color to the text.

If you want to use a color that does not display in the list, click
More Colors. An advanced color picker displays. Select the
color you want to use, enter its RGB (Red, Green, Blue) values,
or enter its hex value, and click OK.

ab » Highlight Select this and click this to highlight the text. Highlighting text
adds a colored background to the text.

To view a color picker, click the triangular icon next to the
button. Click a color to assign the color to the text
background.

If you want to use a color that does not display in the list, click
More Colors. An advanced color picker displays. Select the
color you want to use, enter its RGB (Red, Green, Blue) values,
or enter its hex value, and click OK.

E| Insert horizontal line | Click this to add a horizontal line at the insertion point. If the
insertion point is in a paragraph, the paragraph is split into
two.

Insert character Click this to insert a non-standard character. Select the
character that you want to insert in the window that displays.

Show borders Click this to see element borders. Click it again to hide

element borders.

Creating and Editing Hyperlinks

Use the Link screen to create and edit hyperlinks that allow recipients of your email to click
through to web pages on the Internet or files stored on the Interspire Email Marketer server.

Note: The file to which you are linking must be available on the Internet. If you are linking to
afile that is not already available on the Internet, you can make it available by
uploading it to the Interspire Email Marketer server. See Uploading Files and Images
to the Interspire Email Marketer Server on page 167.

Note: For information on links that allow a recipient to send an email, see Creating and
Editing Email Links on page 169.

To access the Link screen, click the Insert Link ( % ) icon in the HTML editor (see Using the
HTML Editor on page 159).
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Figure 159 The Link Screen
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e If you want to link to an existing web page on the Internet, enter the full URL in the Link

Location field.

e See Creating Pre-defined Links on page 167 for information on creating links related to
common Interspire Email Marketer features (unsubscribing from the contact list, for

instance).

e See Specifying Window Type on page 167 for information on specifying the type of
window in which the link opens.

e See Uploading Files and Images to the Interspire Email Marketer Server on page 167 for
information on hosting linked files on the Interspire Email Marketer server so they can
be accessed by your email’s recipients.

The following table describes the labels not discussed in the above-mentioned sections.

Table 44 The Link Screen: Common Fields

Anchor If the document contains named anchors, select the destination anchor
from the list. When a recipient clicks the link, the email displays with the
anchor’s location at the top of the screen.

Style If your document has styles defined, you can select a Style to have the link
display using the selected style.

Insert link Once you have set up your hyperlink, click this to place the link in your
email document.

Remove link If you are editing a hyperlink, click this to remove the link. The plain text
remains in your email document.

Cancel Click this to close the Link screen without saving any changes.
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Creating Pre-defined Links

Alternatively, use one of the Pre-defined Links to allow the recipient to take action related
to Interspire Email Marketer.

Table 45 The Link Screen: Pre-defined Links

Link to Contact List Use this link to allow a user to see all the emails that have been sent to this
Archives contact list in the past.
This option uses the %%mailinglistarchive%% variable.

Web Version of Email | Use this link to allow a user to view the HTML version of this email, stored
on the Interspire Email Marketer server, in their default web browser.
This option uses the %%webversion%% variable.

Unsubscribe Link Use this link to allow users to remove their email addresses from the
contact list.
This option uses the %%unsubscribelink%% variable.

Specifying Window Type

If you want to specify the type of window in which the link opens, select an option in the
Target Window field. The HTML code displays in the field to the left.

Table 46 The Link Screen: Target Window Options

None No HTML | Select this if you do not want to specify the type of window in
which the link opens.

Same frame _self Select this to have the link open in the same window as the
original email. If the original email uses frames, the new file
opens in the same frame as the link.

Whole page _top Select this to have the link open in the whole page of the
original email. If the original email uses frames, the new file
removes the frames.

New window _blank Select this to have the link open in a new browser window.

Parent frame _parent Select this to have the link open in the parent frameset. Use
this option when the original email uses multiple framesets.

Uploading Files and Images to the Interspire Email Marketer Server

If you want to link to or embed a file that is not already available on the Internet (such as an
image or another HTML file on your computer), use the file list on the left of the Links or
Images screen. When you upload a file from your computer to this list it is automatically
hosted on the Interspire Email Marketer server, and can be accessed over the Internet.

e Use the Links screen to upload files you want a recipient to access via a hyperlink. See
Creating and Editing Hyperlinks on page 16s5.
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e Use the Images screen to upload images you want to embed in your email document.
See Inserting and Editing Images on page 170.

Table 47 Link and Images Screens: Uploading Files and Images

Upload File

Enter the filepath of the file on your computer that you
want to upload to the Interspire Email Marketer server.
Alternatively, use the Browse button to locate the file.

Browse

Click this to locate a file you want to upload to the
Interspire Email Marketer server.

A File Upload window displays. Locate the file and click
Open. Then, click Go to upload the file.

Go

Once you have selected a file to upload (the filepath
displays in the Upload File field) click this to upload the
file.

Upload more files

Upload more images

Click this to see two more fields where you can upload
more files. Click each field’s Browse button to select the
file you want to upload.

Note: The Upload more files button displays in the Links
screen, and the Upload more images button
displays in the Images screen.

New folder

Click this to create a new folder for uploaded files on the
Interspire Email Marketer server. The current directory
path displays above the list.

A window displays in which you can name the new folder.
Enter the new name and click OK.

Rename selected file/
folder

Select a file or folder and click this to rename the file or
folder.

Note: Click a folder’s icon to select it.

A window displays in which you can rename the folder.
Enter the new name and click OK.

Delete selected file/
folder

Select a file or folder and click this to remove the file or
folder.

Note: If you delete a folder, all files and subfolders within
the folder are also deleted.

Preview selected file

Select a file and click this to see a preview of the file. A
new window opens, displaying the file. Close the window
to return to the Link screen.

Note: This icon displays only in the Link screen.

Download selected
file

Select a file and click this to download the file to your
computer.

Note: This icon displays only in the Link screen.
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Table 47 Link and Images Screens: Uploading Files and Images

Toggle thumbnails Click this to show or hide image thumbnails.
Note: This icon displays only in the Images screen.
il Setimage as Select an image and click this to use the image as the
background background for your document. If the image is not the

same size as the document, it is repeated (tiled).

Note: This icon displays only in the Images screen.

Creating and Editing Email Links

Use the Email Link screen to create and edit links that recipients can click to send an email
to the address that you specify. Email links use the HTML mailto command. Take the
following steps to create or edit an email link:

1 To create a new email link in your document, select text in the HTML editor (see Using
the HTML Editor on page 159) and click the Create email link button ( 31).

To edit an existing email link, select the link in the document and click the Create
email link button.

The Email Link screen displays.

Figure 160 The Email Link Screen
Link Email

Erter the required infarmation and click on the "OK" button to create a link to an email
address in your webpage.

f

Etnail Aclddress: |

Subject: |

Shyle: | hd I

In=ert Link | Remove Link | Cancel I

2 Enter the Email Address to which you want the email to be sent.

3 If you want to specify the email subject (for example, "Response to Newsletter #15"),
enter the subject line in the Subject field.

4 If your document has styles defined, you can select a Style to have the link display
using the selected style.

5 Click Insert Link to place the email link in your document.

Alternatively, click Remove Link to return the selected text in your document to its
default state.

Click Cancel to close the Email Link screen without saving any changes.

The email link displays in the HTML editor.
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Inserting and Editing Images

Use the Images screen to insert or edit an image in your document.

e Toinsert animage, access the HTML editor (see Using the HTML Editor on page 159).
Place the insertion point where you want the image to appear, then click the Insert or
modify an image button (|.J)).

e Toeditanimage, access the HTML editor. Select the image you want to edit, then click
the Insert or modify an image button.

You can also resize, drag and drop images in the editing window. See Using the Editing
Window on page 187.

Note: Interspire Email Marketer allows you to use the following image types in your
document: bitmap (.bmp), graphics interchange format (.qgif), JPEG (.jpg), portable
network graphics (.png), tagged image file format (.tif or .tiff).

Figure 161 The Images Screen

Images |
Uplozd File: External Image:
Browse. .. | Gol Ihttp:,.",." Lo |
Upload more images
i |abl [} )
fadminftempiuser2
Al tedt: I Barder: ID
Wittt I Height: I
Hotiz I— X I—
Space: Wett Space:
Aligr: IElaseIine vl Shyle: I vI
Title: I Reset Properties
Eciit Imzage I Insert Image | Cancel |

Images in your documents must be uploaded to the Interspire Email Marketer server, or
available elsewhere on the Internet. Use the fields on the left side of this screen to upload
images to the Interspire Email Marketer server, and configure the server’s file structure. See
Uploading Files and Images to the Interspire Email Marketer Server on page 167 for
information on these fields.

The following table discusses the fields on the right side of this screen.

Table 48 The Images Screen

External image If the image you want to insert is available on the Internet, but not on the
Interspire Email Marketer server, enter the full URL here (“http://
www.examplesite.com/exampleimage.jpg”, for instance).

Load Enter animage’s URL in the External image field and click this to display
the image in the image field below.
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Table 48 The Images Screen (continued)

View preview in new | This icon displays once you have selected an image from the Interspire
window ( # ) Email Marketer server, or entered a URL in the External image field and
clicked Load.

Click this icon to open a new browser window, displaying the selected
image at full size.

Alt text Enter the text that displays if the image is unavailable (for example, if the
server is offline or the recipient’s email client blocks images).

Note: Not all email clients support Alt text.

Border Specify the width of the border around the image. Enter O if you do not
want a border around the image.

Note: To change the border color, insert the image and then use the Font
color tool (A ) to select the new border color.

Width Specify the width of the image in pixels.

Note: This field is configured automatically when you select or load an
image; you do not need to change it if you do not want to resize the
image.

Height Specify the height of the image in pixels.

Note: This field is configured automatically when you select or load an
image; you do not need to change it if you do not want to resize the

image.
Horiz space Enter the amount of empty space to left and right of the image in pixels.
Vert space Enter the amount of empty space above and below the image in pixels.
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Table 48 The Images Screen (continued)

Align Select where the image should display in relation to the paragraph of text
in which it is placed. Bear in mind that not all HTML viewers display
aligned images in exactly the same way.

Baseline: this aligns the image with the baseline of the text.

_The gquick brown fox jumps over the lazy dog.  _

Top: aligns the image with the top of the tallest possible letters in the line
of text (even if there are no tall letters).

Middle: in most browsers, this aligns the baseline of the line of text with
the middle of the image.

‘,Ss’ _The guick brown fox jumps over the lazy dog. . _

However, in some browsers this aligns the middle of the text with the
middle of the image (like ABSmiddle).

e@»@ 8 _The guiek brownfox pamps-over the tazy deg— -

Bottom: this behaves the same as Baseline.

R . .

_The guick brown fox jumps aover the lazy dog.  _
In some older browsers, “bottom” referred to the absolute bottom of the
text (including letters with “tails,” such as g and y).
TextTop: this is very similar to Top. This aligns the image with the tallest
actual letters in the line of text.

ABSmiddle: this aligns the middle of the text with the middle of the
image.

&
K
<
ABSbottom: this aligns the bottom of the image with the absolute
bottom of the text, including letters with “tails,” suchasgandy.

—The quiek brownfox jmps-ever the lazyr deg— -

N
M _The quick brown fox jumps over the lazy dog, _
Left: this places the image at the left margin. Text flows around the
image.

& The quick brown fox jumps over the
\V” lazy dog. The quick brown fox jumps
over the lazy dog. The quick brown

fox jumps over the lazy dog. The quick brown
fox jumps over the lazy dog.

Right: this places the image at the right margin. Text flows around the
image.

The quick brown fox jumps over the &

lazy dog. The quick brown fox jumps @

over the lazy dog. The quick brown b3

fox jumps over the lazy dog. The quick brown
fox jumps over the lazy dog.
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Table 48 The Images Screen (continued)

Style If your document has styles defined, you can select a Style to have the
image display using the selected style.

Title Enter a title for the image. In most HTML viewers, this displays when the
recipient places the mouse pointer over the image. However, not all email
clients support this.

Note: If you want nothing to display when the recipient places the mouse
pointer over the image, leave this blank.

Reset properties Click this to return the image properties to their default values.

The image’s Width and Height return to their full size values.

Any information in the following fields is deleted: Alt text, Border, Horiz
space, Vert space, Align, Style and Title.

Editimage Click this to open the image in a new window and edit it using the Snipshot

online image editing tool.

At the time of writing, this tool allows you to:

* Resize theimage.

e Crop theimage.

e Enhance the image.

* Adjust the image’s aspect ratio, tilt (horizontal angle), exposure,
contrast, saturation, hue and sharpness.

* Rotate the image.

e Turn a colorimage to greyscale.

See www.snipshot.com for more information.

Note: This field displays only when you are inserting a new image.

Insertimage Click this to place the image into your document at the insertion point.

Note: This field displays only when you are inserting a new image.

Modify image Click this to save your changes to the image and return to the HTML
editor.

Note: This field displays only when you are editing an existing image in
your document.

Cancel Click this to close this window and return to the HTML editor without
saving your changes.

Creating and Editing Tables
In HTML, tables allow you to arrange information in horizontal rows and vertical columns.

e Toinsert a table, access the HTML editor (see Using the HTML Editor on page 159).
Place the insertion point where you want the table to appear, then click the Table
functions button (1) and select Insert table. The Insert table screen displays (see
Inserting a Table on page 173).

e To edit a table, access the HTML editor. Select the table you want to edit, then click the
Table Functions button.

You can also resize tables, and add rows and columns, in the editing window. See Using
the Editing Window on page 187.

Inserting a Table

Take the following steps to insert a table in a document:
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1

In the HTML editor, click the Table functions button (1) and select Insert table. The
Insert table window displays.

Figure 162 Insert Table

¢ Enter the required information and click on the "OK" button to insert a table into
your webpage.
Rowvs: [i CelPacding [2
Columnz: |1 Cell Spacing: |2
Wyicith: |1 0% Height: I
Back ol 2
C;c;r?mun l— @'. Border: |1—
Aligr: I - l Style: I = l
Ok I Cancel |
2 Enter the number of horizontal Rows and vertical Columns you want your table to

have.

Enter the number of Cell Padding pixels you want to give your table. Cell padding
inserts space between the edges of each table cell and the text inside the cell.

Enter the number of Cell Spacing pixels you want to give your table. Cell spacing
inserts space between the cells in your table.

Define the Width of your table. You can define the table width in pixels by entering an
integer (for example, “150"), or as a percentage of the recipient’s browser window by
entering a percentage (for example, “75%").

Define the Height of your table, if required. As with the Width, enter an integer to
define the table height in pixels, or enter a percentage value to define the table height
as a percentage of the recipient’s browser window. If you leave this value blank, the
table’s default height is equal to the text height, plus cell padding and spacing for each
row, multiplied by the number of rows.

If you want to define a Background color for the table, click the color pickericon ( ).
Alternatively, enter a color’s hex value (“#ffffff", for instance).

If you want your table to have a Border, specify its width. If you want a table with no
borders, enter “0” in this field.

Note: The border does not display in the Edit screen; click the Preview tab (see Using Tags

9

10

11

and Tabs on page 192) to see the table as it will display in the recipient’s email client.

In the Align list, select how you want the table to be displayed in its container.
* Select Left to have the table display at the left-hand margin.

* Select Right to have the table display at the right-hand margin.

 Select Center to have the table display in the middle of the container.

If your document has styles defined, you can select a Style to have the table display
using the selected style.

Click OK. Your table displays in the HTML editor.
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Alternatively, click Cancel to close the Insert table screen without making any
changes.

Modifying Table Properties

Take the following steps to change the properties of an existing table in a document:

1 Inthe HTML editor, click inside the table you want to modify.

2 Click the Table functions button (1) and select Modify table properties.The Modify
table properties screen displays.

Figure 163 Modifying Table Properties

¥ Erter the required information and click on the "OK" button to modify the
properties of vour table.
Background Color: I#ffffDD By Cell Padding: |2
Border: I'I Cell Spacing: |2
Wicith: |1 0% Heighit: I
Al I center - | Style: I - |
Ok I cancel I

3 Make the changes to the table’s properties. The fields that display are the same as
those in the Insert table scree. See Inserting a Table on page 173 for information on
how to modify the fields.

4 Click OK. The changes to your table display in the HTML editor.

Alternatively, click Cancel to close the Modify table properties screen without making
any changes.

Modifying Cell Properties

Take the following steps to change the properties of a cell in an existing table in a
document:

1 Inthe HTML editor, click inside the cell you want to modify.
Note: Interspire Email Marketer supports the modification of one cell at a time.

2 Click the Table functions button (1) and select Modify cell properties.The Modify
cell properties screen displays.
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Figure 164 Modifying Cell Properties

modify the properties of your table cell.

Erter the regquired information and click on the "OK" button to

Backaround I_ Cell VAicth:
Color: @!_

’ Cell Heighit:
Horizontal left = =l he
Align:

Style:

wertical | miclclle vl
Aliggr:

J|

OK

I Cancel |

3 If you want to define a Background color for the cell, click the color pickericon ( & ).
Alternatively, enter a color’s hex value (“#ffffff”, for instance).

4 Enter the Cell width and Cell height, if required. The Cell width field affects all cells in
the same column as the selected cell, and the Cell height field affects all cells in the

same row as the selected cell.

5 Inthe Horizontal Align list, select how you want text or images to display in the

selected cell.

* Select Left to have the text orimage display at the left-hand cell margin.

e Select Right to have the text orimage display at the cell’s right-hand margin.

 Select Center to have the text orimage display in the horizontal middle of the cell.

6 Inthe Vertical Align list, select how you want text or images to display in the selected

cell.

* Select None to have the text or image display in its default vertical location.

e Select Top to have the text or image display at the upper cell margin.

e Select Middle to have the text or image display at the vertical middle of the cell.

e Select Bottom to have the text or image display at the bottom cell margin.
7 Click OK. The changes to your cell display in the HTML editor.
Alternatively, click Cancel to close the Modify cell properties screen without making

any changes.

Inserting and Deleting Columns

Take the following steps to add a column to a table in a document:

1 Inthe HTML editor, select a table cell next to which you want to add a column.

2 Click the Table functions button (1). Select Insert column to the right or Insert

column to the left.

The new column displays in the HTML editor.

Take the following steps to delete a column from a table in the HTML editor:

1 Inthe HTML editor, select a table cell in the column you want to delete.

2 Click the Table functions button (_1). Select Delete column.

The column is deleted from the table.
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Inserting and Deleting Rows

Take the following steps to add a row to a table in a document:

1 Inthe HTML editor, select a table cell above or below which you want to add a row.
2 Click the Table functions button (_1). Select Insert row above or Insert row below.
The new row displays in the HTML editor.

Take the following steps to delete a row from a table in a document:

1 Inthe HTML editor, select a table cell in the row you want to delete.
2 Click the Table functions button (_1). Select Delete row.
The row is deleted from the table.

Increasing and Decreasing Column Span

Take the following steps to merge a table cell into the column to its immediate right
(increase column span) or split a table cell from a cell with which it was previously combined
(decrease column span):

Note: A cell can be split down to a single column width, and no further.

1 Inthe HTML editor, select a table cell in the column you want to modify.
2 Click the Table functions button (_1).

3 Select Increase column span to merge the cell with the cell to its right, or select
Decrease column span to split a multi-column cell from its rightmost section.

The cell displays in the HTML editor at its modified width.

Increasing and Decreasing Row Span

Take the following steps to merge a table cell into the row beneath it (increase row span) or
split a table cell from a cell with which it was previously combined (decrease column span):

Note: A cell can be split down to a single row height, and no further.

1 Inthe HTML editor, select a table cell in the column you want to modify.

2 Click the Table functions button (_1).

3 Select Increase row span to merge the cell with the cell beneath it, or select Decrease
row span to split a multi-row cell from its lowest section.

The cell displays in the HTML editor at its modified width.

Inserting and Editing Forms

HTML forms allow recipients of your email to perform a variety of tasks. They can enter
information in form fields, select options using radio buttons, check boxes and list boxes,
and click buttons to send or reset the form. Furthermore, hidden form fields in your emails
do not display in the recipient’s email client, but convey information back to you when a
form is sent.
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Forms reference scripts in order to perform the required action. These scripts may be
located on the Interspire Email Marketer server, or on another server on the Internet.
Alternatively, forms can use an HTML mailto command to email the form contents to a
specified address.

When you want to add a form to your document, first insert a new form and then add the
required fields to the form.

Note: Bear in mind that popular email clients handle forms differently. Some clients do not
display forms, whereas others do not permit full form functionality. An alternative to
using forms in your email is to link to a page on your website where a recipient can
perform the required task.

Inserting a Form
Take the following steps to add a form to a document:

1 Inthe HTML editor, place the insertion point where you want the form to appear. Click
the Form functions button (1 ) and select Insert form. The Insert form screen
displays.

Figure 165 Insert Form

g Enter the required information and click on the "OK" button to insert
& farm inta your webpage.

Iarme

Action:

i

hdethod: Mone

Ok | cancel |

2 Enter the Name you want to give this form.

Note: If this form references a script that specifies the form by name, the Name must be
identical to the name in the script.

3 Inthe Action field, specify the location of the script you want this form to reference,
for example:

http://www.somesite.com/somefolder/examplescript.php

Note: If you do not enter the full URI, Interspire Email Marketer automatically appends its
server information to the location you specify.

Alternatively, you can specify an email address to which to send the form’s content;
use the following format:

mai lto:someaccount@somesite.com

4 Select the Method this form uses.
¢ Select None if you do not want to specify the form submission method.
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* Select Get if you want the form content to be transmitted as a URI. The form
content is added to the URI specified in the Action field, using a question mark (*?”)
as a separator. For example:

http://www.somesite.com/somefolder/examplescript.php?name=value

* Select Post if you want the form content to be transmitted as a message (using an
HTTP POST operation) to the URI specified in the Action field. The message
contains the form content in the following format:

namel=valuel&name2=value2&name3=value3

5 Click OK to insert the form, or click Cancel to close the Insert form window without
saving any changes. See Inserting and Modifying Form Fields on page 179 for
information on adding the form fields you require.

Modifying Form Properties
Take the following steps to change the properties of an existing form in a document:
1 Inthe HTML editor, select the form you want to modify. Click the Form functions
button ( 1) and select Modify form properties. The Modify form properties screen
displays.

2 Make your changes to the form. The fields that display in this screen are the same as
those in the Insert form screen; see Inserting a Form on page 178.

3 Click OK to modify the form, or click Cancel to close the Modify form properties
window without saving any changes.

Inserting and Modifying Form Fields

Once you have created a form in your HTML document (see Inserting a Form on page 178)
you can insert the form fields you require.

Click the Form functions button (1 ). Select one of the options from the list that displays:

e Inserting a Text Field on page 179

¢ [nserting a Text Area on page 180

Inserting a Hidden Field on page 181
e Inserting a Button on page 181

* Inserting a Checkbox on page 182

Inserting a Radio Button on page 182

Inserting a List Box on page 183

Note: To modify an existing form field, select the field in the HTML editor. Click the Form
functions button (21 ). The options that display are the same as before, except
“Insert” is replaced with “Modify” in each option. The screens that display when you
click the options are also the same.

Inserting a Text Field
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A text field is a simple, one-line field in which a user may enter data.
1 Click the Form functions button and select Insert Text Field.

Figure 166 Insert Text Field

’ Enter the required information and click on the "OK" button to insert
a text field into your webpage.

Mame: I Initial ' alue: I

Character I— fzimum l—
Whictth: Characters:

Type: Text - Style: I i l

Ok I Cancel I

2 Enterthe field’s Name. This is displayed next to the user-entered value when the form
contentis sent.

3 If you want text to display in the field before the user enters anything, enter the text in
the Initial value field.

4 Specify the Character width, if required, and enter the maximum number of text
characters the user may enter in the Maximum characters field.

5 If you want the text in this field to display as asterisks (“*”) select Password in the Type
field. Otherwise, select Text.

6 If your document has styles defined, you can select a Style to have the field display
using the selected style.

7 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a Text Area
A text area is a text field with multiple lines, in which a user may enter data.
1 Click the Form functions button and select Insert Text Area.

Figure 167 Insert Text Area

Enter the required information and click on the "OK" button ta insert
atext area into your webpage.
Marme: I Initial “/alue: I
Character l— Lines: I
Whicith:
Style: I vl
Ok | Cancel |

2 Enterthe field’s Name. This is displayed next to the user-entered value when the form
content is returned.

3 If you want text to display in the field before the user enters anything, enter the text in
the Initial value field.

4 Specify the Character width, if required.
5 Enter the number of lines of text to display (the text area’s height) in the Lines field.
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6 If your document has styles defined, you can select a Style to have the field display
using the selected style.

7 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a Hidden Field

A hidden field is a form field that does not display on the screen, but contains data to be
sent as part of the form content when the form is returned.

1 Click the Form functions button and select Insert Hidden Field.

Figure 168 Insert Hidden Field

1 Enter the required information and click on the "Ok"
button to insert a hidden field into your webpage,

Mame: I

Initizl ' alue: I

Ok I Cancel |

2 Enterthefield's Name. This is displayed next to the initial value when the form content
is sent.

3 Enter the field value in the Initial value field. Since this is a hidden field, there is no
opportunity for the user to change this value.

4 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a Button

Use buttons to allow the user to submit (send) or reset (clear) the form in which they appear,
or to include the button’s value in the form content.

1 Click the Form functions button and select Insert Button.

Figure 169 Insert Button

Erter the required information and click on the "CK" button to insert
& Button into your webpage.

Mame: Initial %' alue:

Type: I Suibamit vl Style: I vl

Ok | Cancel |

2 Enter the button’s Name.
3 Enter the text that displays on the button in the Initial value field.
4 Select the Type of button you want to create:

* Select Button to create a default button.

 Select Submit to create a button that sends the form in the manner you specified in
the Insert form screen (see Inserting a Form on page 178).
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¢ Select Reset to create a button that returns the fields in the form to their default
values (blank or displaying their Initial values).

5 If your document has styles defined, you can select a Style to have the button display
using the selected style.

6 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a Checkbox

Checkboxes ( [¥ ) allow users to select options in a form. Use checkboxes when a user may
enter multiple choices from a range of options.

Note: Unlike radio buttons, when multiple checkboxes in the same form have the same
Name, a user may select multiple checkboxes, or none. For this reason it is advised to
use checkboxes when a user may select all, none, or a variety of options.

1 Click the Form functions button and select Insert Checkbox.

Figure 170 Insert Checkbox

g Enter the reguired information and click on the "OK" button to insert
a checkBox into your webpage.

Mame: I Initizl “alue: I
Initial State: IUnchecket vl Style: I vl
Ok I Cancel I

2 Enterthe checkbox’s Name.

3 Enter an Initial value field. This value will be returned along with the Name when the
form is sent.

4 Select the Initial State of the checkbox:
¢ Select Unchecked to have the button empty (off) by default.
* Select Checked to have the button selected (on) by default.

5 If your document has styles defined, you can select a Style to have the checkbox
display using the selected style.

6 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a Radio Button

Radio buttons ( {*") allow users to select options in a form. Use radio buttons when a user
may select only one of a range of options.

When multiple radio buttons in a form have the same Name, only one may be checked at a
time.
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Note: Unlike checkboxes, radio buttons cannot be “unchecked” (deselected) by clicking on
them a second time. The only way to deselect a radio button is to select another radio
button in the form with the same Name. For this reason, it is advised to use radio
buttons when the user must select one option or another (for example, “Yes, | want to
receive updates” or "No, | don‘t want to receive updates”) and to specify one of the
radio buttons as selected by default (use the Initial state list).

1 Click the Form functions button and select Insert Radio Button.

Figure 171 Insert Radio Button

¢ Enter the required infarmation and click on the "COK" button to insert
a checkBox into your webpage.

Iarme: I Initizl value: I
Initisl State: I Unchecke: + I Style: I vl

Ok | Cancel |

2 Enter the radio button’s Name. Give all radio buttons in the same options list the same
Name.

3 Enter an Initial value field. This value will be returned along with the Name when the
form is returned.

4 Select the Initial State of the radio button:
* Select Unchecked to have the radio button empty (off) by default.
* Select Checked to have the radio button selected (on) by default.

5 If your document has styles defined, you can select a Style to have the radio button
display using the selected style.

6 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting a List Box

List boxes, also known as select fields, allow users to select an option from a drop-down or
static list.

1 Click the Form functions button and select Insert Select Field.
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Figure 172 Insert List Box

y Enter the required information and click on the "OK" button to insert a select field into your
webpage,
Ml [ Mairitain Options:
Current Options: _I Text:
s :
Walle:
Selected: |
[~
st | Upoate
Type: I Single Select LI Delete
Size: |D
Style: I - I
Ok | Cancel |

2 Enter the radio button’s Name.

3 Configure the Maintain options fields. These fields allow you to populate the Current
options list and specify the Values that are returned in the form.

e Enter the Text that you want to display in the list.

e Enter the Value for the list option. Note that the Value returned and the Text
displayed may be completely different, if required.

e Select Selected if you want the list option to be selected by default.
e Click Add to include the option in the list.

* Select an option in the list, edit it, and click Update to save the changes.
Alternatively, click Add to keep the option with its old values and create a new
option with the new values.

 Select an option in the list and click Delete to remove it from the list.
4 Select the Type of list:

* Select Single select to allow the user to select only one option.

e Select Multiple select to allow the user to select multiple options.
5 Enter the height of the list box (in text rows) in the Size field:

* Enter O (default) to have the list display in a single row with a drop-down icon (Single
select) or in the same number of rows as list options (Multiple select).

e Enter 1 (Multiple select only) to have the list display in a single row with no drop-
down icon. This is not recommended.

e Enter 2 or higher (Multiple select only) to display the specified number of rows. The
user may navigate the list using the scroll bar on the right of the list box.

6 If your document has styles defined, you can select a Style to have the list display
using the selected style.

7 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.
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Modifying Page Properties
Take the following steps to modify your document'’s basic settings, including background
and color setup:

Note: You do note need to modify the Page Title, Description, or Keywords in the Page
properties window. These properties are standard HTML, but are designed for web
pages and are not relevant when creating HTML emails.

1 Inthe HTML editor, click Modify page properties ( ).

Figure 173 Page Properties

Background Image: I

Background Color: I#ffffff l
Text Color: I#DDDDDD a'v
Link Colar: I#Uuuuee &v

Ok, | Cancel |

2 Specify a Background image by pasting the image’s URL into the field. If the image is
larger than the HTML browser window, it is repeated (tiled).

Alternatively, specify a Background color by clicking the color picker icon ( & ) or
entering the color’s hex value (“#ffffff”, for instance).

3 If you want to change the default Text color or Link color (the color of text associated
with a hyperlink) click the appropriate color picker, or enter a color’s hex value in the
appropriate field.

4 Click OK to save your changes and close the window. Alternatively, click Cancel to
close the window without saving any changes.

Inserting Custom Fields

Custom fields allow you to include recipient-specific variables in your email campaigns,
without manually configuring each email. This is similar to the mail merge feature available
in some word processing, spreadsheet and database applications.

Custom fields use variables that refer to information configured and listed elsewhere. The
information contained in most variables is different for each subscriber (*contact’s email
address”, for instance).

You can also define variables that are specific to each contact list.

Custom field variables are identified in the editor by the pair of percentage symbols to right
and left of the variable name. For instance, if you define a “city” custom field, the variable
appears in your document as “%%city%%".

Take the following steps to insert a custom field into your document:

1 Inthe HTML editor, place the insertion point where you want the custom field to
display. Click Insert a custom field ().
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Figure 174 Custom Fields
Insert a Custom Field

' Click a list to see its available custom fields, or choose one of the general custom figlds shown
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The General custom fields that display are standard fields built into Interspire Email
Marketer.

General custom fields relating to your company are specific to each contact list. For
example, you can specify different contact phone numbers for different contact lists. Define
these fields in the Contact lists > Create a contact list screen, or the Contact lists > View
contact lists > Edit screen, for each contact list.

The other custom fields that display are those you created yourself, and are arranged by the
contact list with which they are associated. Click a contact list name to see the fields with
which it is associated. If a custom field is associated with more than one contact list, it
appears in both lists.

The following table describes the built-in General custom fields:

Table 49 General Custom Fields

Contact list name | %%l 1 stname%% The name of the contact list to which the
contact belongs.

Unsubscribe link | %%unsubscribel 1nk%% A hyperlink recipients can click to remove
themselves from the contact list.

Contact’'semail | %%emai laddress%% The email address to which the email is

address sent.

Email %%conTirml ink%% A hyperlink recipients can click to confirm

confirmation link that they want to receive your emails.

Subscribe date %%subscribedate%% The date on which the contact was added to
the contact list.

Link to web %%webversion%% A hyperlink recipients can click to see the

version of this HTML version of the email, stored on the

email Interspire Email Marketer server.

Link to contact %%mai linglistarchive%% | A hyperlink recipients can click to see the
list archive HTML versions of all emails sent to the
contact list to which they belong, stored on
the Interspire Email Marketer server.
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Table 49 General Custom Fields

Company name | %%companyname%% Your company’s name.

Company %%companyaddressh% Your company’s address.

address

Company phone | %%companyphone%% Your company’s telephone number.
number

Using the Editing Window

Use the editing window in the HTML editor to:

Add and delete text blocks (see page 187).

e Compose and edit text (see page 187).

Manipulate images (see page 188).

Manipulate text and image containers (see page 189).
e Compose and edit HTML (see page 191).

e Preview your email (see page 192).

Adding and Deleting Text Blocks

When you are using a document containing text blocks, you can easily add and delete
blocks using the (L) and & icons that display.

Note: This option is not available in all documents.

Figure 175 Text Block Icons

Corient Block Heading

e Clickthe add block icon ( (.3)) to insert a duplicate of the selected block directly after the
selected block.

e Click the delete block icon (&) to remove the selected block from the document.

Note: When there is only one block remaining in an HTML section (a table cell), the delete
block icon does not display.

Composing and Editing Text

You can use the HTML editor’s Edit tab to compose and edit text directly, in the same way
as you would with a standard word processor or standalone web authoring tool.
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Place the insertion point where you want to create, edit or paste text. Use the text-related
tools in the Design tools section of the editor to control the text formatting.

You can also right-click over text to display shortcuts to text-related design tools (see Using
Design Tools on page 160).

Figure 176 Right-Click (Text)
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Manipulating Images
The HTML editor’s Edit tab allows you to drag-and-drop images, and change their size and
aspect ratio.

You can also right-click over an image to display shortcuts to image-related design tools
(see Using Design Tools on page 160).

Figure 177 Right-Click (Image)

b | Cut
B3 Copy
\E} Paste

Paste as Plain Text

Paste from MS Word
&l Modify Image Properties. ..
?gy Create or Modify Link. ..
%7 cCheck Speling...

Dragging-and-dropping an Image

To drag-and-drop an image, select the image and, holding the left mouse button down,
drag it to the desired location (the new location must be within an HTML section capable of
containing images). The cursor indicates the exact position to which the image will move.
Release the left mouse button.
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Note: The way in which an image displays is controlled by its image properties. To change
the properties, select the image and click the Insert or modify image button ().
See Inserting and Editing Images on page 170 for information on modifying image
properties.

Resizing an Image

To resize an image, select it and use the handles that display to drag it to its new size or
shape.

Use the handles at the corners of the image’s borders (circled in ) to resize the
image, preserving its aspect ratio. Use the handles at the center of the image’s borders
(circled in red) to reshape the image, changing its aspect ratio.

Figure 178 Resizing Images

Manipulating Text and Image Containers

Interspire Email Marketer's HTML document layouts are based on HTML tables. Text and
images are placed inside the table cells. Use the HTML editor’s Edit tab to resize tables, add

and delete rows and columns.

You can also right-click over a table to display shortcuts to table-related design tools (see
Using Design Tools on page 160).
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Figure 179 Right-Click (Table)
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Resizing Tables
To resize a table, click anywhere in the table. Use the handles that display to drag it to its
new size or shape.
¢ Use the handles at the corners of the table’s borders (circled in ) to alter the
table’s width and height simultaneously.

e Use the handles at the center of the image’s vertical borders (circled in red) to alter the
table’s width.

e Use the handles at the center of the image’s horizontal borders (circled in blue) to alter
the table’s height.

Figure 180 Table Icons
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While you are resizing a table, a field displays showing the table’s current size (in pixels), and
the number of pixels it has changed in each dimension, in the following format:

[current width] x [current height] ([horizontal change],
[vertical change])
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Note: When you resize a table, its aspect ratio is not preserved.

Adding and Deleting Table Rows and Columns

To add and delete rows and columns, select a table cell. Icons display at the cell border.

Figure 181 CellIcons

o A®D

e Click the left arrow () to add a column to the right of the selected cell.
e Click the right arrow (p ) to add a column to the right of the selected cell.

e Click the up arrow (&) to add a row above the selected cell.

¢ (Click the down arrow () to add a row below the selected cell.

¢ Click the delete column (4@} ) icon to delete the entire column in which the cell is

located.

¢ Click the delete row ( @ ) icon to delete the entire row in which the cell is located.

Composing and Editing HTML

To edit your document’s HTML code manually, click the Source tab under the editing

window.

Figure 182 Editing HTML
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The buttons at the top of the screen are described in Using Design Tools on page 160.

Previewing Your Email

To see how your email will display in the recipient’s email client, click the Preview tab under

the editing window.

Figure 183 Previewing an Email
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Note: To ensure that your email displays correctly in all popular HTML email clients, it is
strongly advised that you use the Email validation feature as well as the Preview

screen. See Validating an Email on page 197.

Using Tags and Tabs

The Tags and Tabs section displays at the bottom of the HTML editor screen.

Custom Fields

The Tags and Tabs section offers two shortcut buttons that allow you to quickly add
custom fields to your document. Custom fields let you enter variable information into your

emails that differs for each contact (or contact list).

Figure 184 Custom Field Buttons

HTML Tag: =BOO =

1 Edit I Source I Preview |
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Page 347 of 478



| EDITING HTML AND TEXT | 193]

e Click Insert a custom field to open the Custom fields window. See Inserting Custom
Fields on page 185. The custom field you select is added to your document at the
insertion point.

e Click Insert unsubscribe link to place the %%unsubscribelink%% variable at the
insertion point. This creates a link the recipient can click to be removed from the contact
list.

Simple and Complete Modes

The HTML editor has two modes; simple and complete. In complete mode, you can use
more design tools to control text, forms and page properties. See Using Design Tools on
page 160.

To switch between simple and complete mode, click the link at the bottom of the HTML
editor screen.

Figure 185 Simple and Complete Mode Link
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e Click Simple mode to go to simple mode. The following design tools are available.

Figure 186 Simple Design Tools
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* Click Complete mode to go to complete mode. The following design tools are available.

Figure 187 Complete Design Tools
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Using HTML Tags
When you click a section of your email document in the WYSIWYG editor (click the Edit tab)
a variety of HTML tags display beneath the edit window.

Figure 188 HTML Tags

HTML Tag: ... =TR= =TD= =TAELE= <TEODY= =TR= =TD= =TABLE= =TEZDY= =TR= <=TD= <TABLE= =TEBODY = =TR= <TD= =P=
] Edit J | Sorce || Preview |

Simple mode

The tags that display are those that affect the element you select.

For example, if you select a piece of text in a table cell that is part of a table in the body of
the HTML, the tags that display are those that define the cell, the table row, the table
column, the table itself, and the body.

Note: Tags that display with a stylesheet class name (for example, “span.myClass”) have a
style applied to them.

Page 348 of 478



[194] EDITING HTML AND TEXT |

Use the HTML tags to precisely select HTML elements for editing. This is particularly useful
when tags are nested and selection with the mouse is difficult or impossible.

When you select a tag, all the elements the tag affects are highlighted in the editing
window. Remove tag and Edit tag links appear in the right of the screen.

Figure 189 Remove and Edit HTML Tags

Femowve Tag | Edit Tag

Removing a Tag

Click Remove tag to delete the tag. The corresponding closing tag is also deleted; for
instance, if you select "<b>" (bold text) and then click Remove tag, the corresponding "</
b>" tag is also deleted.

Note: When you delete a tag, all other tags between the opening and closing tag are also
deleted. However, text is not deleted.

Editing a Tag

Click Edit tag to change the tag’s properties. A window appears, displaying the opening and
closing tags, and all code in between.

Figure 190 Editing a Tag

| y Change HTML code and click on the "OK" button to replace it.

<TEODT

HTML |<td>&nbsp;

codel |eell contents<brs</tds
</tr>
</ TBODY>

Ok | Cancel |

Edit the code, and click OK to save your changes and close the window. Alternatively, click
Cancel to close the window without saving your changes.

Using Tabs

The tabs at the bottom of the HTML editor allow you to switch quickly between the
WYSIWSG editor, the HTML code editor, and the email preview window.

Figure 191 HTML Editor Tabs
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Edit Source Presvisw Sirnple mode

* Click Edit to go to the WYSIWYG editor (see Using the Editing Window on page 187).

e Click Source to go to the HTML code editor (see Composing and Editing HTML on page
191).

e Click Preview to go to the email preview window (see Previewing Your Email on page
192).
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Using the Text Editor

The text editor controls the text element of your document. This element is sent to the
recipient in plain text.

e If your recipient’s email client cannot display HTML emails, the text element is all the
recipients see.

e If you selected Text in the screen where you define your document, the text element is
all the recipients see, even if their email clients are capable of displaying HTML emails.

e If you selected HTML in the screen where you define your document, the text editor
does not display. Select HTML and text or Text instead.

There are two basic ways of using plain text emails.
1 You can use a plain text email to send the full text of your email. You can do this
whether or not you also send an HTML element. If you also send an HTML element, the

main text should be the same in both elements since a recipient will see only one
element, and not the other.

2 When you want to send multipart emails (those with both HTML and plain text
elements) you can also use the plain text element to inform recipients whose email
clients cannot display HTML emails of this fact, and to redirect them to the web-based
version of the HTML email.

Note: Most built-in templates are multipart.

Creating a Plain Text Email
Take the following steps to build a plain text document:

1 Inthe editor, scroll down to the Text content section.
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Figure 192 Create a Custom Document: Text Content
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2 Specify how you want to build the text document.
* If you want to use the built-in text editor, select Type text into the text box below.

e If you want to use a text file on your computer, select Upload a file from my
computer. Click the Browse button that displays. A file upload window displays;
locate and select the file you want to use and click OK. Click Upload. The text editor
screen updates to show the new file.

e If you want to use a file from a page on the Internet, select Import a file from a web
site and enter the full URL (for example, “http://www.examplesite.com/
examplepage.html”) in the field that displays. Click Import. The text editor screen
updates to show the new file.

3 Edit the text manually:

* |f you selected Type text into the text box below, enter the text you want to send.
Alternatively, click Get text content from editor (at the bottom of the screen) to
paste the text from the HTML editor into the plain text editor.

* If you selected Upload a file from my computer or Import a file from a web site,
you may need to edit the text for formatting so it displays correctly.

Note: Use the vertical grey line in the text editor as a guideline for your email’s maximum
line width. The line represents a line width of sixty-five characters; longer lines may be
wrapped onto the next line by some email clients, making them awkward to read.
However, if you are not concerned about this then you can use lines longer than sixty-
five characters.

4 Insert custom fields to add variable information to the text, such as your recipient’s

email address. You can also add links to allow recipients view the online HTML version
of the email, and remove themselves from the email list.
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¢ Click Insert a custom field to open the Custom fields window. See Inserting Custom
Fields on page 185. The custom field you select is added to your document at the
insertion point.

e Click Insert unsubscribe link to place the %%unsubscribelink%% variable at the
insertion point. This creates a link the recipient can click to be removed from the
contact list.

Validating an Email

Like web browsers, popular email clients display HTML in different ways. However, email
clients are even less consistent than web browsers. For example, some email clients fail to
support basic HTML techniques such as forms and CSS (Cascading Style Sheets). For this
reason, it is highly important to check that your HTML email will display acceptably in all
common email clients.

Do this using Interspire Email Marketer’s Email validation feature. This feature tests your
email by mimicking common email clients display inconsistencies and displaying the results
on a single screen.

Note: Interspire Email Marketer’s built-in templates are already optimized to display
optimally in all common email clients.

Note: This feature is not available in all instances of the HTML editor (those that allow you
to design web pages, for instance).

Take the following steps to validate your HTML document:

1 Inthe screen where you define your document, scroll down to the Email validation
section.

2 Click View your email in different email programs.
The Email Validation screen is divided into three parts.
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Figure 193 Email Validation
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* Use the Preview bar to select the email client you want Interspire Email Marketer to
emulate in the validation window. By default, the Original HTML version displays.
In the drop-down list box, select HTML preview to see how the HTML email will look
in the specified client, or select Text preview to see how the text version of the email
will look.

e Use the Rule bar to see whether if your email breaks any of the rules used by each
popular email client. If your email is completely compliant with a client’s rules, a @
icon displays. If it is not completely compliant, a @& icon displays.

Note: Just because a @ icon displays does not necessarily mean that your email will display
poorly; there are many ways in which an email may break a client’s rules without
significant problems. Read the error message that displays beneath the icon and
check the email by clicking on the client program’s name in the preview bar.
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e Use the Validation window to check how your email displays in the client you
choose in the preview bar.
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1
THE TOOLBAR

This section contains the following chapters:
Using The Home Screen (203)

Using Templates (205)

Using Forms (213)

Configuring User Accounts (231)

Using Interspire Email Marketer Settings (243)

Using Tools (259)
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Using The Home Screen

This chapter discusses the screen that displays when you click the Home link in the toolbar.

Note: This is the screen that displays by default when you log in.

Figure 194 The Home Link

Home | Templates = | Forms » | User Accounts | Setkings | Tools »+ | Logout | Help
Yol are logged in as "Dema Liser” | System Time: 2157 am, 12°Apr 2009 - (GMT-5:00)

Using the Home Screen
Click Home in the toolbar.

Figure 195 The Home Screen
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Table 50 The Home Screen

Contact activity for This graph in the upper half of the screen illustrates the activity of your

the last seven days contacts in the last week.

* Unconfirmed contacts are people who have been added to one of
your contact lists, but have not yet confirmed that they want to receive
emails.

¢ Confirmed contacts are people who have confirmed that they want to
receive emails (by clicking a link in a confirmation email). You can also
confirm contacts yourself.
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Table 50 The Home Screen

I would like to This section displays links to some common Interspire Email Marketer
tasks.

Note: If this section does not display, click Switch to quick links.

Getting Started This section displays a list of tasks that you can take to start sending
emails with Interspire Email Marketer quickly and easily. Starting at the
top of the list, click the links and follow the instructions.

Note: If this screen does not display, click Switch to getting started links.
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Using Templates

This chapter discusses how to use the Templates menu in the toolbar.

Figure 196 The Templates Menu

Home | Templates » | Forms w | Userdccounts | Settings | Toolsw | Logout | Help
' | Syskern Tirme: 10012 amy, 12 Apr 2009 - (GMT-5:00)

Custom Email Templates
Create a Custom Template

Wiew Builk In Email Templates

Templates Overview

Templates control the look of your email. They specify which fonts and text colors to use,
the background colors and images to display, and the size and shape of the text areas on the
user’s screen.

How Templates Work

Templates use HTML (HyperText Markup Language) to define your email’s aesthetics. The
user’s email client reads this information and displays the email accordingly. This gives your
email the same design flexibility found in HTML web design.

Note: If in doubt, it is strongly advised that you configure email templates to send both
HTML and plain text elements (multipart). Some email clients cannot display HTML,
and some users turn HTML display off, so it is important to transmit a plain text
element as well.

You can assign templates to new email campaigns, or to autoresponders.

Advantages of Templates

Using templates to coordinate your email campaigns confers two main advantages. First,
your email is instantly recognizable. You can use templates to define or extend corporate
branding by presenting the user with your company’s color scheme, logo and associated
imagery. Second, your email is consistent. When you use a template for your email
campaigns over a period of time, you know that each email you send is based on the same
design, and will convey the same message. This is particularly useful when multiple people
may be sending out email campaigns from your company.

Built-in and Custom Templates

Interspire Email Marketer includes a huge variety of built-in templates, ready for you to use
out of the box. They have been designed and tested with interoperability in mind, so they
will display correctly in all common HTML email clients.
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You can also create your own custom email templates. Either use the included WYSIWYG
(What You See Is What You Get) editor, or upload an HTML file from your local computer or
aremote URL as the basis for the template.

Testing Your Template

Like Internet browsers, email clients often display email in different ways. What looks
correct in one client can look incorrect in another. When you create your own template, use
the email validation tool (see Validating an Email on page 197) to check that the template
displays correctly in a variety of common email clients.

Managing Custom Email Templates

Once you have created a custom email template (see Creating and Editing Custom Email
Templates on page 207), you can:

* Delete: remove the template from Interspire Email Marketer. The template cannot be
retrieved.
* Activate: allow the template to be used for a new email campaign or autoresponder.

» Deactivate: prevent the template from being used for a new email campaign or
autoresponder.

* Make Global: allow all users to use the template, regardless of their privileges.

* Remove From Global: allow only certain users to use the template.

Configure user template privileges in the User Account > Create User > User
Permissions screen for each user.

You can also view, edit, or copy a template.

To manage a custom email template you already created, click Templates in the toolbar,
then Custom email templates.

Figure 197 Templates: Custom Email Templates

View Custom Email Templates

Custom email kemplates can be used as the basis of any new email campaigns you create, Learn more about them by reading this article,

Create a Custom Template. ., |

| Choose an action ;l Go I Resulks per page: I 10 j‘ Pages: (Page 1 of 1)« | Back | 1 | Mext | =
| Template Name & & Created & Email Format Active Global Action
[T [©] Flowerart-id: 1 21 Nov 2007 HTML o o/ Miew Edit Copy Delete

Table 51 Templates: Custom Email Templates

Create a Custom Click this to go to the Create a Custom Email Template screen. See
Template Creating and Editing Custom Email Templates on page 207.
Choose an action Select one or more custom templates, select an option from the list and
click Go to perform the selected action.
'm Select a box belonging to a template before choosing an option from the
Choose an action list.
m Select the box at the top of the column to select all custom templates.
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Table 51 Templates: Custom Email Templates

Template Name This displays the name you gave to the template. Click Edit to change the
name. An identification (id) number displays next to the name, indicating
the order in which the templates were created.

Created This displays the date you created the template.

Email Format * Text displays if emails using this template are sent in plain text only.

* HTML displays if emails using this template are sent in HTML only.

e HTML and Text displays if emails using this template are sent in
multipart form.

Note: Multipart emails have both an HTML element and a plain text
element. Plain text displays if a user’s email client cannot display
HTML.

Active Atick ( +" ) displays if the template is available to be used for a new email
campaign or autoresponder.

A cross ( ¥ ) displays if the template is not available to be used for a new
email campaign or autoresponder.

Global Atick ( +") displays if all users can use the template.
A cross (3¢ ) displays if only the users you allow to may use the template.

Action * C(Click View to see a full-screen version of the template.

e C(lick Edit to update the template. The screens that display are similar
to the Create a Custom Email Template screens (see Creating and
Editing Custom Email Templates on page 207).

e Click Copy to create a new copy of the template. The new template
displays, with “Copy of” appended to the original name, and the id
incremented to the next available number.

e C(Click Delete to remove the template from Interspire Email Marketer.

Creating and Editing Custom Email Templates

Interspire Email Marketer allows you to create custom email templates using the built-in
editor. You can build a template from scratch, edit an existing built-in template, or base
your template on an HTML file you upload from your computer or a remote URL.

Note: If you want to create a new template based on a custom template you created
previously, use the Templates > Custom email templates screen to copy the
template, then edit the new template. See Managing Custom Email Templates on
page 206.

Creating a Custom Email Template
Take the following steps to create a custom email template:

1 Click Templates in the toolbar and select Create a custom template.
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Figure 198 Templates: Create a Custom Template
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2 Enter a new Template Name.
3 Select the type of template you want to create.

e Select HTML and Text if you want emails you send using this template to be sent
with both HTML and plain text elements (multipart). Email clients that can display
HTML messages use the HTML element, and clients that cannot display HTML use
the plain text element.

 Select Text if you want emails you send using this template to be sent in plain text
only.

e Select HTML if you want emails you send using this template to be sent in HTML
only. If you select this option, your emails will not display in email clients that cannot
display HTML messages.

4 If you want to base this email template on an existing template, select the template in
the Email template list. A preview of the template displays.

If you do not want to base this email template on an existing template, select No
template in the Email template list.

5 Click Next.
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Figure 199 The Template Editor
Create a Custom Email Template
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Note: If you selected Text only in the previous page, the HTML Content section in this page
does not display. Likewise, if you selected HTML only, the Text Content section in
this page does not display.
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6 Customize the HTML template using the editor. See Using the HTML Editor on page
159 for more information.

7 Customize the text template using the editor. See Using the Text Editor on page 195
for more information.

8 Check that your template displays correctly in a variety of common email clients. Click
View your email in different email programs. The Email Validation screen displays in
a new window (see Validating an Email on page 197). When you have finished, close
the window.

9 Configure the Miscellaneous options.

* Select Yes, this template is active if you want the template to be available for use
once you have saved it. Otherwise, deselect this option. You can activate the
template later.

* Select Yes, this template is global if you want the template to be available to all
users. If you want to restrict the template to certain users, deselect this option. You
can configure individual user’s privileges in the User Account > Create User > User
Permissions screen.

10 Finish the template.

* Click Save to save the new template and remain in this screen to make further
changes.

¢ Click Save and exit to save the new template and go to the View Custom
Templates screen (see Managing Custom Email Templates on page 206).

e Click Cancel to return to the View Custom Templates screen without saving the
template. Any changes you made are lost.

Editing a Custom Template

Take the following steps to edit an existing template:

1 Click Templates in the toolbar and select Custom email templates. Click Edit next to
the template you want to edit. The Update Template screen displays.

Figure 200 Custom Email Templates: Update Template

Update Template

weotsx | cancel |

Template Details

Jests

[+ and Tt - A
Nest 33 | cancel |

2 Configure the template details.
e If you want to change the Template Name, enter the new name.
* If you want to change the Template Format, select the new format.

3 Click Next. The screen that displays is the same as Figure 199 on page 209. Follow
steps 6 to 10 on page 210.
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Viewing Built-In Email Templates

Interspire Email Marketer has a wide variety of built-in email templates designed for
different uses.

To view the built-in templates, click Templates in the toolbar and select View built-in
templates.

Figure 201 View Built-in Templates
Built-In Email Templates

All available built-in email templates are shown below, To use a template, simply select it when creating an email campaign,

Generic 1 Newsletter Generic 1 Promotion Generic 2 Newsletter Generic 2 Promotion
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B essCompanyHane > snesCompanyHame 5 [rrmes—— 54 st eyl o]
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Generic 3 Newsletter Generic 3 Promotion Generic 4 Newsletter Generic 4 Promotion
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Wty e Company Name § | | r
Sy H
@ Show Larger Preview @ Show Larger Preview @ Show Larger Preview @, Show Larger Preview

* Tosee atemplate in full-screen mode, click Show larger preview or click the template’s
thumbnail icon.

* Touse a template in an email campaign, click Email campaigns > Create email
campaign and select the template.

* To modify a template for later use in an email campaign, create a new custom template
based on the built-in template. See Creating and Editing Custom Email Templates on

page 207.
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Using Forms

This chapter discusses how to use the Forms menu in the toolbar.

Figure 202 The Forms Menu

Home | Templates = | Forms » | User Accounks | Settings | Jools » | Logouk | Help

You are | = Timet 6:36 am, 12 Apr 2009 - {GMT-5:00)

Wiew Website Forms

Create a Website Form

Forms Overview

Forms allow members of the public to interact with Interspire Email Marketer by signing up
to contact lists, unsubscribing from contact lists, and changing the details stored about
them. Contacts can also easily forward emails on to their friends using a form.

e The forms you use to allow people to sign up to, or unsubscribe from, contact lists are
hosted on your own website. The forms you add to your site on the Internet use scripts
to interact with Interspire Email Marketer.

* The forms you use to allow contacts to change the details stored about them on
Interspire Email Marketer or to forward an email to a friend are not hosted on your
website. Instead, you can add them to the emails you send.

The forms you add to your emails also use scripts to interact with Interspire Email
Marketer. Therefore, such forms will work correctly only when the form is able to access
Interspire Email Marketer over the Internet, and not when contacts view the emails
offline.

Viewing and Managing Forms

To view and manage your forms, click Forms in the toolbar and then click View website
forms.
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Figure 203 Viewing and Managing Forms

View Website Forms

Website forms can be placed on vour website to collect new contacts, ek existing contacts modify their details, or even unsubscribe From your list, Learn more here.

Create a Website Form... I Delete Selected I Results per page: | 10 - Pages: (Page 1 of 1) « | Back | 1 | Mext | =
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[T EJ subscribe 07 Dck 2008 Subscription Demo User Wiews Geb HTML Edit Copy Delete
O = ) 07 Ock 2008 Send to Friend Demo User Wiew Geb HTML Edit Copy Delete

Table 52 Viewing and Managing Forms
Create a website form | Click this to create a new form. See Creating and Editing Forms on page

214.
Delete selected Select one or more forms in the list and click this to remove the forms
from Interspire Email Marketer. The form or forms cannot be retrieved.
'm Select a box belonging to form and click Delete selected to remove the
form from Interspire Email Marketer. The form cannot be retrieved.
= Select the box at the top of the column to select all form.
Form name This displays the name of the form
Created This displays the date on which the form was created.
Form type This displays the function of the form (Subscription, Unsubscribe, Modify

details or Send to Friend). See Creating and Editing Forms on page 214
for more information on the types of form available.

Action ¢ Click View to see what the form looks like in a new browser window.
e Click Get HTML to see the form’s HTML code.

Note: This feature is not available for Modify details and Send to friend
forms.

* Click Edit to change the form’s configuration. See Creating and Editing
Forms on page 214 for information on the screens that display.

e Click Copy to create a new copy of the form. The new form displays in
the list, with “Copy of” appended to the original name.

e Click Delete to remove the form from Interspire Email Marketer. The
form cannot be retrieved.

Creating and Editing Forms
You can create various types of forms in Interspire Email Marketer:
e Subscription: lets contacts sign up for your emails. See Creating or Editing a
Subscription Form on page 215.

* Unsubscribe: lets contacts unsubscribe from your list, and stop receiving emails. This
has the same effect as the unsubscribe link you can add to your emails. See Creating or
Editing an Unsubscribe Form on page 215.

* Modify details: lets contacts change the information recorded about them in your
contact list. See Creating or Editing a Modify Details Form on page 216.
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* Send to friend: lets contacts forward an email to another person. See Creating or
Editing a Send to Friend Form on page 217.

Creating or Editing a Subscription Form

Figure 204 Example Subscription Form

* Your emnail address: I
* Preferred Format: I HTML 'l

dfnmxz

* Enter the security code showr: l—
Subscribe |

Take the following steps to set up or edit a Subscription website form. See the
corresponding sections for information on how to complete each step.

1 Click Forms in the toolbar, then Create a website form.

2 Select Subscription in the Choose a form type field. Configure the other basic form
settings (form name, form design and format, CAPTCHA security, and the contact list -
or lists - for the form). See Configuring Basic Form Settings on page 217.

Note: The options in steps 3 and 4 are available only when you select the corresponding
options in step 2.

3 Design the confirmation page (a page that displays when contacts have filled in their
details, requiring that they click another link to be added to the list) and the
confirmation email (an email sent to contacts requiring that they click a link to be
added to the list). See Designing a Confirmation Page and Email on page 220.

4 Design the thank-you page (the page that displays once contacts have been
successfully added to the list) and the thank-you email (an email sent to contacts once
they have been successfully added to the list). See Designing a Thank-You Page and
Email on page 222.

5 Design the error page (a page that displays if an error occurs in the sign-up process).
See Designing an Error Page on page 225.

6 Add the form to your website. See Adding a Form to Your Website on page 226.

Creating or Editing an Unsubscribe Form

Figure 205 Example Unsubscribe Form

* your ernail address: I
4y i 3db

* Enter the security code shown: I—
Unsubscribe |

Take the following steps to set up or edit an Unsubscribe website form. See the
corresponding sections for information on how to complete each step.
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1 Click Forms in the toolbar, then Create a website form.

2 Select Unsubscribe in the Choose a form type field. Configure the other basic form
settings (form name, form design, and the contact list - or lists - for the form). See
Configuring Basic Form Settings on page 217.

3 Design the confirmation page (a page that displays when contacts have filled in their
details, requiring that they click another link to be removed from the list) and the
confirmation email (an email sent to contacts requiring that they click a link to be
removed from the list). See Designing a Confirmation Page and Email on page 220.

4 Design the thank-you page (the page that displays once contacts have been
successfully removed from the list) and the thank-you email (an email sent to contacts
once they have been successfully removed from the list). See Designing a Thank-You
Page and Email on page 222.

5 Design the error page (a page that displays if an error occurs in the unsubscription
process). See Designing an Error Page on page 225.

6 Add the form to your website. See Adding a Form to Your Website on page 226.

Creating or Editing a Modify Details Form

Figure 206 Example Modify Details Form

*¥your erail address: I%%Email%%
. Y% aptchaimage®e®s
* Enter the security code shown: I_P_g_

Update your details |

Take the following steps to set up or edit a Modify details form. See the corresponding
sections for information on how to complete each step.

1 Click Forms in the toolbar, then Create a website form.

2 Select Modify Details in the Choose a form type field. Configure the other basic form
settings (form name, form design and format, CAPTCHA security, and the contact list -
or lists - for the form). See Configuring Basic Form Settings on page 217.

3 Design the thank-you page (the page that displays once contacts have successfully
modified their details) and the thank-you email (an email sent to contacts once they
have been successfully modified their details). See Designing a Thank-You Page and
Email on page 222.

4 Design the error page (a page that displays if an error occurs in the modification
process). See Designing an Error Page on page 225.

5 Include a link to the form in your emails or autoresponders using the corresponding
custom field.

When you are editing a template, email or autoresponder, click the Custom fields
button. Then, select Modify details forms. Select the name of the form from the list
that displays.

Note: You cannot add modify details forms to your website. Use the custom field link to
add them to your emails instead.

Page 371 of 478



USING FORMS |217|

Creating or Editing a Send to Friend Form

Figure 207 Example Send to Friend Form

four Mame I—
Your Ernal Address IW
‘our Friends Mame : I—
Your Friends Emnail Address I—

Hey, I found this really interesting
rierwesletter that T thought you
rnight ke to read for yourself,

Send to your friend |

Take the following steps to set up or edit a Send to friend form. See the corresponding
sections for information on how to complete each step.

1 Click Forms in the toolbar, then Create a website form.

2 Select Send to Friend in the Choose a form type field. Configure the form design. See
Configuring Basic Form Settings on page 217.

3 Design the thank-you page (the page that displays once contacts have successfully
forwarded the email). See Designing a Thank-You Page and Email on page 222.

4 Design the forwarded email headers (the HTML and text headers that display above
the forwarded email, identifying the sender by whom it was forwarded). See
Configuring Forwarded Email Headers on page 224.

5 Design the error page (a page that displays if an error occurs in the sending process).
See Designing an Error Page on page 225.

6 Include a link to the form in your emails or autoresponders using the corresponding
custom field.

When you are editing a template, email or autoresponder, click the Custom fields
button. Then, select Send to friend forms. Select the name of the form from the list
that displays.

Note: You cannot add send to friend forms to your website. Use the custom field link to add
them to your emails instead.

Configuring Basic Form Settings

Use this screen to configure basic form settings such as form name and type, form design,
and the contact list (or lists) with which the form is associated.

Note: The fields that display in this screen depend on the selection you made in the previous
screen.
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Figure 208 Configuring Basic Form Settings

Create a Website Form

Fill out the Form below ko create a subscribe, unsubscribe, modify details or send to friend Farm which you can place on your website,

Mext =5 I Cancel I

Form Name & Type

* Choose a Form Type: | subscription = @
* Mame this Form: -/
The form name is shown in the control panel only
IUse Double Opt-In Confirmation? [¥ s, use double opk-in email confirmation &
Send a "Thank ¥ou" Email® [ ‘es, send the contact a thank you email &
Emnail Mew Conkacts Details to You? [ *es, send me an email with a copy of the contact's details L2

Advanced Options

Choose a Form Design: | Classic white (Default) ;I & @ preview this Design
Ernail Campaign Format: | Allow Contact to Choose =] @
Ise CAPTCHA Form Security? [ ‘tes, use CAPTCHA Form security (recommended) &

Choose Contact Lists

/' Choose the list(s) you want to addfremove contact From and which custom fields to incude on your Form, Learn more here,

* Contack ListsfCustom Fields: [ Bounce Test I
| Excample Conkact Lisk
[T Leads For Sales Team

[ Webcast Attendees (Nov 2007) S

Change Field Order (Drag & Drop): Email &ddress (Required)
Contack Format

Cwag and drop to rearrangs the arder in which the fields will appear on the Farm

Mk > I Cancel I

Table 53 Configuring Basic Form Settings

Form name and type

Choose a form Select the type of form you want to create. See Creating and Editing
type Forms on page 214.
Name this form Enter a name for this form. This name identifies the form in Interspire

Email Marketer.

Use double opt-in | Select this if you want to send an email to contacts in which they must
confirmation click a link to confirm that they want to subscribe to this list.
Deselect this if you do not want to send such an email.

Send a “thank Select this if you want to send an email to contacts once they have
you” email successfully subscribed to the list.
Deselect this if you do not want to send such an email.
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Table 53 Configuring Basic Form Settings
Email new contact | Select this if you want to receive the information that a contact enters by
details to you email.

Deselect this if you do not want to receive such emails.

Note: You can use this feature to turn a website form into a contact form;
a contact can use it to send you information or queries directly.
Usually, a contact who is already subscribed to a list and tries to
subscribe again is directed to the error page (see Designing an Error
Page on page 225). However, since a contact may want to send
information to you on more than one occasion, contacts who
complete a form with this feature configured directed to the thank-
you page, and not the error page.

Advanced options

Choose form This controls the text and background design of the form. Select a design
design from the list.
Click Preview this design to see how the form will look.

Note: You need to configure a name for the form (in the Name this form
field) and select a contact list and custom fields (in the Choose
contact lists section) before you can preview the design.

Email campaign e Select Allow contact to choose to let contacts who sign up using this

format form choose whether to receive HTML or plain-text emails.

e Select HTML to send HTML emails to contacts who sign up using this
form.

* Select Text to send plain-text emails to contacts who sign up using this
form.

Change format Select this to allow contacts to change the format of the emails they
receive (from HTML to text, or from text to HTML).

Deselect this if you do not want to allow contacts to change the format of
the emails they receive.

Note: This field displays only when you select Modify details in the
Choose a form type field.

Use CAPTCHA Select this if you want to use a CAPTCHA field in your form. CAPTCHA
form security security presents the user with animage of numerals and text, arranged in
a manner unreadable by machines. The user must enter the numerals and
text in a nearby field.

Use CAPTCHA if you want to prevent automated software signing up to
your lists, which could degrade service for real contacts and make the
information in your contact lists unreliable.

Deselect this if you do not want to use CAPTCHA security.

Note: CAPTCHA stands for "Completely Automated Public Turing test to
tell Computers and Humans Apart”. A Turing test, named after
mathematician and cryptographer Alan Turing, is a test intended to
differentiate between an intelligent agent (such as a human), and an
unintelligent agent (such as a piece of pre-programmed software).
Ideally, only intelligent agents can pass a Turing test.

Choose contact lists
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Table 53 Configuring Basic Form Settings

Contact lists/ Select the contact lists you want to associate with this form.

custom fields * Ifyou selected Subscription in the Choose a form type field, contacts
are added to the list or lists you select.

e If you selected Unsubscribe in the Choose a form type field, contacts
are removed from the list or lists you select.

e If you selected Modify details in the Choose a form type field,
contacts from the lists you select may modify their details.

If a contact list is associated with one or more custom fields, the fields

display when you select the list. Select the fields you want to display in

this form.

If you choose multiple lists, List options displays. Use this to allow users to

choose the list (or lists) to which they want to be added.

Note: If a custom field is mandatory, make sure you include it in your form.

Change field order | Use this section to change the order in which the fields display in your
(drag & drop) form. Simply click and drag a field to its new location.

Next Click this to proceed to the next screen. The next screen depends on the
option you selected in the Choose a form type field.

Cancel Click this to return to the View website forms screen.

Designing a Confirmation Page and Email

Use this screen to configure a page in which contacts must confirm they want to receive
emails, and an email in which contacts must click a link to confirm they want to receive
emails.

Note: The fields that display in this screen depend on the type of form you are creating. Not
all fields display for all form types.
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Figure 209 Designing a Confirmation Page and Email

Create a Website Form

The form below shows the options you've selected Far this Farm, Complete the Form and click Mexi= = ta create the Form,

Mext == | Cancel |

Form Display Options

* For the Confirmation Page: {= Let me customize what the page looks like
L = B-44%Y B U 7 izZiz E= e g
Defaut - sizel v A% - [F mage  [01 ] custom Fields
-

Your email subscription is almost complete...

An email has been sent to the email address you entered. In
this email is a confirmation link, Please click on this link ta
confirm your subscription,

Once you've done this yvour subscription will be complete,

& G0 Back
|
HTML Tag: =BODY =
Edit Source Preview Complate mode
Inzert a Custom Field.., I Inzert Unsubscribe Link

{" Take the subscriber to an existing web site address

Confirmation Email Dptions

* Send From This Mamne: IDemo User w

* Send From This Ernail 2ddress: Iemail@address (O &

* Send Reply Emails to: Jemail@address com L

* Send Bounced Emails ot Iemail@address £om ®

* Ernail Subject: IConﬁrm your subscription @

Canfirmation Ernail (HTML): = e Y | B u r |i= i=

i

Default T Sizel - é -3 . L’f_il Image “| Custom Figlds
FIEd>e LU yuul uusoripuaung ;I

Thank you for subscribing to our newsletter,

To finalize your subscription, please dlick on the confirmation link below, Once
you've done this, your subscription will be complete,

Please click here to confirm your subscription

or copy and paste the following URL into waur broveser:
oMol OMEIRMLIME %Yo

HTML Tag: =BODY =

Ed"f Saurce Presigw Complete mode

Inzert a Custom Field.., Inzert Unsubscribe Link

Confirmation Email (Text): Thank you for subscribing to our newsletter. 4

To finalize your subscription, please click on the confirmation link
below, Once you'we done this, vour subscription will be complete.

Inzert a Custom Field.., I Insert Unsubscribe Link I Get Text Content from Editor I

Mext == I Cancel |
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Table 54 Designing a Confirmation Page and Email

Form display options

Let me customize
what the page
looks like

Select this option to design the confirmation page in the WYSIWYG editor
that displays. See Using the HTML Editor on page 159 for information.

Take the
subscriber to an
existing website
address

Select this option to redirect the user to another page on the Internet.
Enter the page’s full URL in the field that displays (for example, “http://
www.someite.com/somepage.html”)

Confirmation email options

Send from this
name

This is the name of the person from which the confirmation email will be
sent.

This displays the default “from” name for the contact list you selected. If
you want to change this name, enter the new name in this field.

Send from this
email address

This is the email address from which the confirmation email will be sent.
This displays the default “from” email account for the contact list you
selected. If you want to use a different email account, enter the new
address in this field.

Send reply emails
to

This is the name of the person from which the confirmation email will be
sent. If a contact replies to your confirmation email, this is the address to
which the reply is sent.

This displays the default reply email address for this contact list. If you
want to use a different address, enter the new address in this field.

Send bounced
email to

This is the address to which undeliverable emails are sent.

This displays the default bounced email address for this contact list. If you
want to use a different address for handling bounced emails, enter the
new address in this field.

Email subject

Enter the subject line for the confirmation email.

Confirmation

Design the HTML version of the confirmation email in this section. See

email (HTML) Using the HTML Editor on page 159 for information.
Confirmation Design the plain-text version of the confirmation email in this section. See
email (text) Using the Text Editor on page 195 for information.
Next Click this to proceed to the next screen. The next screen depends on the
option you selected in the Configuring basic form settings screen.
Cancel Click this to return to the View website forms screen.

Designing a Thank-You Page and Email

Use this screen to configure a page informing contacts that the subscription (or
unsubscription, modification, or forwarding) process is complete, and an email in which the
same information is conveyed.

Note: The fields that display in this screen depend on the type of form you are creating. Not
all fields display for all form types.
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Figure 210 Designing a Thank-You Page and Email

Create a Website Form
This step allows you to create the thank wou emails and HTML page to let your contact know that you are aware of their actions,

Mext == | Cancel |

Thank You Page Options

Far the Thank ¥ou Page: & Let me customize what the page looks like
=) R-A¥ B/ i E=amaye |
Default - sized = A - - [Fmage [ 5 Custom Fields

Your subscription is now complete.

Thank vou for subscribing to our contack list, ¥our subscription
is nowe complete,

[ |
HTML Tag: <BO0Y =

Edit : Source Presview Complete mode

Insert a Custon Field,., I Inzert Unsubscribe Link

T Take the subscriber to an existing web site address

Thanks Email Dptions

* Send From This Mamne: IDemo Uzer @
* Send From This Ernail 2ddress: Iemail@address Lo /
* Zand Reply Emails to: Iemail@address = w
# Send Bounced Emnails bor Iemai|@address com =/
Ernail Subject: IThank o For signing up bo our contact list L4
Thank You Email (HTML): 3| B-AV B U I | i= i = & @
u == = @
- ab 7] i
Default - osizel v A%+ [F mage  [T1 ] custom Fislds
Thanl you for signing up to our contact list andfor contacting us.
If you have any problems you can contact us by replyng to this email
HTML Tag: =BODY =
Edit i Saurce Preview Complete mode
Insert a Custamn Field,., Insert Unsubscribe Link
Thank You Email [Text): Thank you for sigming up to our contact list and/or contacting ua. L2 ]

If wou have any problems you can contact us by replying to this email.

Inzert a Custom Field.., I Inzert Unsubscribe Link I Get Text Content from Editar I

Mext == I Cancel |
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Note: If you are creating a Send to friend form, the Thanks email options do not display;
the Configuring forwarded email headers section displays. See Configuring
Forwarded Email Headers on page 224.

Table 55 Designing a Thank-You Page and Email

Thank you page options

Let me customize
what the page
looks like

Select this option to design the thank-you page in the WYSIWYG editor
that displays. See Using the HTML Editor on page 159 for information.

Take the
subscriber to an
existing website
address

Select this option to redirect the user to another page on the Internet.
Enter the page’s full URL in the field that displays (for example, “http://
www.someite.com/somepage.html”)

Thanks email options

Send from this
name

This is the name of the person from which the thank-you email will be
sent.

This displays the default “from” name for the contact list you selected. If
you want to change this name, enter the new name in this field.

Send from this
email address

This is the email address from which the thank-you email will be sent.
This displays the default “from” email account for the contact list you
selected. If you want to use a different email account, enter the new
address in this field.

Send reply emails
to

This is the name of the person from which the thank-you email will be
sent. If a contact replies to your thank-you email, this is the address to
which the reply is sent.

This displays the default reply email address for this contact list. If you
want to use a different address, enter the new address in this field.

Send bounced
email to

This is the address to which undeliverable emails are sent.

This displays the default bounced email address for this contact list. If you
want to use a different address for handling bounced emails, enter the
new address in this field.

Email subject

Enter the subject line for the thank-you email.

Confirmation

Design the HTML version of the thank-you email in this section. See Using

email (HTML) the HTML Editor on page 159 for information.
Confirmation Design the plain-text version of the thank-you email in this section. See
email (text) Using the Text Editor on page 195 for information.
Next Click this to proceed to the next screen. The next screen depends on the
option you selected in the Configuring basic form settings screen.
Cancel Click this to return to the View website forms screen.

Configuring Forwarded Email Headers

When you select Send to friend in the Configuring basic form settings screen, use this
screen to configure the headings that display above the forwarded HTML and text emails,
identifying the sender by whom it was forwarded.

Note: This section displays beneath the Thank you page options. See Designing a Thank-
You Page and Email on page 222.
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Figure 211 Designing Forwarded Email Headers

Forwarded email headers

Ernail Header (HTRL):

=] B-#V B U I

. ab
Default = Sizet = A < - [E] mage

=

4

HTML Tag: =BODY =

Edit [ Source I Preview

Get Text Content from Editar I

Email Header [Taxt]:

This email was Forwarded ko you by %%REFERRER_EMAIL%:%,

This email was formarded to you by %%REFEFRER_EMATL%%.

Mext == I Cancel

= 7
= J @ 9
- | Custom Figlds
Complete mode
7]

Table 56 Designing Forwarded Email Headers

Email header

(HTML) the HTML Editor on page 159 for information.

Design the HTML header in the WYSIWYG editor that displays. See Using

Note: The %%REFERRER_EMAIL%% variable places the email address of
the contact who forwarded the email into the HTML header.

Email header Enter the text that displays in the plain-text header.

(text)
Note: The %%REFERRER_EMAIL%% variable places the email address of
the contact who forwarded the email into the HTML header.
Next Click this to proceed to the next screen. The next screen depends on the
option you selected in the Configuring basic form settings screen.
Cancel

Click this to return to the View website forms screen.

Designing an Error Page

Use this screen to configure a page that displays if there is an error in the subscription (or

unsubscription, modification, or forwarding) process.
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Figure 212 Designing an Error Page

Create a Website Form
If zomething goes wrong during signup the contact will be shown the options you choose in the form belaw,

Save | Cancel I

Error Page Oplions

Far the Errar Page: {& Let me customize what the page looks like
BR-AV B U | SES=S=EE L @
Default * Sizel - i - b _-ﬂ Image _'l - | Custom Figlds i
-
An error has occurred.
An error{s) has occurred while trying to subscribe wou to our
conkact lisk:
oGl OBAL_Errars®h
% G0 Back
[
HTML Tag: =BO0Y =
Edit Source Presview Complete mode
Insert a Custam Field. .. I Insert Unsubscribe Link

™ Take the subscriber bo an existing web site address

Sawe I Cancel

Table 57 Designing an Error Page
Let me customize | Select this option to design the error page in the WYSIWYG editor that

what the page displays. See Using the HTML Editor on page 159 for information.
looks like
Take the Select this option to redirect the user to another page on the Internet.

subscriber to an Enter the page’s full URL in the field that displays (for example, “http://
existing website | www.someite.com/somepage.html”)

address
Save Click this to save the changes to your form and continue to the Add the
form to your website screen.
Cancel Click this to return to the View website forms screen.

Adding a Form to Your Website
Take the following steps to add a form you already created to your website.

1 Inyour web development application (for example, Adobe Dreamweaver), open the
web page into which you want to add the form.

2 InInterspire Email Marketer, go to the Add the form to your website screen. This
screen displays after the Designing an error page screen. Either create a new form, or
edit and existing form and click Next until you reach this page.
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Figure 213 Adding a Form to Your Website

Add the Form to Your Website

The HTML to display your website farm iz shown below, To copy it click in the textbox and prass Chrl+C on your keyboard,

Website Form HTML Code

< l--
Do tnot modify the NAME walue of any of the INPUT fields
the FORM action, or any of the hidden fields (eg. input type=hidden).
These are all reguired for this form to function correctly.
-->
<style>
SmyForm td, input, select, textarea, checkhox {
font-fanily: georgia, ;
font-size: ldpx:
}
SuyForm td |
color: white;
}
LuyForm {
background-color: #464440:
border: 3px solid #000000;
padding: 10px:
}
oK I

3 Select the code in the Website from HTML code section, and copy it (CTRL-C).

Note: Bear in mind the warning included at the top of the HTML: “"Do not modify the
NAME value of any of the INPUT fields, the FORM action, or any of the hidden
fields (e.g. input type=hidden). These are all required for this form to function

correctly.”

4 Inyour web development application’s HTML code editing window, paste (CTRL-V)

the code into the required location.

Note: If your web development application requires that you copy files from Interspire Email

Marketer, do so.
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Figure 214 Paste HTML into Web Development Application
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5 Check, align and modify the form in your web development application’s WYSIWYG or

text editor.

Note: When you edit the form, remember that its styles are defined in the form code and
are not inherited from your page or CSS. If you want to change the appearance of
text, modify the form code (bearing in mind the earlier warning against modifying

other aspects of the form).

Figure 215 Edit Form in Your Web Development Application
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6 Test the page into which you placed the form in a web browser.

Figure 216 Interspire Email Marketer Subscription Form in a Web Page

|| Sign up for travel dea... |4 -

Slgn Up for Cur Mewslett

Bd Format

Contact LISts

W newsle
{rT

Sulpscribe

7 With access to the Internet, test the form:

* Make sure that you are able to sign up to the list (and that the correct confirmation
or thank-you screen displays) by entering the required information, using an email
address to which you have access. If you chose double-opt-in confirmation, test that
the link in the email you receive works correctly.

* When you attempt to sign up to the list, but do not include a required field, a
warning should display. Make sure that required fields are actually required by
attempting to sign up without entering one of the required fields. Repeat the test for
all required fields.

e Force an error (by entering an incorrect CAPTCHA security code, for example) to
ensure that the error page displays correctly.

8 When you are happy with the form’s appearance and operation, upload the page to
your website.
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Configuring User Accounts

This chapter discusses how to use the User Accounts link in the toolbar.

Figure 217 The User Accounts Link

Home | Templates » | Forms = | User Accounts | Sebtings | Tools = | Logout | Help

You are logged inas "Demo User” | System Time: 1016 am, 12 Apr 2009 « (GMT-S100)

User Account Overview

Interspire Email Marketer allows you to set up and manage unlimited user accounts. Use
different user accounts to control what different users of Interspire Email Marketer may and
may not do.

You may want to do this if only certain employees should have access to email lists, while
other employees need to design templates or campaigns, or if you are providing Interspire
Email Marketer as a service to clients who must have access to only certain areas of the
application.

User Privileges

You can assign different privilege levels and settings to individual users. These include:

e Whether users may edit their own settings.

e Whether users should see marketing tips.

e Whether users may edit templates.

e How many contact lists users may create, and how many emails they may send.

* Whether users may create, edit, or delete the following: autoresponders, forms, lists,
segments, custom fields, campaigns, contacts, and templates.

e What kinds of statistics users may view.
e Whether users may administer and modify settings, lists, templates or users.

* Whether users may modify their SMTP (Simple Mail Transfer Protocol) settings, or use
the smtp.com server.

e Whether users have access to the XML API (eXtensible Markup Protocol Application
Programming Interface).

* Which contact lists, segments, and templates the user may access.
* The user’s Google Calendar login details.

Users who may make changes to their SMTP settings can do so using the User accounts >
Email Settings screen.
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Managing User Accounts
Use the following sections to create, manage and delete your user accounts:

* Creating and Editing User Accounts on page 232
e Deleting User Accounts on page 232

e Configuring User Settings on page 233

e Configuring User Restrictions on page 235

e Configuring User Permissions on page 236

* Configuring Email Settings on page 240

e Configuring Google Calendar Settings on page 241

Creating and Editing User Accounts
Take the following steps to create a user account:
1 Click User accounts in the toolbar.

Figure 218 User Accounts
User Accounts

Each user account has their own contact lists, contacts and email campaigns which are separate From the other users, Click Creafe a Csar Accownt. .. to create a new account,

& Current assigned user accounts: 0 f admin accounts: 1

Create a User Account. .. I Delete Selected Results per page: I w =l Pages: (Page 1 of 1) «|Back | 1| MNext | =
- Username 4 & Full Name # & Activity Status User Type Action
| & demo Demo Lser Active Swstem Administr ator Edit Delete

2 To create a new account, click Create a user account.
To edit an existing user account, click the user account’s Edit icon.

3 The Create user or Edit user screen displays at the User Settings tab. Configure the
settings in this screen (see Configuring User Settings on page 233).

4 When you have finished configuring the User settings screen, click the User
restrictions tab (see Configuring User Restrictions on page 235).

5 When you have finished configuring the User restrictions screen, click the User
permissions tab (see Configuring User Permissions on page 236).

6 When you have finished configuring the User permissions screen, click the Email
settings tab (see Configuring Email Settings on page 240).

7 When you have configured the new user account, click Save to finish setting up the
account. Alternatively, click Cancel to return to the User accounts screen without
saving your changes.

Deleting User Accounts
Take the following steps to remove a user account from Interspire Email Marketer.

1 Click User accounts in the toolbar.
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Figure 219 Delete a User Account

User Accounts

Each user account has their own contact lists, contacts and email campaigns which are separate From the other users, Click Creafe a Lrar Accowné. .. to create a new account,

& Current assigned user accounts: 0 admin accounts: 1

Create a User Account. ., I Delete Selected Results per page: 110 [Zl  pages: (Page 1 of 1) « | Back | 1 | Mext | »
[ Username 4 &+ Full Name « & Activity Status User Type Action
[vi & demo Demo Lser Active Swsbem Administrakor Edit Delete

2 Do one of the following:

¢ Select the checkbox to the left of the user account’s Username and click Delete
selected.

¢ Click the Delete link in the Action column.

Configuring User Settings

The User setting screen allows you to control a user account’s personal details (user name,
password, email address, time zone, etc.), and administrative settings such as:

e Whether a footer is added to HTML and text emails.

e Whether the account is active, and may be used to send emails.

* Whether the user may edit account settings.

* Whether the user sees email marketing tips.

e Whether the user may use the HTML editor (and use it to produce XHTML output).

Click User accounts in the toolbar, then click the User settings tab.

Page 388 0f 478



[234] CONFIGURING USER ACCOUNTS

Figure 220 User Settings

User Details

* Usernarne:

* Password:

* Passward (Confirmm):
Full Marne:

* Email Address:

* User Timezane:

HTML Foaoter:

Texk Fooker:

Event Types:

Ackive:
Edit Dwn Settings:

Show Info Tips:

Use the WYSIWYG Editor:

Recent Ackivity Log:

Atlantic Time (Canada), Caracas, La Paz (GMT ;l L

€

&

¥ ‘es, this user is active &

¥ ‘es, let this user edit their own settings &
¥ ‘es, show infa tips €

[¥ ‘es, use the WYSIWYG editor &

= ¥ ‘tes, create SHTML aubpuk in the WYSTWYG editor '

¥ ‘es, track my recent ackivity &

Save Cancel I

Table 58 User Settings

Username

Enter the name you want to give to this user account (required).

Password

Enter the password for this user account (required).

Password (confirm)

Re-enter the Password (required).

Full name

Enter the user’s full name.

Email address

Enter the user’s email address (required). If the user requests the account
password, it is sent to this address.

User timezone

Select the time zone in which the user is located (required). Time-related
reports and statistics viewed by the viewer are converted to this time zone
automatically.

HTML footer

This is the footer that displays at the bottom of HTML emails sent by this
user. If you do not want to add a footer to HTML emails, leave this field
blank.

Text footer

This is the footer that displays at the bottom of text emails sent by this
user. If you do not want to add a footer to text emails, leave this field
blank.

Events

Enter the types of event that display by default when this user manually
creates a contact event log entry.

Note: This feature does not limit the event types that the user can enter
for a contact event log entry; the user can also enter additional event

types.
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Table 58 User Settings

Active Select this if the user may log in and use the account. Deselect this if the
user may not log into the account, but should still exist in the system.

Edit own settings Select this if the user may edit the account settings. The user may edit all
settings except those in the User permissions tab. Deselect this if the user
may not edit account settings.

Show info tips Select this if you want the user to see the email marketing tips that display
at the top of many GUI screens, such as the following example.

Figure 221 Email Marketing Tip

g/ Autoresponders - The marketers magic trick. Sending a series of emails ko potential customers automatically
is a greak way to increase sales and customer lovalty with minimal fuss whether or not wou run an online business. Find out how. ..

If you do not want the user of this account to see marketing tips, deselect

this option.
Use the WYSIWYG Select this if the user may use the HTML WYSIWYG (What You See Is
editor What You Get) editor in the Email campaigns > Create an email campaign

screens (and the Templates > Create a custom template and Templates
> Custom email templates > Edit custom template screens, if the user is
permitted to modify templates).

Recent activity log Select this if you want the user to see a list of recently-visited pages at the
top of each screen. The user can then click a link to jump back to the
relevant page.

Configuring User Restrictions

Use the User restrictions screen to configure the number of contact lists users may create,
and the number of emails users may send.

Click User accounts in the toolbar, then click the User restrictions tab.

Figure 222 User Restrictions

User Restrictions
Mumber of Contact Lists: ¥ Unlirited contact lists &
Emails Per Hour: W Unlimited emails per hour &
Emails Per Month: W Unlimited emails per month %
Total Mumber of Emails: W Urilirited emails &'

Table 59 Create User: User Restrictions

Number of contact Select Unlimited contact lists if users of this account may create as many
lists contact lists as they require.

If you want to limit the number of contact lists users of this account can
create, deselect this option. A Maximum number of contact lists field
displays. Enter the limit you want to place on contact lists for this account.

Emails per hour Select Unlimited emails per hour if users of this account may send as
many emails as they require in each hour.

If you want to limit the number of emails users of this account can send in
each hour, deselect this option. A Maximum number of emails per hour
field displays. Enter the limit you want to place on emails per hour for this
account.
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Table 59 Create User: User Restrictions

Emails per month Select Unlimited emails per month if users of this account may send as
many emails as they require in each calendar month.

If you want to limit the number of emails users of this account can send in
each calendar month, deselect this option. A Maximum number of emails
per month field displays. Enter the limit you want to place on emails per
calendar month for this account.

Total number of Select Unlimited emails if users of this account may send as many emails
emails. as they require.

If you want to limit the number of emails users of this account can send,
deselect this option. A Total maximum number of emails field displays.
Enter the limit you want to place on emails for this account. If you select
this option, the number you enter in this field decreases as the user of the
account sends emails. For example, if you enter “1000” in this field, and
the user subsequently sends fifty emails, the next time you view this page
the field will read “950”.

Configuring User Permissions

Use the User permissions screen to configure settings specifying the Interspire Email
Marketer features users may access, and their level of access. You can customize each
setting manually, or select from a number of preset administrative levels.

Click User accounts in the toolbar, then click the User permissions tab.
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Figure 223 Create User: User Permissions
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Table 60 Create User: User Permissions

Administrator type

Specify the type of user for this account. Either select an option from the
drop-down list, or select Custom and select the options in the rest of this
screen manually.

e Select System administrator to give the user access to all aspects of
Interspire Email Marketer (except the XML API).

e Select List administrator to give the user access to the features listed
in the List permissions section of this screen, Contact list statistics in
the Statistics permissions section, and the List administrator option
of the Administrator permissions section.

* Select Email campaign administrator to give the user access to the
features listed in the Email campaign permissions section of this
screen, and View Email Campaign Statistics in the Statistics
permissions section.

* Select Template administrator to give the user access to the features
listed in the Template permissions section of this screen, and the
Template administrator option of the Administrator permissions
section.

* Select User administrator to give the user access to User account
statistics in the Statistics permission section, User administrator in
the Administrator permissions section, and User SMTP Settings and
Show SMTP.com option in the Other Permissions section.

e features listed in the Template permissions section of this screen, and
the Template administrator option of the Administrator permissions
section.

Autoresponder Select the actions a user of this account may take related to

permissions autoresponders in the Autoresponders > View autoresponders and
Create autoresponders screens.

Website form Select the actions a user of this account may take related to website

permissions forms.

List permissions

Select the actions a user of this account may take related to contact lists
and bounced emails.

Segment permissions

Select the actions a user of this account may take related to contact list
segments. Segments are groups of contacts in a list that share certain
features (such as all contacts whose addresses end in *.com”, for example.

Custom field
permissions

Select the actions a user of this account may take related to custom fields.

Email campaign
permissions

Select the actions a user of this account may take related to email
campaigns.

Triggers permissions

Select the actions a user of this account may take related to event
triggers.

Contact permissions

Select the actions a user of this account may take related to contacts in
your contact lists and suppression email lists (lists of email addresses that
remain in the contact list but do not receive emails).

Template permissions

Select the actions a user of this account may take related to templates.

Statistics permissions

Select the type of statistics a user of this account may view.
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Table 60 Create User: User Permissions (continued)

Administrator If you want to assign other permissions to users of this account, select the

permissions appropriate option or options.

e Select System administrator to allow users of this account to access
the settings page, and all lists and users.

* Select User administrator to allow users of this account no additional
access.

* Select List administrator to allow users of this account to access and
edit all contact lists for all users.

e Select Template administrator to allow users of this account to access
and edit all templates for all users.

Other permissions Select User SMTP settings to allow users of this account to edit their own
SMTP (Simple Mail Transfer Protocol) settings.

Select Show SMTP.com option to allow users of this account to have the
option to send their emails using smtp.com’s service.

Enable the XML APl | Select this to allow users of this account to use the Interspire Email
Marketer's XML API (eXtensible Markup Protocol Application
Programming Interface).

Addon permissions This section contains access permissions that relate to the addon modules
currently installed and enabled in Interspire Email Marketer (see
Managing Addon Settings on page 256). Select the actions that a user of
this account may perform.

Contact lists This section controls the contact lists that users of this account may use.
Select All contact lists to allow users of this account to use every contact
list stored in Interspire Email Marketer.

Select User’s own lists plus the following lists to allow the user to access
contact lists configured in the user’s account, plus the other lists that
display below (if other contact lists are already configured).

Note: The other permissions in this screen also affect this section. For
example, users of an account which has Edit contact lists turned off
in the List permissions section will not be able to view segments for
other accounts, even if they are permitted to in this section.
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Table 60 Create User: User Permissions (continued)

Segment list

This section controls the templates that users of this account may use.

Select All templates to allow users of this account to use every template
stored in Interspire Email Marketer.

Select User’'s own templates plus the following to allow the user to
access templates configured in the user’s account, plus the custom
templates that display below (if custom templates already exist).

Note: The other permissions in this screen also affect this section. For
example, users of an account which has View segments turned off
in the Segment Permissions section will not be able to view
segments for other accounts, even if they are permitted to in this
section.

Templates

This section controls the contact list segments that users of this account
may use.

Select All segments to allow users of this account to use every contact list
segment stored in Interspire Email Marketer.

Select User’s own segments plus the following lists to allow the user to
access contact list segments configured in the user’s account, plus the
other lists that display below (if other contact lists are already configured).

Note: The other permissions in this screen also affect this section. For
example, users of an account which has Edit templates turned off in
the Template Permissions section will not be able to edit templates
for other accounts, even if they are permitted to in this section.

Configuring Email Settings

Use the Email settings screen to configure each user account’s SMTP (Simple Mail Transfer
Protocol) settings. Take the following steps:

1 Click User accounts in the toolbar, then click the Email settings tab.

Figure 224 Create User: Email Settings

Mail server Details

SMTP Server:

& Use my deFault SMTP server &

O Let me specify my own SMTP server details &

C Sign up Far an SMTP. com account &

2 Set up this user account’s email server settings:

* Select Use my default SMTP server to have this account use Interspire Email
Marketer server’s default settings.

* If you want to configure an SMTP server for this account alone, select Let me specify
my own SMTP server details. The following screen displays.
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Figure 225 User Account: SMTP Server Details

% et me specify my own SMTP server details '€
* SMTP Hostname: e I [+
SMTP Username; I e
SMTP Passwiord: I [+
SMTP Port: I (*]
Test SMTP Settings: I (*]
Test SMTP Settings I

Specify the SMTP hostname (required).

If your SMTP server requires a username and password for authentication, enter
them in the fields SMTP username and SMTP password fields.

If your SMTP server uses a non-standard port number, enter it in the SMTP port field
(the standard SMTP port number is 25).

To ensure that the SMTP settings are functioning correctly, enter an email address in
the Test SMTP settings field and click Test SMTP settings to send an email to the
specified address.

If you want users of this account to use smtp.com'’s server to send email, click Sign
up for an SMTP.com account. The following screen displays.

Figure 226 User Account: Sign up For smtp.com Service

my SMTP.COM

SMTP.com provides a way bo send emails without relving on your web hosting provider. They take care of emaill sending and handle large amounts of emails reliably, soif vou're on a
shared server or need ta send a large amount of emails, SMTP.com can provide vou wikh a custom SMTP server. They take care of dealing with blacklisting and all other server
administration tasks, so vou can focus on creating and sending wour email campaigns and autoresponders, withaut worrying about deliverability issues,

To get started b GRAT Fasarn, gt Falegw the steps below,

. Sign up For an SMTP, com account here (IMerspire customers receive a 10% discount on normal prices)
COnmayowue received voue SMTRger e details, select the "Let me specify my own SMTP server details” option above,
. Enter the details of wour new SMTP.com account and click save,

. &l email campaigns and autoresponders will now be sent using your new SMTP,com mail server,

A

Click Sign up for an SMTP.com account here and follow the instructions in the
screen that displays.

When you have signed up and received your smtp.com SMTP server settings, select
Let me specify my own SMTP server details and enter the details you were given.

Configuring Google Calendar Settings

Use the Google Calendar settings screen to configure each user’s Google Calendar account
settings. Take the following steps:

1 Click User accounts in the toolbar, then click the Google calendar settings tab.
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Figure 227 Create User: Google Calendar Settings

Enter your Google Calendar details below and all date Fields when viewing/editing contacts will appear with an icon that allows you to add a Follow up reminder to your calendar,

Google Calendar Details

Google Calendar Usernamne!

s

s

Google Calendar Password;

Test Login I Save | Caniel I

2 Set up this user account’s Google calendar settings:

* In the Username field, enter the name with which the user logs into Google
Calendar.

e Inthe Password field, enter the password associated with the above username.

3 Click Test login. Interspire Email Marketer checks the login details you entered, and
displays a dialog box that lets you know if they are correct or incorrect.

4 If the details are correct, click Save.
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Using Interspire Email Marketer
Settings

This chapter discusses how to use the Settings link in the toolbar.

Figure 228 The Settings Link

Home | Templates » | Formsw | User éiccounts | Settings | Tools» | Logout | Help

‘You are lngged in as "Demo Lser” | System Time; 10116 am; 12 Apr 2002 - (GMT-5;00)

Interspire Email Marketer Settings Overview

Use the Settings screen to control:

Top-level application settings (see Managing Application Settings on page 243).
Global email settings (see Managing Email Settings on page 245).

Cron jobs (see Managing Cron Jobs on page 250).

Login security settings (see Managing Security Settings on page 255).

Addon settings (see Managing Addon Settings on page 256).

Managing Application Settings

Use Application settings screen to view and manage top-level application setting such as:

Interspire Email Marketer’s URL.
Your contact email address (for forgotten password requests from users).
IP address tracking.

Interspire Email Marketer’s system message (use this to inform users about scheduled
maintenance, and so on).

Information about Interspire Email Marketer’s database (such as login details, location,
type and version).

License key information.

You can also test the email sending system.

Take the following steps to configure application settings:

1 Click Settings in the toolbar. The Application settings tab displays by default.

Configure your settings.

Page 398 of 478



‘ 244‘ USING INTERSPIRE EMAIL MARKETER SETTINGS

Figure 229 Settings: Application Settings

Miscellaneous Settings

* Application URL:

* Conkack Email Address:
IP Address Tracking:

Syskem Message:

Database Details
Database Type:

* Database User:
Database Passwaord:

* Database Hostname:

* Database Mame!
Database Table Prefix:

Database Version:

License Key Details

* License Key:

Test Sending

Test Sending System:

Ihttp:,I',l'iem.interspire-demo.com &
help@interspire.com 2
[ ¥es, ip address tracking is enabled &
o]
[MySEL]
|patabase User Y
|***************** _i!"
IDatabase Host -
|Database Mame 2
|Table Prefix Y
MySOL
HRAR R AR ARG =3
[nd | @
Save | Cancel

Table 61 Settings: Application Settings

Miscellaneous Settings

Application URL

Enter Interspire Email Marketer’s full URL (Uniform Resource Locator), for
example “http://www.somedomain.com/somefolder/”.

Contact Email

Enter the email address to which users’ forgotten password requests

Address should be sent.
IP Address Select this to log the IP address used when a contact subscribes to or
Tracking unsubscribes from a list.

Deselect this if you do not want to log IP addresses.

System Message

If you want a message to display to your users when they log in to
Interspire Email Marketer, enter the message here. The message displays
beneath the usage graph in the Home screen.

Database Details

Database Type

This displays the type of database Interspire Email Marketer is using. See
the Database version field for the database application’s version details.

Database User

Enter the username you use to log into the database.

Database If your database requires a password for login, enter it here.
Password

Database Enter the hostname or IP address of the database Interspire Email
Hostname Marketer uses.

Database Name

Enter the name of the database Interspire Email Marketer uses.

Database Prefix

Enter text to affix to tables. Use this if your database includes multiple
tables.
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Table 61 Settings: Application Settings

Database Version | This displays the version number of the database application Interspire
Email Marketer is using.

Note: Interspire Email Marketer supports MySQL v4.0 and above, and
PostgreSQL v7.4 and above.

License Key Details

License Key Enter the license key you were given when you purchased Interspire Email
Marketer.

Note: If you are not sure what to enter here, contact your vendor.

Test Sending

Test Sending Enter an email address (to which you have access) in this field and click
System Send to test the email sending system. If the email arrives in the address’s
inbox, the sending system is working correctly.

Note: Configure global email server settings in the Email settings tab’s
Mail server details section.

2 Click Save to save your changes. Alternatively, click Cancel to return to the Home
screen without saving any changes.

Managing Email Settings
Use the Email settings screen to view and manage global email settings relating to:

e Email size, rate and number.
* Resend attempts.
e The maximum size of images users may upload and use in campaigns.
e Email footers.
* Unsubscribe links.
e Attachments.
* Embedded images.
* Test mode (when in test mode, no emails are sent to contacts).
* Mail server details.
* Default bounced email settings.
Note: The fields in this screen control global settings. To configure user-specific email
settings, use the User accounts > Email settings screen (see Configuring Email

Settings on page 240).

Take the following steps to configure global email settings:

1 Click Settings in the toolbar, then click Email settings. Configure your settings.
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Figure 230 Settings: Email Settings

Email Settings
Email Size Warning:
Email Size Maximum:
Max Hourly Rate:
Monkhly Leeway dllowance:
Maximum Resend Attempts:
Mazximum Image Width:
Maximurm Image Height:

Global HTML Foater:

Global Texk Footer;

Fatce Unsubscribe Link:
Allow Attachments:

Allow Embedded Images:

Send in Test Mode:

Mail Server Details

Use SMTP Server:

Default Bounce Details
Default Bounce Details:
Default Bounce Address:
Default Bounce Server:
Defaulk Bounce Username:
Default Bourice Passwaord:
IMAF Email Account:

Use Extra Mail Settings:
Agree to Delete Emails:

Test Bounce Settings:

oo -]

111

[T Wes, force an unsubscribe link. 2]
[ ves, allow attachmants 2]
W ‘tes, allow embedded images L
L [T ves, embedded images are enabled by defaul: &

[ ¥es, put the application into test mode 2]

& Lise my default mai settings &
O et me specity my own SMTP server details a9

(3] Sign up For an SMTF,com account L2 ]

¥ Wes, set default bounce details

|
| v
|
|

[ ves, this is an imap account -@»‘

[ ¥es, use extra mail settings L*]

Test Bounce Sektings I

Save | Cancel |

Table 62 Settings: Email Settings

Email Settings

Email Size You can have Interspire Email Marketer display a warning message if a
Warning user tries to send an email or autoresponder over a certain size.
Enter the size (in kilobytes) above which this warning should display.

Note: Enter zero (*0”) to not sand email size warnings.
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Table 62 Settings: Email Settings

Email Size Enter the maximum size (in kilobytes) for an email campaign or
Maximum autoresponder. Interspire Email Marketer won’t send an email campaign
larger than this.

Note: Enter zero (*0”) to allow email campaigns and autoresponders of
any size.

Max Hourly Rate | Enter the maximum number of emails a user may send, per campaign, per
hour.

Note: If users have multiple campaigns, they may send up to this number
of emails per campaign per hour.

Note: Enter zero (*0”) to allow any number of emails per campaign per
hour.

Monthly Leeway | If you want to allow users to go over their monthly email limit, enter the
Allowance number of “grace” emails here.

Note: Enter zero (*0”) to allow no “grace” emails.

Maximum Resend | Enter the number of times Interspire Email Marketer allows users to re-

Attempts send email campaigns.

Maximum Image | Use this, in conjunction with the Maximum image height field, to limit

Width the size of images users may upload to the Interspire Email Marketer
server.

Enter the maximum image width (x-axis) in pixels.

Maximum Image | Use this, in conjunction with the Maximum image width field, to limit the
Height size of images users may upload to the Interspire Email Marketer server.
Enter the maximum image height (y-axis) in pixels.

Global HTML If you want to add information to every HTML email, enter the
Footer information here.

Note: If you also set a user-specific HTML footer (see Configuring User
Settings on page 233), the global footer displays after the user-
specific footer.

Global Text Footer | If you want to add information to every plain-text email, enter the
information here.

Note: If you also set a user-specific text footer (see Configuring User
Settings on page 233), the global footer displays after the user-
specific footer.

Force Unsubscribe | Select this to ensure that all emails and autoresponders sent by users
Link include an unsubscribe link (the %%unsubscribel ink%% variable).
Deselect this to allow users to send emails and autoresponders without
unsubscribe links.

Allow Select this to allow users to attach files to their emails and
Attachments autoresponders.
Deselect this to forbid users from attaching files.

Allow Embedded | Select this to allow users to embed images in their emails and
Images autoresponders.
Deselect this to forbid users from embedding images.
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Table 62 Settings: Email Settings

Send in Test Mode | Select this to activate test mode. In test mode, emails are not sent. This
allows users to test Interspire Email Marketer without the danger of
sending emails to contact lists.

Deselect this to deactivate test mode.

Mail Server Details

Use SMTP Server | Use the fields in this section to configure global SMTP settings.

e Select Use my default mail settings to use the default settings
configured on Interspire Email Marketer’s server.

e Select Let me specify my own SMTP server details if you have
another SMTP server you want to use.

e Select Sign up for an smtp.com account if you want to use
smtp.com’s services for sending mail.

See Managing Global SMTP Settings on page 249 for more details.

Default Bounce Details
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Table 62 Settings: Email Settings

Default Bounce Select this to specify the global default method for handling bounced
Details emails.

Note: Bounced emails are emails that could not be delivered to the
intended recipient.

The following fields appear when you select this option.

Default Bounce Address: enter the email address to which bounced
emails should be sent by default.

Default Bounce Server: enter the name of the server you want to use for
handling bounced emails by default.

Note: If your server uses a non-standard port, enter the port number after
the hostname in the format “hostname:port”.

Default Bounce Username: enter the username for the Default bounce
server.

Default Bounce Password: enter the password associated with the
Default bounce username.

IMAP Email Account: select this if the account on the Default bounce
server is an IMAP (Internet Message Access Protocol) account.

Deselect this if the account on the Default bounce server is a POP3 (Post
Office Protocol version 3) account.

Use Extra Mail Settings: select this if you need to configure the Default
bounce server account further. The following fields display:

Do not validate certificate: select this if you do not want to validate
the server’s SSL (Secure Sockets Layer) certificate.

Use this if your server uses a self-signed certificate. If you are not sure
whether your server uses a self-signed certificate, do not select this.

Do not use TLS: select this if you do not want to use TLS (Transport
Layer Security) to connect to the server. If you are not sure whether
you want to use TLS, do not select this.

Do not use SSL.: select this if you do not want to use SSL (Secure
Sockets Layer) to connect to the server. If you are not sure whether
you want to use SSL, do not select this.

Others: enter any other options required to connect to the server.

Agree to Delete Emails: select this if you want to delete emails from the
server once you have read them. If you did not save an email on your
computer, you will not be able to re-read the email.

Test Bounce Settings: click this to test the bounce email account by
sending a test email.

2 Click Save to save your changes. Alternatively, click Cancel to return to the Home
screen without saving any changes.

Managing Global SMTP Settings
Take the following steps to configure global SMTP settings:

1 Click Settings in the toolbar, then click the Email settings tab.

2 Set up this global email server settings in the Mail Server Details section:
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¢ Select Use my default SMTP server to use the default server for Interspire Email
Marketer. Configure the default server in the Settings > Email settings screen.

e Ifyou have other SMTP server details that you want to use, select Let me specify my
own SMTP server details. The following screen displays.

Figure 231 Email Settings: SMTP Server Details

% et me specify my own SMTP server details '€

* SMTP Hostname:

€

|
SMTP Username: | o
SMTP Passwiord: I L2
SMTP Part: | L2
Tesk SMTP Settings: I L2

Test SMTP Settings |
Specify the SMTP hostname (required).
If your SMTP server requires a username and password for authentication, enter
them in the SMTP username and SMTP password fields.
If your SMTP server uses a non-standard port number, enter it in the SMTP port field
(the standard SMTP port number is 25).
To ensure that the SMTP settings are functioning correctly, enter an email address in
the Test SMTP settings field and click Test SMTP settings to send an email to the
specified address.
If you want to use smtp.com’s server to send email, click Sign up for an SMTP.com
account. The following screen displays.

Figure 232 Email Settings: Sign up For smtp.com Service

my SMTP.COM

SMTP.com provides a wayw to send emails without relving on vour web hasting pravider, They take care of email sending and handle large amaounts of emails reliably, soif vou're ona
shared server or need ta send a large amount of emails, SMTP. com can provide wou with a custom SMTP server, They take care of dealing with blacklisting and all other server
adrinistration tasks, so wou can focus on creating and sending vour email campaigns and autoresponders, withaut worryving about deliverability issues,

To get started with A3 TP marn, it Falew the steps below,

1, 3ign up fFor an SMTP,com account here (IMterspire customers receive 4 10% discount on normal prices)
S 0nmggroweue received vour SKTRgeerer details, select the "Let me specify my own SMTP server details” opkion above,

3, Enter the details of your new SMTP.com account and click save,
4, Al email campaigns and autoresponders will now be sent using your nevs SMTP,com mail server,

Click Sign up for an SMTP.com account here and follow the instructions in the
screen that displays.

When you have signed up and received your smtp.com SMTP server settings, select
Let me specify my own SMTP server details and enter the details you were given.

Managing Cron Jobs

Cron jobs are operations that run on your server at pre-scheduled times (“cron” is an
abbreviation of “chronograph”). Cron relies on crontabs; configuration files that manage
cron jobs.

Cron jobs can invoke standard command line commands, or call scripts.
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Note: In order to process cron jobs, your server must be running cron. Contact your service
provider for information.

Interspire Email Marketer uses cron jobs to automatically send pre-scheduled email
campaigns at specified times, and to process autoresponders and bounced emails at
specified intervals.

Note: Schedule email campaigns in the Email campaigns > Send email campaign screens.

To set up cron jobs, you need to:

* Configure cron settings in Interspire Email Marketer (see page 251).

 Configure your server’s crontab file to run the cron job (see page 252).

Configuring Cron Jobs in Interspire Email Marketer
Take the following steps to configure cron jobs in Interspire Email Marketer.

1 Click Settings in the toolbar. Then, click the Cron jobs tab.

Figure 233 Settings: Cron Jobs

Scheduled send Settings
Do You Wank to Enable Cron Support? ¥ “es, Twant to enable cron support {How can T enable cron?) %

Cron Command ko Run: B e e

€

Zron Run Time: Cron runs every 16 hours, 32 minutes

o' "When you add the cron command (above) to your crontab, it needs o run at least as frequently as the Ruwn Sverptimes you choose below, Learn why,

Job Type Last Run Next Run Run Every

Aukoresponders Has Mok Fun Yet lm
Bounce Processing Has Mok Run et m
Scheduled Sending Has Mok Run Vet lm
Triggers Sending Has Mat Run Yet lm
Triggers Processing Has Mat Run Yet lm
Split Test Campaigns Has Mak Fun Yet Im

Save | Cancel |

2 Select Yes, | want to enable cron support.

If you want to turn Interspire Email Marketer’s cron support off, deselect Yes, | want
to enable cron support. The rest of the fields in this screen are hidden.

Note: Cron is enabled by default.

3 Use the Run every lists to select the frequency with which you want to run the
following cron jobs:

» Autoresponders: this controls sending responses to contacts who join your contact
lists.
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* Bounce processing: this controls emails that could not be delivered to their
recipients.

¢ Scheduled sending: this controls sending pre-scheduled email campaigns.
* Triggers sending: this controls sending email campaigns initiated by a trigger event.

* Triggers processing: this controls performing all actions (including administrative
actions) specified in triggers.

* Split test campaigns: this controls performing split testing of two or more email
campaigns.

If you want to stop a cron job, select Disable in its Run every list.

The Last run fields display the time at which the job was last performed. The Next run
field displays the time at which the job is next scheduled to run.

4 Click Save to save your changes in this screen. Alternatively, click Cancel to return to
the Home screen without saving your changes.

Configuring Cron Support on Your Server
Take the following steps to configure cron support on your server:

1 Click Settings in Interspire Email Marketer’s toolbar. Then, click the Cron jobs tab (see
Figure 233 on page 251).

2 Copy the command in the Cron command to run field. This is the path to the batch
script that runs Interspire Email Marketer’s cron jobs.

3 Note the most frequent entry in the Run every column. You will need to configure the
cron job to run on your server at least as often as this.

4 Login to your server and configure the crontab file to run the command you copied
from Interspire Email Marketer’s Cron command to run field.

e Forinformation on configuring your server’s crontab via command line commands,
see page 252.

 Forinformation on configuring your server’s crontab via a graphical interface such as
cPanel, see page 253.

Configuring Cron Via Commands

To set up cron via command line interface, telnet to your server, or use its control panel
command line interface. Enter the edit crontab command:

crontab -e

Next, configure the cron job. Enter the command you copied from Interspire Email
Marketer’s Cron command to run field, preceded by five asterisks:

**xx*x*/path/to/php -F /path/to/emailmarketer/admin/cron/cron.php
Note: This command is only an example; yours may be different.

The asterisks allow you to specify the frequency with which the .. ./cron_php scriptis
called, as shown:
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Figure 234 Cron Timing Configuration
Kk ki &

MINUTE OF HOUR (0-59) ’/
HOUR OF DAY (0-23)
r

DAY OF MONTH (1-31)

MONTH OF YEAR (1-12)

DAY OF WEEK (0-7)
0 OR 7 15 SUNDAY

Note: For the Day of week, you can also enter the full day (for example, “tuesday”). This is
not case-sensitive.

* Anasterisk indicates a wildcard. Thus, if you enter “*****” the script is run every minute
of every hour of every day of every month.

e Alternatively, you can enter a number to specify a time, or enter a range ("3-6", for
instance).

* You can also specify frequency by entering “*/n”, meaning every n units. So, entering
“*/5” in the Minute of hour column means “every five minutes.”

Note: If you have no specific reason to limit frequency, it is recommended that you set your
cron to run every minute; this allows you to use Interspire Email Marketer’s email
scheduling feature with minute-to-minute precision. You can set other features
(autoresponders and bounce processing) to run more infrequently in Interspire Email
Marketer’s interface, if required.

Configuring Cron Via a Graphical Interface

Depending upon your server’s configuration, you may be able to configure cron jobs using a
graphical user interface such as cPanel or Plesk. This example uses cPanel X.

1 Loginto cPanel and select Advanced > Cron jobs.

Figure 235 cPanel: Advanced

Advanced - ==
= = '.._. a =
-— % O @5 yE L
Apache Image Inde: Error ‘CronjobSlE:;-Zn;c?:s@ MIME
Handlers Manager Manager pages . ' Types

2 Select Standard (step 3) or Advanced (step 4).
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Figure 236 cPanel: Standard or Advanced Cron Mode

"ﬁ Cron Jobs

Cron jobs aliow pou to gutomate certain commands or scripts on pouwr site, You can set 5 command or scrpt to run at 3

specific #me every day, weelk, efc. For example, pou cowld set & cron job do delete temporary files every week so that ypour
disk space is not befng used up by those files.

Warning: vou need to have a good knowledge of Linux commands before you can use cron jobs effectively. Check your
script with your hosting administrator before adding a cron job,

Please choose your experience level:

Standard

Advanced (Unix Style) |

3 If you selected Standard:

Figure 237 cPanel: Standard Cron Setup

Please enter an email address where the cron output will be sent:

NOTE: You will receive a message every time this job runs. Using your main e-mail
address is not recommended.

Entry 1

Comrmand to run:

Minute(s): Hour{s): Manths(s):
Every Minute -~ Ewery Six Hours - -~

Every Other Minute 0 =12 AM/Midnight = January

Every Five Minutes February
Every Ten Minutes March
Every Fifteen Minutes April -
1 Weeskday(s):
2
3 1 Sunday
4 = 2 MWanday
3 Tuesday
Delete 4 - Wednesday -

Save Crontab | Reset Changes |

e Paste the command you copied from Interspire Email Marketer’s Cron command to
run field into cPanel’s Command to run field.

* Configure the Minute(s), Hour(s), Day(s), Month(s) and Weekday(s) fields. Select
the frequency you require from the lists.

Note: If you enter an email address in the field at the top of the screen to receive a message
every time the job runs, bear in mind that this may be quite frequent.

e Click Save crontab. Alternatively, click Reset changes to return the fields in this

screen to their defaults.
4 If you selected Advanced:
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Figure 238 cPanel: Advanced Cron Setup

*Tf Advanced (Unix Style)

This is & web interface to the crontab program. For exampls, ¥ ¥ * % % el rnean svery rminute and 0 0 * * * would mean
gt midnight every night

Please enter an email address where the cron output will be sent:

WOTE: vou will receive a message every time this job runs. Using your main e-mail address is not recommended.

Minute Hour Day Month Weekday Command
0 0 * * -
add Cronjob

Cornmit Changes | Reset Changes |

* Paste the command you copied from Interspire Email Marketer’s Cron command to
run field into cPanel’'s Command field.

e Configure the Minute, Hour, Day, Month and Weekday fields. Use the options
defined in Configuring Cron Via Commands on page 252 to define the job’s
frequency.

Note: If you enter an email address in the field at the top of the screen to receive a message
every time the job runs, bear in mind that this may be quite frequent.

e Click Add cronjob. Then, click Commit changes. Alternatively, click Reset changes
to return the fields in this screen to their defaults.

Managing Security Settings

The Security settings tab allows to prevent automated attacks and password-guessing
attempts by locking out people who repeatedly provide incorrect login details. You can

specify the number of times that users may attempt to log in, and the length of time for
which users who exceed this number of login attempts are locked out.

When a user is locked out, login attempts from the user’s IP address are not allowed. The
amount of time that the user must wait before trying again displays.

Figure 239 User Locked Out

fultiple failed login attempts detected. Please wait 15
rinutes before atternpting ta login again,

Username:
Password:
Take Me ta: I Home Page =1
[T Remember my details
Lagin I Farqat vour passwaord?

You can also set a time delay for the login screen. When you do this, a user who has
provided incorrect login details must wait the specified number of seconds before being
able to attempt to log in again.

To manage Interspire Email Marketer’s login security settings:
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1 Click Settings in the toolbar, then click the Security settings tab.

Figure 240 Settings: Security Settings

Login Failure Wait Security Settings

Enable Login Failure Wait [V ‘es, enable login Failure wait security Feature '
* Delay login Failure For I 5 = I serond(s)
Login Failure IP Ban Security Settings
Enable Login Failure IP Ban [V ‘es, enable login Failure IP Ban security Feature &
* Threshold 3 I 5 - I Failed attempts in I 5 - I minuke(s)
* Ban IP Faor I 5 = I minute(s)
Save I Cancel I

2 If you want to set a time delay for login attempts, select Enable login failure wait and
select the delay time (in seconds) from the list that displays.

3 If you want to prevent users who repeatedly provide incorrect login information from
attempting to log in again after a specified time, select Enable login failure IP ban.

In the Threshold field, select the number of failed login attempts permitted (from the
same IP address) in the first list, and the time period in which these failed attempts
must occur in the second list.

In the Ban IP field, select the length of time for which the IP address is banned from
attempting to log in.
4 Click Save when you have finished.

Managing Addon Settings

The Addons settings tab allows you to install and enable additional “addon” software
modules that enhance Interspire Email Marketer.

To manage Interspire Email Marketer’s addon settings, click Settings in the toolbar, then
click the Addons settings tab.

Figure 241 Settings: Addons Settings

Name Description Yersion Installed? Enabled? Action
Aukomatic Event Log Emails, autoresponders and triggers sent ... 1.0 4 o

Error Log Yiewer Wiewy & lisk of PHP errors, warnings and n ... 1.0 4 [ 4 Configure
Permission Check Check if the required files and Folders b L., 1.0 4 "4

Saoftware Yersion Check Checks if vou are running the latest vers ... 1.0 "4 [

Split Testing Split test different version of your emai ... 1.0 "4 o

Surveys SUFYEYS 1.0 ' 4 o

Save I Cancel |

Note: The above figure displays the available addons at the time of writing. By the time you
read this, others may be available.
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Table 63 Settings: Addons Settings

Name This displays the name of the addon module.

Description This displays a short description of the addon module’s purpose.

Version This displays the addon module’s version number.

Installed e Atick( + )displaysif the addon module is installed in Interspire Email

Marketer. Click the tick to uninstall the addon module.

Note: When you uninstall an addon module, all related settings and data
are deleted, and cannot be retrieved.

e Across( 2 )displays if the addon module is not installed in Interspire
Email Marketer. Click the cross to install the addon module.

Enabled e Atick ( « )displays if the addon module is currently active. Click the
tick to disable the addon module.

Note: When you disable an addon module, its related settings and data
are not deleted.

e Across ( # )displays if the addon module is not currently active. Click
the cross to enable the addon module.

Action Some addon modules have configuration options that you can configure.
Click an addon module’s Configure link to see its available options.

Page 412 of 478



‘ 258‘ USING INTERSPIRE EMAIL MARKETER SETTINGS

Page 413 of 478



| 259

Using Tools

This chapter discusses how to use the Tools menu in the toolbar.

Figure 242 The Tools Menu

Home | Templstes » | FEorms » | UserAccounts | Settings | Tools » | Logouk | Help

‘ou are lngged in as "Cemo User” | System Time; 12:37 |

System Infarmation
Check for Update
View Error Logs

Check Permissions

Interspire Email Marketer Tools Overview
Use the Tools screen to:
* See information about your Interspire Email Marketer server (see Viewing System
Information on page 259).
* Check for updates to Interspire Email Marketer (see Checking For Updates on page 261).
* View Interspire Email Marketer’'s PHP error logs (see Viewing Error Logs on page 261).

e Check that Interspire Email Marketer’'s components have the correct permissions
necessary for the application to function correctly (see Checking Permissions on page
262).

Viewing System Information

Use the Tools > System Information screen to see information about your Interspire Email
Marketer server setup.

The fields in this screen are read-only, and display the results of Interspire Email Marketer’s
server setting detection process. If you want to modify the server settings that display in
this screen, contact your host or service provider.
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Figure 243 System Information

System Information

Server Information
Produck Wersion:
Character Set:
Server Timezone:
Current Server Time:
PHF Wersion:

Safe Made Enabled:
Imap Support Found:
Curl Support Found:
GO Yersion:

Mod Security Enabled:
Server Software:

Database version:

An overview of the configuration of your server can be seen below,

¥iew Full System Info
55
Universal Alphabet (UTF-8)
RN NN
Wed, 15 Apr 2009 02:46:18 -0600
RO
I KK
Yes
Yes
S K NN
EE S eSS IS SIS ST O
XK N RN

EEEEEEEEEEEEEE S ey

Table 64 System Information

View full system info

Click this link to open a new window displaying detailed server
information.

Product version

This displays the application version number of Interspire Email Marketer.

Character set

This displays the character set used for sending emails.

Server timezone

This displays the time zone in which Interspire Email Marketer's server is
located. If you are sure this is correct, contact your hosting service
provider.

Note: If you want to change this for an individual user, use the User
accounts > Edit > User settings screen’s User timezone field.

Current server time

This displays the current time in the Server timezone.

PHP version

This displays the version number of PHP the server is running.

Safe mode enabled

This displays whether the server is running PHP in safe mode. If PHP is
running in safe mode, you cannot change the “from” address in the
database.

Imap support found

This displays whether the server supports the PHP-IMAP (Internet
Message Access Protocol) protocol.

Note: Interspire Email Marketer requires PHP-IMAP to process bounced
emails.

Curl support found

This displays whether the server supports Curl.

GD version

This displays whether the server supports the PHP graphics library GD.
Interspire Email Marketer uses the GD library to create the CAPTCHA
images you can insert in website forms.

Note: If the GD graphics library is not supported, it is possible to use other
methods to generate CAPTCHA images.

Mod security enabled

This displays whether the ModSecurity open-source web application
firewall is supported on the server. See www.modsecurity.org.
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Table 64 System Information

Server software

supports IS5 and above.

This displays the web server application the server is using. For Linux,
Unix, Unix variants and Windows, Interspire Email Marketer supports
Apache v1.3.2 and above. For Windows, Interspire Email Marketer also

Database version

PostgreSQL v7.4 and above.

This displays details of the database management system running on the
server. Interspire Email Marketer supports MySQL v4.0 and above, and

Checking For Updates

To check whether updates to Interspire Email Marketer are available from Interspire, click
Tools in the toolbar, then click Check for update.

If an update is available, a message to that effect displays.

Figure 244 Update Available

is available for download,

Software Version Check 3

‘fou are currently running wersion 5.5.5. A& new version (5.5.100

Ok I

Click OK to close the window.

Viewing Error Logs

To see Interspire Email Marketer’s PHP error log, click Tools in the toolbar, then click View

error logs.

Figure 245 Viewing Error Logs

Error Logs

Delete Selected Entries I

Yiew & lisk of PHP errors, warnings and notices from the tools menu,

e g I Results per page: | 10 - Pages: (Page 1 of 110} «|Back | 1|23 | 4|5 | MNext | =

- Severity

O @ Mokice
[ @ wotice
r @ Motice

Error Message

Cannot include file: {3:IEM_ADDOMS_PATH: Hsurvewfsurvey.php, that is set to be included when
IEM_SEMDSTUDIOFUMCTIONS _GEMERATEMEMULIMES is being triggered

Cannat include file: {3:IEM_ADDOMS_PATH:Hsurvevisurvey.php, that is set to be included when
IEM_SEMDSTUDIOFUMC TIONS_GEMERATEMEMULIMKES is being triggered

Cannot include file: {3%IEM_ADDOMS_PATHY: Hsurvev survey.php, that is set to be included when
IEM_SEMDSTUDIOFUMC TIONS_GEMERATEMEMULIMKES is being triggered

Error Source Date

Internal

Internal

Internal

Apr 12 2009
16:21:53

Apr 12 2009
16:21:42

Apr 12 2009
16:21:36

Table 65 Viewing Error Logs

Delete selected
entries

retrieved.

Select one or more entries’ checkboxes and click this to remove
them from Interspire Email Marketer. Deleted log entries cannot be

Delete all entries

Deleted log entries cannot be retrieved.

Click this to remove all log entries from Interspire Email Marketer.
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Table 65 Viewing Error Logs

E Select one or more log entries’ checkboxes before clicking Delete
selected entries.
O Select the box at the top of the column to select all log entries.

Severity This displays the severity of the log entry (Notice, Warning or
Error).

Error message This displays a short description of the error that caused the log
entry. Click an entry’s Expand icon ( [#) to see the full log entry
message.

Error source This displays the origin of the error.

Date This displays the date and time that the error occurred.

Checking Permissions

To check that Interspire Email Marketer’'s components have the correct permissions
necessary for the application to function correctly:

1 Click Tools in the toolbar, then click Check permissions.

Figure 246 Checking Permissions

Check the permissions in your application

Check the permissions of the files and folders in vour application, This will let wou know if there are any problems so they can be resolved,

Start Checking I

2 Click Start checking. Interspire Email Marketer checks your installation’s permissions.

Figure 247 Permission Checking in Progress

Permission Checking in progress ..

Please wait while we check all of the permissions in your system .,

23%

_——

hecking permission fincludes/config.php {step 2 of )

3 When it has finished, the permissions report displays. You can use this report to assist
in troubleshooting problems.
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Figure 248 Permission Report

Check the permissions in your application

Check the permissions of the files and Falders in your application. This will let you know if there are any problems so they can be resolved.
The following files or Folders were OF:

s fvarfeengvhosks) Thttpdocsrickfadminfcom/skorage ftemplate-cache
» fvarfrenvhosts) Thttpdocs|rickfadminfincludes/config. php

o fvarfeenvhosts) Thttpdocs)rickfadminftemp

& fvariwengvhosts) Jhtpdocs|rick adminftempinewsletbers

s fvarfeengvhosts) Thttpdocs/rickfadminftempstemplates

e [var e vhosts) Jhtkpdocs rickfadminftermpuser

The Following files or Folders were NOT Ok

o fvarfrengfvhosts) Jhttpdocs frickfadminftempfautaresponder
s fear e vhosts) Jhttpdacs vick adminftemplautorespanders
o fvarfrenfvhosts) Jhtbpdocs ickfadminftempysend
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TROUBLESHOOTING AND INDEX

This section contains the following chapters:
Troubleshooting (267)

Index (271)
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Troubleshooting

This chapter describes some common problems, and their likely solutions. Use this chapter
to diagnose and solve problems you may have with Interspire Email Marketer.

If you are not sure what effects a certain troubleshooting action will have, contact the
relevant administrator or service provider, or get in touch with customer support. Make all
configuration changes at your own risk!

Note: If you cannot perform a task that you think you should be able to, the most likely
reason is that your user account does not have the required privileges. Before you
take any other steps, use the User accounts screens (see Configuring User Accounts
on page 231), or check with your organization’s Interspire Email Marketer
administrator.

Problem: General Problems

If Interspire Email Marketer is not working correctly (in a manner not explained elsewhere in
this chapter), many problems can be solved by doing one or both of the following:

* Check Interspire Email Marketer’s permissions: Interspire Email Marketer’s
components require certain permissions in order for it to function correctly. To check
that all components have the required permissions, click Tools in the toolbar, then click
Check permissions. See Checking Permissions on page 262 for more information.

e Update to a newer version of Interspire Email Marketer: when a known issue with
Interspire Email Marketer is discovered, it is fixed by Interspire engineers. The fixed
version is then released as an update which you can install. To check to see if updates
are available, click Tools in the toolbar, then click Check for update. See Checking For
Updates on page 261 for more information.

Problem: | Forgot My Password
1 Gotothelogin screen (see Logging In to Interspire Email Marketer on page 29).
2 Click the Forgot your password? link.
3 Inthe screen that displays, enter your Username.
4

Click Send email. An email is sent to the email address associated with your username
in Interspire Email Marketer. Follow the instructions in the email.

Problem: | Can’t Send Emails

* You may have exceeded the mail quota imposed by your host. This limits the number of
emails you may send in a specific period. Check with your host if you are unsure.

* Your host may require that the emails you send have a particular From or Return-Path
(bounce) address, or a specific domain name (for example, any account
@exampledomain.com). Check with your host.
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* Your server's IP address may have been blacklisted. This can happen if emails from the
server appear to be spam. You can use an online service to check whether your server’s
IP is blacklisted, for example the Anti-Abuse Project’s multi-RBL (Real-time BlackList)
check, at the following URL:

http://www.anti-abuse.org/multi-rbl-check/

e If you are using a third-party SMTP server, check to ensure that your server, login and
port details are correct. Also, ensure that you are allowed to make connections to
remote servers on the desired port. Firewall restrictions on outgoing connections may
disallow the fsockopen PHP function.

Problem: | Can’t Import Contacts From a CSV File

* You may not have permission to upload contacts from a CSV file. To change a user’s
permissions, use the Export contacts to a file checkbox in the User accounts > Edit >
User permissions screen.

* Your CSV file may be incompatibly formatted. Check the CSV formatting to ensure that
it can be read by Interspire Email Marketer. Check that the information in your CSV file is
correctly formatted:

1 Each entry must be on a new line; one line of details per contact.
2 There must be no blank lines.

3 The number of fields in each contact’s entry must be consistent.
Note: Make sure you are using a CSV file and not an Excel (or other spreadsheet) file.

* Your CSV file may contain information that breaches Interspire Email Marketer’s
content type rules. For example, if some of the email address with which you want to
populate Email address fields in your contact list do not follow a correct email address
convention, the data may be rejected.

* Your CSV file may be too large. Break the file into two halves and upload both.

e PHP on the Interspire Email Marketer server may be in safe mode. Check with your
server administrator.

Problem: Bounced Email Processing Isn’t Working, Or Is Working
Erratically

* Bear in mind that for bounce processing to work, Interspire Email Marketer must have
access to the bounced emails. If you manually download the bounced emails from the
email server before Interspire Email Marketer accesses them, they cannot be processed
by Interspire Email Marketer.

e If you received an error relating to certificates, click Settings > Email settings. Look at
the Default bounce settings section and ensure that Use extra mail settings and Do
not validate server certificate are selected (checked).

Note: If you are not using the default bounce settings, check that the same settings are
configured in the relevant Edit contact list screen.
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e If you have set up the same bounce settings for multiple contact lists, make sure that the
settings are correct in each list that uses the same server for bounce processing. If the
settings are incorrect in one list, all lists using that server are adversely affected.

Problem: Cron Isn’t Working

e Ensure that cron is enabled in the Settings > Cron jobs screen.

 Ensure that the cron job is correctly configured; for example, ensure that it is set to use
the full path, for example:

/usr/bin/php -f /path/to/iem/admin/cron/cron.php
and not
/path/to/iem/admin/cron/cron.php

* Ensure that the email or autoresponder send, or bounce processing, is not set to run
more frequently than the cron job on your server.

* If you are a Windows user, ensure that Scheduled tasks are set to run frequently
enough.

* Ensure that your cron job is set to use the correct path to PHP.

Problem: | Can't Edit Forms /| Receive “Internal Server 500" Errors

* You may experience this problem if your server has mod_security enabled. Check with
your server administrator. Alternatively, disable mod_security by adding an .htaccess
file to Interspire Email Marketer’s root directory, including the following:

<IfModule mod_security.c>
# Turn off mod_security Ffiltering.

SecFilterEngine Off

# The below probably isn"t needed, but better safe than sorry.
SecFilterScanPOST Off

</I1fModule>

Problem: | Can’t Save Campaigns, Autoresponders, or Other Settings

* Make sure your user permissions allow you to perform the desired action. Check with
the Interspire Email Marketer administrator in your organization, or check the User
accounts > Edit > User permissions screen.
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e Make sure that you have the permissions necessary to write to the Interspire Email
Marketer server's admin/includes/config.php file and the admin/temp/ folder (and all
sub-folders). If you are unsure, check with your host.

Problem: I'm Having Trouble with the WYSIWYG (HTML) Editor

Check that the HTML code you are using is valid. You can use an online service such as the
World Wide Web Consortium’s HTML validator tool, available at the following URL:

http://validator.w3.org/

Make sure that the browser you are using to edit your template, email or autoresponder
does not have the Skype toolbar, Skype add-on or RealPlayer toolbar installed. If you
have any of these installed, disable or uninstall them. They can adversely affect the HTML
code in the editor.

Problem: | Want to Change the Time Zone

e If you want to change the time zone of an individual user, see Configuring User Settings
on page 233.
* If you want to change Interspire Email Marketer’s core time zone, you must edit the

Interspire Email Marketer database. The setting is located in the email_config_settings
table. Contact your server’s administrator.

Alternatively, perform the following SQL query to reconfigure the core time zone:

UPDATE email_config_settings SET areavalue="GMT+HH:MM" WHERE
area=""SERVERT IMEZONE" ;

where HH:MM defines the number of hours (HH) and minutes (MM) after Greenwich
Mean Time (GMT).

Note: Interspire Email Marketer does not make allowance for daylight savings time and
other such regional variations. If you want to make changes for such variations,
repeat the process above, modifying "GMT+HH:MM" to reflect the change.

Problem: | Want to Add a Contact to Multiple Contact Lists

You cannot add a contact to multiple lists using the Interspire Email Marketer interface.
However, you can create a website form that allows a user to join multiple contact lists.

1 Click Forms > Create website form.

2 Select multiple contact lists in the Contact lists/custom fields section.

3 Ensure that the List choices field appears in the Change field order (drag & drop)
section.

See Creating and Editing Forms on page 214.
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Index

A

A/Btests 25,81

access levels 236

account statistics 34, 152, 153

accounts 33

accounts, activating 233

accounts, creating and editing 232

accounts, deleting 232

accounts, user 231

action, form 178

activating accounts 233

activating email campaigns 81

activating templates 91, 206, 210

activity log 31, 235

add to dictionary 163

adding contacts 64

addon settings 243, 256

address 243

address suppression 77

address tracking, IP 243

administrative levels 236

aesthetics 205

align center 163

align left 163

alignright 163

aligning tables 174

alignment, horizontal 176

alignment, vertical 176

alternative text 171

anchors 164, 166

APl 231

Application Processing Interface
see API

application settings 243

archives 167

archiving email campaigns 81

arrow icons 32

articles 32,33

ascending order 32

aspect ratio of images 189

attachments 245

audience targeting 39

audience targeting example 39
automatic bounce processing 47
automatic emails 24

automatic event logging 56

automatic split testing 82
autoresponder statistics 34, 144, 146
autoresponders 25, 34, 109, 110, 139, 205

B

background color, cell 176
background color, table 174
background colors 205

background image 169, 185

barring an address or domain 77
blacklisted servers 26, 38

bold 163

borders 171,174

borders, showing 165

bounce reports 26

bounce tracking 26

bounced email processing 47
bounced email processing, problems 268
bounced email server 48

bounced email settings, default 245
bounced email statistics 49
bounced email types 38

bounced emails 27, 34, 38

branding 205

browser window 161

building HTML templates 90, 119, 210
built-in fields 55

built-in templates 33, 205, 211
bulleted list 163

buttons, inserting 181
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C

Calendar, Google 65, 66, 231, 241
campaign statistics 140, 141
campaigns 25, 34, 81
Cascading Style Sheets

see CSS
cell 176
cell background color 176
cell height 176
cell padding 174
cell properties, modifying 175
cell spacing 174
cellwidth 176
center align 163
character, enclosing 72
character, insert 165
character, separator 72
checkboxes 27,135, 177
checkboxes, inserting 182
checking spelling 163
chronograph 26, 250
click tracking 26
clients 197
color picker 161, 165
color scheme 161
color, font 165
color, link 185
color, text 185
colors 205
column span 177
columns 173,174
columns, inserting and deleting 176, 191
commands 250
Comma-Separated Value

see CSV
company details 27
company name 24
complete mode 160, 193
configuring basic form settings 217
configuring user settings 233
confirmation page, designing 220
confirmation status 56, 65
contact activity 33
contact email address 243
contact list archives 167
contact list groups 39, 40, 41

contact list segments 34, 38
contact list statistics 34, 149, 150
contact list, adding contacts 24

contact lists 24, 25, 27, 33, 34, 37, 55, 139, 214,

231

contact lists, adding contacts to multiple 270

contact lists, clearing 47

contact lists, creating 44, 231

contact lists, deleting 39

contact lists, editing 44

contact lists, merging 40

contact lists, modifying details 213

contact lists, multiple 37

contact lists, subscribing 213

contact lists, unsubscribing 213

contact lists, viewing 42

contactlog 26, 56

contact notes 26

contact records 55

contacts 24,27,34,37,55
minimum required information 56

contacts, adding 64

contacts, belonging to segments 52

contacts, deactivating 38

contacts, editing 64

contacts, export options 72

contacts, exporting 70

contacts, exporting matched 71

contacts, import details 68

contacts, import file types 68

contacts, importing 55, 67

contacts, managing 56

contacts, manual input 24

contacts, manually creating 55

contacts, removing 74

contacts, searching 62

contacts, signingup 55

contacts, updating 39

contacts, viewing 56

contact-specific information 129

containers, text and image 189

controlling the interface 31

coordinating email campaigns 205

copyright 4

create email link 169

creating a custom email template 207

creating a modify details form 216

creating autoresponders 112

creating email campaigns 87

Page 427 of 478



INDEX [ 273]

creating forms 214

creating segments 50

creating send to friend forms 217
creating subscription forms 215
creating templates 207

creating unsubscribe forms 215
creating user accounts 232

CRM 26

cron 26, 250, 251, 252

cron commands 252

cron jobs 243

cron timing 253

cron, and your server 252

cron, configuring 251

cron, GUI 253

cron, problems 269

crontabs 250, 251

CSS 197

CSV 24, 34,67,70,71, 72,73, 153
CSV, problems 268

custom date ranges 157

custom email templates 206
custom field types 129

custom field, inserting 193
custom fields 25, 27,34, 37, 55, 129, 164, 185, 192
custom fields, creating 130
custom fields, defining 129
custom fields, editing 130
custom fields, example of use 38
custom fields, general 186
custom fields, inserting 192
custom fields, managing 130
custom fields, mandatory 131
custom fields, types 131

custom fields, viewing 27, 130
custom templates 33, 205
customer relationship management 26
customer support 3
customizing HTML 119
customizing templates 90, 210

D

data protection 29

database 243

database settings 33

date fields 137

date ranges 157
date-related triggers 110
deactivated addresses 26
deactivating accounts 38
deactivating templates 206
decreasing indent 164
default text formatting 164
defining custom fields 129
deleting contacts 74
deleting templates 206
deleting user accounts 232
descending order 32
design 205

design tools 159, 160, 188
designing confirmation pages and emails 220
detailed statistics 156
detecting settings 259
dictionary 163

display 31

display discrepancies 91, 206, 210
domain suppression 77
download contact file 34
download files 168
drag-and-drop images 188
drop-down lists 27

E

editing a modify details form 216
editing autoresponders 112
editing contacts 64

editing email campaigns 87
editing forms 214

editing forms, problems 269
editing HTML 191
editingimages 173

editing send to friend forms 217
editing settings 231

editing subscription forms 215
editing tags 194

editing templates 207, 210, 231
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editing unsubscribe forms 215
editing user accounts 232
editing window 159, 160, 187
editor 25

editor, HTML 90, 119, 159
element borders 165

email address 27, 56, 233

email address, contact 243
email addresses 37

email aesthetics 205

email campaign statistics 34, 140, 141
email campaigns 25, 28, 34, 81, 139, 205
email campaigns, activating 81
email campaigns, archiving 81
email campaigns, creating 87
email campaigns, editing 87
email campaigns, managing 85
email campaigns, scheduling 96
email campaigns, sending 91
email campaigns, viewing 85
email campaigns, viewing scheduled 106
email client display discrepancies 206
email clients 197, 205

email footers 245

email format 56

email headers, configuring 224
email links 164, 169

email list, suppressed 77

email scheduling 26

email server 245

email settings 33, 240, 245

email settings, global 243, 245
email size 245

email statistics 28

email subject 169

email templates 33, 205

email testing 243

email tracking 26

email validation 91, 159, 206, 210
email, previewing 192
email, web version 167
email-related triggers 110
emails, bounced 47

emails, forwarding 215

emails, HTML 24

emails, invalid 47

emails, maximum 231, 235
emails, plain-text 24

emails, problems sending 267

emails, suppressed 76
emails, validating 197
embedded images 245
enclosing character 72
error logs, viewing 259, 261
error messages 38
error page, designing 225
eventlog 26, 44, 56, 58, 59, 60
event logging, manual 61
event logging, manual and automatic 56
event triggers 109, 110
event triggers, creating and editing 122
event triggers, general settings 122
event triggers, sending options 126
event triggers, viewing and managing 120
Excel 34
export options 72
exporting contacts 70
exporting contacts, searching 71
exporting statistics 153
Extensible Markup Language
see XML
external images 170
extra mail settings 48

F

field enclosing character 72
fields separator 72

fields, checkboxes 135
fields, custom 129, 164, 185
fields, date 137

fields, multiline text 133
fields, numbers-only 133
fields, pick list 134

fields, radio buttons 136
fields, text 132

fields, visible 64

files, upload 167

filtering options 63

find 162

first and last names 37
folders, contact list group 41
font color 165
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font format 165

fontname 164

fontsize 164

fonts 205

footers 245

forgotten password 29, 267
form action 178

form editing, problems 269
form functions 164, 178, 182
formname 178

form properties, modifying 179
form settings, basic 217

form submission method 178
format 165

format of emails 56
formatting 164

formatting tags 161

forms 24,33,177,178,197, 213
forms, adding 226

forms, creating 214

forms, editing 214

forms, managing 213

forms, modifying details 214
forms, subscription 214
forms, testing 229

forms, unsubscribe 214
forms, viewing 213
forwarded email headers, configuring 224
forwarding emails to friends 215
from address 24

fullscreen mode 161

G

general custom fields 186
getting started 27, 33
global email settings 243, 245
global settings 33
global SMTP settings 249
global templates 91, 206, 210
Google Calendar 65, 66, 231, 241
Graphical User Interface

see GUI
group folders 41

groups, contact list 39, 40, 41
GUI 3,31

H

hard bounce 38

heading text 161

height, cell 176

height, image 171
height, table 174

help 32,33, 163

help articles 32

hidden fields 177

hidden fields, inserting 181
highlight text 165
highlighted text 163
home screen 33, 203
horizontal alignment 176
horizontal line 165
horizontal rows 173, 174
horizontal space 171
hosting linked files 166
HTML 160, 191, 205

HTML editor 25, 90, 119, 159, 174, 233

HTML editor, problems 270
HTML email clients 205
HTML emails 24, 28

HTML forms 28, 164, 177, 213
HTML tables 164,173

HTML tags 160, 192,193
HTML template editor 159

HTML templates 81, 90, 119, 210

HTML version of email 167

hyperlink 164, 166

hyperlinks 160, 165, 167

hypertext markup language
see HTML
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icons 32

image borders 171
image containers 189
image editing 173

image height 171

image properties 164
image properties, reset 173
image size, maximum 245
image title 173

image types 170

image upload 170

image width 171

image, background 185
image, insert 173

image, modifying 173
images 160, 164, 168, 205
images, embedded 245
images, insert 170
images, manipulating 188
images, modify 170
images, moving 188
images, resizing 189
IMAP 48

import file type 68
importing contacts 67

importing contacts, problems 268

increase indent 164

indent, decreasing 164
indent, increase 164
information, system 259
insert anchor 164

insert character 165

insert form 178

insert horizontal line 165
insertimage 164, 170, 173
insert link 164, 165, 166
insert ordered list 163

insert table 173,174

insert unordered list 163
inserting custom fields 192, 193
inserting tables 173
inserting unsubscribe link 193
interface 31

internal server errors 269
Internet forms 213

Internet Message Access Protocol
see IMAP
interoperability 205

Interspire knowledge base 32, 163

invalid emails 47

IP address tracking 243
IP ban 256

italics 163

justify 163

K

key, license 243
knowledge base 32, 33, 163

L

last and first names 37
learn more 32

left align 163

license key 243

line 165

link color 185

link, insert 164, 166
link, remove 166

link, unsubscribe 167
links 32, 165, 166, 167
links, email 164, 169
links, pre-defined 167
list 163

list archives 167

list boxes, inserting 183
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list groups, contact 39, 40, 41
list segments 34

list statistics 34, 149, 150

list, bulleted 163

lists, sorting 32

load image 170

logout 33

log, event 26, 44, 56, 58, 59, 60
log, recent activity 31, 235
logging bounces 38

login 27,29

login details 243

login failure IP ban 256

login screen time delay 255
login security settings 255
logs, error 259, 261

M

mail merge 25, 185

mail server 245

make templates global 206
manage contacts 34

manage suppression lists 34
managing email campaigns 85
managing forms 213
managing statistics 139, 153
mandatory fields 26, 27, 129
manual bounce processing 47
manual event logging 56, 61
manual split testing 82
marketing tips 231

match case 162

match whole word only 162

maximum email restrictions 245

messages, error 38
Microsoft Excel 34
Microsoft Outlook 34
Microsoft Word 161
mode, complete 160
mode, fullscreen 161
mode, simple 160

modes, simple and complete 193

modify anchor 164

modify details form, creating 216
modify details form, editing 216

modify form properties 179
modify image 164, 173

modify images 170

modifying form details 214
modifying form properties 179
modifying page properties 185
modifying table properties 175
module settings, addon 256
more colors 165

mouseover 32

moving images 188

multiline text fields 133
multipart emails 28, 88, 208

multiple contact lists, adding contacts 270

N

name 27

name, font 164

named anchors 166
navigation bar 31, 33, 109, 139
navigation tools 32

new window 167
newsletters 24
non-standard character 165
notes, contact 26
numbered list 163
number-only fields 133

O

online knowledge base 33
ordered list 163

Outlook 34

overview 23

Page 432 of 478



[278] INDEX

P Q

padding 174 question marks 32
page properties 164
page properties, modifying 185

pages 32

parent frame 167

password 29, 233 R

password, forgotten 29, 267

paste 161

paste as plain text 161

paste from MS Word 161 radio buttons 136, 177, 182
PDF 156 recent activity log 31, 235
percentage symbols 185 red, green, blue

permanent errors 38 see RGB

permissions 231 redo 161

permissions, checking 259, 262 remember my details 29
permissions, user 236 remove link 166

personal details 27 remove templates from global 206
personalizing email campaigns 38 remove text formatting 164
personalizing emails 25 removing contacts 74

PHP error logs 261 removing formatting tags 161
pick lists fields 134 removing tags 194

picker, color 161 replace 162

pie charts 156 required fields 25
placeholders 129 resend attempts 245

plain text 161, 205 reset properties 173
plain-text editor 25, 195 resizing images 189
plain-text emails 24, 28, 88, 116, 208 resizing tables 173, 190
plain-text emails, creating 195 responders 34

populating contact lists 38 restrictions, user 235
pre-defined links 167 results per page 32
pre-scheduled jobs 251 RGB 161, 165

preview 168 right align 163

preview email 198 right-click tables 189
preview window 160 row span 177

previewing email 192 rows 173,174

previewing templates 159 rows, inserting and deleting 177, 191
printing statistics 154 rule bar 198

privileges 231

processing bounces 38

product overview 23

properties, cell 175

properties, image 164 S
properties, page 164, 185

properties, reset 173

properties, table 175
same frame 167
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saving settings, problems 269

scheduled campaigns 34

scheduled email campaigns, viewing 106

scheduled jobs 251

scheduling email campaigns 96

scheduling emails 26

scripts 26, 178, 213, 250

search options 62

searching contacts 62

security settings 243, 255

segment matching rules 51

segments 34,37, 38, 39, 51, 55, 231

segments example 38

segments, creating 50

segments, criteria 39

segments, viewing 49

segments, viewing contacts 52

send rate 245

send to friend form, creating 217

send to friend form, editing 217

send to friend forms 224

sending email campaigns 91

sending emails to friends 215

separator 72

server configuration 33

server errors 269

server setting detection 259

setting detection 259

settings 33, 243

settings, application 243

settings, editing 231

settings, email 240, 245

show borders 165

signup 24

signing up to contact lists 213

Simple Mail Transfer Protocol
see SMTP

simple mode 160, 193

size, text 164

SMTP 231, 240

SMTP settings, global 249

snapshot 156

soft bounce 38

sorting lists 32

source window 160

spacing 174

spam blacklisting 38

span, column 177

span, row 177

spellcheck 163
splittest 86
split test campaign settings 103
split test statistics 139, 142, 143
split test, tips 84
split testing, automatic 82
split testing, manual 82
split tests 25, 81
split tests, creating and editing 99
split tests, multi-level 83
split tests, performing 101
split tests, reviewing 104
split tests, scheduling 105
split tests, sending to contact lists 102
split tests, viewing and managing 97
statistics 28, 34, 139
autoresponders 144, 146
contact lists 149, 150
email campaigns 140, 141
triggers 147
user accounts 152, 153
statistics, detailed 156
statistics, exporting 153
statistics, managing 153
statistics, printing 154
statistics, split test 142, 143
statistics, trigger 148
statistics, viewing 231
status, confirmation 56, 65
style 166, 173, 174
submission method, form 178
subscribe 33
subscript 164
subscription forms 34, 214
subscription forms, creating 215
subscription forms, editing 215
superscript 164
support 3
supported image types 170
suppressed details, viewing 76
suppressed email list 77
suppressing an address or domain 77
suppression lists 34
system information 259
system messages 243
systems settings 33
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T

table background color 174
table borders 174

table functions 164, 173, 174
table height 174

table properties, modifying 175
table size 190

table width 174

table, insert 174

tables 173,174

tables, adding and deleting rows and
columns 191

tables, aligning 174

tables, editing 173

tables, resizing 173, 190

tables, right-click 189

tabs 159, 160, 192

tabs, using 194

tags 159, 160, 192, 193

tags, editing 194

tags, formatting 161

tags, removing 194

target window 167

targeting a specific audience 39

template format 210

template preview 88, 208

template styles 169

template testing 206

templates 25, 33, 81, 129, 161, 205, 213, 231

templates, editing 231

templates, viewing 211

temporary errors 38

test mode 245

test, split 86

tests, split 25, 81

tests, split, creating and editing 99

tests, split, performing 101

tests, split, reviewing 104

tests, split, scheduling 105

tests, split, viewing and managing 97

text 161

text area, inserting 180

textareas 205

text blocks 187

text boxes 27

text color 161,185

text colors 205

text containers 189

text documents, building 196
text editor 159, 195

text emails 88, 116, 208

text emails, creating 195

text field, inserting 180

text fields 132

text fields, multiline 133

text formatting 164

text templates 81

text, composing and editing 187
text, highlighted 163

thank-you emails, designing 222
thank-you pages, designing 222
theme 161

time delay, login 255

time zone 233

time zone, changing 270
timelines 156

tips 32

tips, marketing 231

title, image 173

toggle thumbnails 169

toolbar 31,32, 33,129, 205, 213
tools 33, 259

tools, design 159, 160

tools, navigation 32

tooltips 32

top-level application settings 243
tracking bounced emails 26
tracking emails 26

tracking, IP address 243

trigger statistics 139, 147, 148
triggers 25, 34, 109, 110

triggers, creating and editing 122
triggers, general settings 122
triggers, sending options 126

triggers, viewing and managing 120

troubleshooting 267

U

underline 163
undo 161
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unordered list 163 viewing scheduled email campaigns 106
unsubscribe 33, 166 viewing segments 49

unsubscribe forms, creating 215 viewing statistics 231

unsubscribe forms, editing 215 viewing suppressed emails 76
unsubscribe link 167 visible fields 64

unsubscribe links 245

unsubscribe links, inserting 193

unsubscribing from contact lists 213

unsubscription forms 214

updates, checking for 259, 261 W
updating templates 210

upload contact file 34

upload files 167, 168

upload images 170 web version of email 167
uploading files 165 website forms 24, 28, 33, 213
uploading templates 207 website forms, adding 226

URL 166, 243 whole page 167

user account statistics 34, 152, 153 width 174

user accounts 33, 139, 231 width, cell 176

user accounts, creating and editing 232 width, image 171

user accounts, deleting 232 window type 166, 167

user accounts, managing 232 window, editing 160, 187
username 233 windowed mode 161

user permissions 236 Word 161

user restrictions 235 workspace 31

user settings, configuring 233 WYSIWYG editor 90, 119, 159, 160, 206
username 29 WYSIWYG editor, problems 270

using tabs 194

X
Vv

XHTML 233
validating emails 159, 197 XML 70,72,73
validating HTML 270 XML APl 231

validation window 199
variables 129, 164, 185
variation testing 82
vertical alignment 176
vertical columns 173, 174
vertical space 171

view statistics 34

view template 206
viewing email campaigns 85
viewing emails offline 213
viewing forms 213
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Empirical research on IP blacklisting

Christian Dietrich Christian Rossow
Institute for Internet Security Institute for Internet Security
University of Gelsenkirchen University of Gelsenkirchen
45877 Gelsenkirchen
Germany
Abstract large spam sinkhole between August 2004 and

December 2005 and correlating this with BGP routing

information, blacklist lookups, traces from a known
This paper describes two innovative analysis  botnet and traces of legitimate email. DNS-based IP
methods for IPv4 address sets such as blacklists play a role in this study in that about 80% of
antispam blacklists. First, the contents analysis  the received spam was listed in at least one of eight
provides means of measuring key properties of ~ blacklists. However, hardly any information is given
any set of IPv4 addresses as well as revealing concerning the eight blacklists that were used and their
relationships between such sets. Second, the behavior or contents. Ramachandran et al. present in [5]
behavior analysis defines behavioral attributes  so-called behavioral blacklisting, a technique used to
of querying addresses and requested addresses. classify email senders based on their sending behavior
Furthermore, the behavior analysis provides an  rather than on their IP address. The evaluation is based
insight into the global email communication. on email logs for over 115 domains. In this paper, the
These two analysis methods are applied and behavior of email from at least 1.3 million different
the empirical results are presented as part of senders to about 10,000 different receivers,
this paper. corresponding to more than 10,000 target domains, has

been analyzed.

1 Introduction Ramachandran et al. studied in [6] the behavior of a

blacklist in order to detect botnet membership. They
IP blacklisting in the context of anti-spam describesobserved a mirror of a well-known blacklist for a 45-
collecting IP addresses in a list and prohibit any emaitlay period in November and December 2005. In this
communication attempts initiated from these addressepaper, we analyzed the behavior based on
Usually IP blacklisting is the first level of spam measurements of a total of 8 months during July 2007
protection at email servers. With the help ofand March 2008. Furthermore, we present for the first
blacklisting in particular big Email Service Providers time an evaluation of blacklist usage statistics from the
filter up to 80% of their incoming SMTP connections to server's perspective as well as activity periods of email
email systems ([1], [2], [3]). In order to choose whichsources. Jung and Sit analyze DNS blacklist usage from
IP blacklists are to be used, email operators eithethe client’s perspective ([7]) based on measurements in
depend on hearsay and on their own experience or s2000 and 2004. Moreover, in this paper, key facts as
up their own blacklist. The same applies to white- andvell as the contents of 11 blacklists, one whitelist and a
bogonlists. bogon list are analyzed for the first time.

2 Motivation 2.1  Contribution

To the best of our knowledge, key properties of well-In this paper, we present for the first time analys'is
known blacklists as well as the relationship such agnethods and empirical results that reveal key properties
intersections between different black-, white- andof and intersections between 13 IP black-, white and
bogonlists have not yet been subject to research. bogon lists. These facts can be used by researchers,

black- and whitelist operators and email operators.
Furthermore, little is known about the behavior of P P

blacklists. Only few research results concerning thdn Section 3, we present our analysis methods. Section
behavior of IP blacklists exist ([4], [5], [6]). 4 contains the evaluation results of applying the
Ramachandran and Feamster analyze in [4] theontents analysis method to 13 lists and the behavior
network-level behavior of spammers by looking at aanalysis method to one blacklist. Section 5 provides a
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3.1 Contents analysis Wi~

We developed and applied two analysis methods
Subject of the — as we define it — contents analysis is 3
full set of IP addresses at a given point in time, such &
for example the contents of an IP blacklist. The
contents analysis focuses on properties of one such set
of IP addresses and the comparison of different sets of
IP addresses. Moreover, it aims at monitoring the-igure 1: Contents And Behavior Analysis
mutation of one or more sets over time.

For each request from a client to the blacklist server,
» Properties of an IP list may be but are not limitedthe source IP address can be extracted. This leads to a
to one of the following: set of source IP addresses of the users of the blacklist.

« Covered net range (the amount of IPv4 addres&igure 1 displays two different underlying sets between
space covered by the list) contents and behavior analysis. On the left side, set A
. . ___represents the set of listed IP addresses, whereas on the
*  Number of entries (the number of entries of the “St’right, set B is the set of requested IP addresses. The
single IPv4 addresses as well as IPv4 net ranges) intersection of the two sets, M B, is the set of

« Percentage of total IPv4 address space (percentag@duested IP addresses that were on the list at the time

of the covered net range among the total theoreticdhey were queried. A\ B is the set of listed IP addresses
IPv4 address space) that were never queried. B \ A is the set of requested IP

) addresses that were not listed at the time they were
* Percentage of advertised IPv4 address spacgyeried.

(percentage of the covered net range among the ) . ]
advertised IPv4 address space) The behavior analysis reveals at least the following

) ) Igroperties:
An overlapping entry of two sets means that a certain | . .
address or IP address range was listed in both of tHe Total number of requests to a list over a period of

two lists at a certain point in time. time

Black-, white- and bogonlists change over time, i.es Total number of positive and negative responses
new addresses get on the list, others may be removed. over a period of time

] ) ¢ The ratio between total requests and positive
3.2 Behavior analysis responses, so-called hit rate, over a period of time

Not only contents of blacklists are of interest. We.  The number of distinct requested IP addresses over
define the term behavior analysis as looking into how g period of time

clients request information of a list from a server. Most o

lists make use of the DNS protocol in order to query &  The number of distinct source IP addresses over a
black- or whitelist. Thus, our behavior analysis refers to ~ Period of time

DNS-based IP lists. A client can be any host that looks

up a certain IP address in the list. Usually email serverd  Evaluation

lookup the source IP addresses of incoming SMTP . . .
connections (see figure 1). Apart from that, bots mayPCth contents analysis and behavior analysis have been
look up their own addresses in order to find out whethefPPlied. We present the results in this section.

they are listed or not as described in [6]. ) )
) 4.1 IP list contents analysis
Two main sets of IP addresses result from the behavior

analysis: The set of IP addresses that are requested, $8-March 2008, contents analysis was applied to 11
called requested IP addresses, and the set of sourcelfacklists, one whitelist and one bogon list. Results are

addresses of clients that perform the queries. grouped in list properties and intersection between the
lists.
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should not run their own mailserver and are threatened
. . . to be used as spamming bots. Those listings usually
Veryb abstfractt|_nformat|on on I“: lt'SFS’ _s#;:h . ats :Eecover big net ranges used by providers to assign to their
number of entries, can reveal Mrst insignts into edial-up customers. A union of all IP addresses of

concepts and policies of blacklists. Especially theS amhaus’ PBL reveals that up to 22% of the
amount of IP address space covered is of interest, SINCBvertised IP address space is listed in this list. On the

a single entry can be a net range O.f multiple IPother hand, for example CBL analyses email traffic and
addresses. Furthermore the amount of listed address&§eS spamtraps to build up metrics based on single IP

among the whole theoretical IPv4 space can b ddresses. Building the biggest set of single IP

cgr(?puted. lt?] practicI(Ie,dthed an;ougtlgf %fjsigned Iaddresses, dsbl.org lists ~0.7% of the advertised IP
addresses, the so-called adverlise adaress Spagflyress space. However, a high coverage is certainly

4.1.1 List properties

Table 1: List properties of 11 blacklists, 1 white and bogon rang

LIST NET RANGE ENTRIES COVERAGE COVERAGE ADV.
all.dnsbl.sorbs.net 313609137 1099179 7.302% 16.979%
UCEPROTECT L1 1300216 1300216 0.030% 0.070%
NiX Spam 382085 382085 0.009% 0.021%
sbl.spamhaus.org 1456104 5091 0.034% 0.079%
dnsbl.njabl.org 4537328 4537328 0.106% 0.246%
dul.sorbs.net 310801329 472915 7.236% 16.827%
CBL 5066714 5066714 0.118% 0.274%
pbl.spamhaus.org 405706490 938807 9.446% 21.965%
xbl.spamhaus.org 5202469 5202469 0.121% 0.282%
dsbl.org 13755714 13755714 0.320% 0.745%
ubl.lashback.com 1199454 1199454 0.028% 0.065%
dnswl.org 521323 22322 0.012% 0.028%
Bogus ranges 1276379392 29 29.718% -

plays an important role. Building a ratio betweennot per se an indicator for the quality of a list.
advertised space and list sizes shows how much is
actually known about the IP address space. Table 4.1.2
displays this information for all lists taken into account
during our research.

Intersections

Furthermore, a comparison matrix shows the amount of

intersections between different lists. Figure 2 gives the

Next to the plain number of entries, the covered nepercentages about which amount of IP addresses listed
range of those lists is of interest. 7 out of those 13 listf list A (row) is covered by list B (column). The higher

list single IP addresses only
whereas the remaining 6 lists als S F s o > o &
list entire net ranges in a singl &£ £ 5 e 2 . i 3 v
. . . . . = 2 @
entry. This design decision highly ) 8 E g £ 3 & g B F o £
. 6"6 = o = E Lot a E E o o = =
affects the eventual size of the s & i £ &2 &8 X 3 E L 5 F 3 &
containing all IP addresses listec ¢ E 6§ = = ® = @ 3 3 2 =z & @
. . . . . © 2 =z [ o o (5] =% = o 3 o m
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Figure 2: IP Address List Intersection Ma
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the value, the darker is the background of the table cellfor the NiX Spam blacklist. The NiX Spam blacklist
cluster consists of ten DNS servers. DNS requests to the
lacklist are served in a round robin fashion. The NiX
pam has never been subject to any kind of empirical
nalysis before. NiX Spam was invented by Bert

The red-coloured cells clearly reveal the relationshi
between blacklists of high intersection such
Spamhaus blacklists. It is obvious that Spamhaus’ XBIle
covers CBL completely (100%). A huge part of the : :
CBL is contained in Spamhaus’ PBL (86%). On theiL)J(ngerer, an editor of the German computer magazine
contrary, the blacklist NiX Spam does not cover much™

of other blacklists due to its small size (~ 400,00042 1 U

entries). e sage

Combining two blacklists in order to fight spam is Total requests

much more efficient if the two lists have a low ) )

intersection value. Thus, in our eyes, it does not mak&S Part of the behavior analysis we measured the total
sense using the CBL in addition to Spamhaus’ XBL. or'umber of requests as well as the total number of
the other hand, it is sensible to use NiX Spam irff€Sponses that were processed. In July 2007, our NiX

combination with dsbl.org, because they hardly overlapSPam blacklist mirror analyzed on average 5.5 million
requests per day. 5 months later, in December 2007 the

The last two columns and rows of the matrix play anumber has increased to 9.5 million requests per day.
special role. Being the only public whitelist consideredpue to the immense increase in requests, our analysis
in our research, dnwsl.org shows minor intersectiongetup had to be changed. Thus, the behavior analysis

with given blacklists. As one considers the goal ofwas interrupted between December 25th 2007 and
whitelists, namely preventing legitimate mails from

Traffic 1x.dnsbl.manitu.net
200 k

186 k

bytes per second

Jul Aug Sep Oct Mow Dec Jan Fab Mar
From 2007/07/15 20:32:00 To 2008/04/10 20:32:00

E Inbaund Current: 142.17 k Average: 59,62 k Maximum: 196,63 k Total In: 1.32 TB
B Cutbound Current: 42,56 k Average: 22,02 Kk Maximum: 57.87 k  Total Out: 513,69 GB

getting blocked based on blacklist decisions, the valuesebruary 14th 2008. Since February 2008 we anélyze
are reasonable. On average each blacklist is covered & average 16.6 million requests per day. Meanwhile
~0.001% by the whitelist, which in theory is one wrongthe traffic to our blacklist slave has been measured

entry out of 10,000. Practically one can neither assumgithout interruption. It show a significant increase.
the completeness of the whitelist, nor its correctness.

Finally considering bogus net ranges does not show arfy0sitive responses and hit rate
noteworthy intersection with blacklists. Only SORBS |, the context of behavior analysis the number of

has little, but negligible intersections with not routablepositive responses can be compared to the total number

IP addresses. It can be considered to also block argt requests. The ratio of total requests to positive
SMTP or even IP traffic coming from those bogus ”etresponses is called hit rate.

ranges. Other research deals with detecing spam based

on further network-level properties ([4]). The hit rate of NiX Spam nearly doubled during the 8-
month-period. In July 2007, it started at about 23% and
4.2  Behavior analysis legglzlgy reached 44% on average in February and March

The analysis of the blacklist behavior was performed
between July 2007 and March 2008 on one DNS slave
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+ hitrate ——trend (hit rate)

A high hit rate means that many addresses requestexd the traffic.

from the list are actually listed and — in case of the N'X%uring February and March 2008, on average

,529,054 distinct IP addresses have been requested on
d}lix Spam per day. Among these, 226,771 distinct
&1ddresses (14.83%) were on the list at the time they
were queried. The NiX Spam blacklist had a total of
440,662 addresses listed on average. This shows that
about 51.5% of the listed addresses were queried per
day.

Two further values for a blacklist are the number of

requesting IP addresses (i.e. the source IP addresses of

the query) as well as the number of requested IP

addresses. The number of o~
source IP addresses gives an™ o ‘
impression of the number of

users of a blacklist. In case o - - Mkl
the NiX Spam, we detected *“*** - AT N
on average about 11,000 i It Ly
different source IP addresses Wi LI AT
per day throughout the whole e P R
8-month-period. It is i ha i A4 gt ‘,"m‘.“g_.‘.“:a“».*@‘; -y Aa
important to note that this AomA st L, A ’

number is a lower bound due zecoow —4 = .
to DNS response caching A
The number of different A [ +000
source |IP addresses increases.qq.
slightly towards the end of - 2000
the analysis period.
Surprinsingly, however, it . ‘ ‘ ‘ ‘ 1,
does not increase as much as  zso7.00 13.00.2007 02.11.2007 22.12.2007 10.02.2008 31.03.2008
the total number of requests Adirecips  mdisarc ps (right y-axis)

Spam blacklist — known as spam sources. Thi
information is only reliable if the list provides a low
false positive rate. In order to assess a blacklist, n
only the hit rate, but also the false positive rate shoul
be considered.

Interpreting source and requested IP addresses

- ¥ o + 10,000

+ 8,000

Ay (- 6,000

Figure 3: IP Address List Intersection Ma
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4.2.2 Mail receivers blacklist hit and signaled a bad sender reputation. Still,
countries as the Republic of Korea follow nearby with a
h . . 0
— T e | considerably higher hit rate of 79%. Although IP
1[GERMANY 164.330.410 g9.846.001 ' addresses from Germany were requested very often
2|{unknown) 21.423.462 10.338.175 | 45,36% (14,191,225), the number of positive responses
SUNHERKINGDOR 12.303.515 6190290 [N (2,230,949) is quite low (hit rate 15.72%). Correlating
A|UMITED STATES 13.515.098 2.617.426 19,37% thS th the eodra h-cal d-Str-b t-on Of sers mOSt
S|AUSTRIA 7.220.563 2.724.336 _I wi g g p I I outl u ( A
6|[SWITZERLAND 5.540.029 2.475.036| NiX Spam users come from Germany, see 4.2.2) this
7|NETHERLANDS 5.336.509 1158.597) result does not surprise. Many legitimate email senders
:IST‘EE” ii:i;:: li:zzgz are leading to high request rates and keep the positive
76 CANADR s e responses low. Qn the_: other_hand, mass email senders
e 873157 177.8%6 from other countries will certainly not that often cpntact
12[SOUTH AFRICA 758.819 111552  14,70% German users, and thus cannot decrease the hit rate of
13 AUSTRALL 700,06 152671 L B countries they are located in.
14|RUSSIAN FEDERATION 595.938 128.739 18,50%
15|FRANCE 558.673 136.397 24,41%,
16|BRAZIL 489.260 46.041 9,41% country total requests |positive responses |hit rate
17]iINDONESIA 391.896 53.358 16,17% 1|UNITED STATES 32.585.931 14.007.630| 42,99%
12| DENMARK 285435 78028 20'24% 2|KOREA, REPUBLIC OF 20.910.812 16.506.686[ m
19|pOLAND 351_719' 67.058 19r0756 3|RUSSIAN FEDERATION 17.520.225 10.2325.633 58,36%
| A DA $10.120 P 26'13% 4|GERMANY 14.191.225 2.230.949| 15,72%
- S5[CHINA 11.242.619 4.033.554 35,83%
B|TURKEY 10.268.141 4,490,408 43,73%
7|BRAZIL 8.676.552| 3.745.653| 43,17%
Figure 4. Mail Receivers By Country el chet Ao b [
S|UNITED KINGDOM 7.722.000) 3.297.371| 42,70%
10|COLOMBIA 7.672.697| 3.796.205| 49,48%
11|POLAND 7.195.561 3.225.578| 44,83%
When looking at regional characteristics of a blacklist 12|ITALY 6.421.034 2432117 37,88%
NiX Spam reveals that more than two thirds of all L3NDIA 2:57,301 2.765.092 (08 L §
ts to the blacklist originate from Germany. More T Lo e
reqUeS S g y 15|ARGENTINA 5.151.319 2.437.407| 47,32%
than a half of all requests issued from Germany have 16|PERU 5.044.369 2.614.724]  51,83%
positive response, which equals to a hit rate of 54% fo 17|UKRAINE 4.723.732 2.006.430] 63,05%
German users. Only NiX Spam users from Swedel i: f“'f : :‘3‘:;?;: 2;32;’;’2 :z‘;j:
. . 0 . unknown . 3 . ’
have the highest hit rate of 55%. On the other side, th s e 250152

US also uses the NiX Spam list ranked 4th, but the hit

rate for US American users is surprisingly low with
15%. Rows colored in grey show European countrie

?—igure 5: Mail Sources By Country

(as will also be the case in the following tables).

4.2.3

By Autonomous System

Mail sources (requested IP addresses)

Distribution of activity periods of requested IPs

The distribution of activity periods of requested IP
addresses reveals that for NiX Spam only 8% of all
requested IP addresses last longer than 3 days. In other

All NiX Spam users together form a representativeyords: 92% of all requested IP addresses are requested
group of email receivers. In order to analyze the ema'bluring a period of 3 days only. The numbers become
sources, we assigned the source Autonomous System dgen more obvious when looking at a single day: 3 of 4

each requested IP address in a 2-week-period

February 2008. This results in a view on the ema
sending activity of certain Autonomous Systems.

Whereas the hit rate for requested IPs from the AS 4766
(Korea Telecom) is considerable high with 80%, IP

addresses of AS 3320 (Deutsche Telekom) are listed in
only 23% of all requests.

By Country

Grouping requested IP addresses by countries provides
another point of view. Interestingly, IP addresses from
the US form the group of most active email sources
during the 2-week-period in February 2008. With a hit
rate of 43%, around 14 million requests caused a
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Hit rate as a function of activity 5.2  Machine learning based on behaviour

100%

90% AA/
/N

As it was shown in chapter 4.2.4.2, more active senders
are more likely to be listed on a blacklist. Only a few
outliers with a very high activity, namely legitimate
email servers, prevent us from generally giving an IP
address a reputation based on its behavior observed by
email receivers all over the world. It is open to
discussion, whether automating this frequency analysis
is doable and a concept of a fully-automated blacklist
with such data as input would be successful.

80%
70%
60%

50%
40%
30%
20%
10%

0%

o 0.5 1 1.5 2 2.5 3 3.5 4

5.3  Future work

Hit rate compared to logarithmic activity

Interpreting results we gained so far gave us ideas for
further research possibilities. To name but a few:

Currently we set the hit rate in relation to AS,
countries or activity of IP addresses. However, it is
also interesting to correlate it with other possible
parameters, such as the source port of requests

Figure 6: Hit rate of IP addresses compared to their
mail activity

Figure 6 shows the mean hit rate of IP addresses at the

NiX Spam blacklist with an ascending activity. More ,
specific, IP addresses that are requested often from the
list have a high activity. The activity was measured in
DNS requests per IP address coming in at the blacklist
slave as a logarithm to base 10. In other words, 10 to
the power of activity is the number of DNS requests for

As it was discussed before, some ISPs tend to
automatically disconnect their clients after a
specific time. Thus it would be of great interest to
link e.g. countries with the activity periods of IP
addresses requested from it. Assuming that usually

bots send out emails, this would show deviating
period lengths for those providers forcing a
reconnect.

an IP address.

Obviously, the tendency shows that IP addresses that
are more frequently requested are more likely to be
listed. However, a few legitimate mailers with high
activities disturb this tendency. Sources of their
solicited emails are usually not contained in the
blacklist. It is left open to discussion, whether activities
of IP addresses can be used as criteria for building a
reputation, as discussed later in chapter 5.2.

Until now, the behavior analysis is only based on
requests that were correctly sent to our DNS slave
of the NiX Spam blacklist. However, we also see a
number of malformed requests. We are planning to
analyze malformed DNS requests and are curious
about further possible attributes that can be of
interest on the UDP or even IP level.

5 Discussion 6 Conclusion

The results show important facts of blacklists such as
the sizes and intersections among each other. The short
In section 4.1.2 intersections between different |iStSactivity periods of an IP address of less than or equal to
were shown. Out of question it does not make sense ne day prove that blacklists must react quickly and
use two blacklists that show an intersection of 100%suggest that it might not be worth leaving addresses on
since then one of the lists is contained in the other listhe list forever. On the other hand the regional analysis
Implying the reverse might not be true. In other wordsreveals weaknesses such as low hit rates for users from
if no intersection consists, an anti-spam appliance mayertain countries. When applying blacklisting, these
perform better. However, it is not guaranteed that spamesults can help to optimize blacklisting as a means to
will actually be sent from the net ranges that wereprotect from spam.

gained by combining two lists with low intersections.

As our experience has shown, some combinations do

not increase the hit rate, due to the fact that most spam

comes from addresses of the intersection of both lists.

Still, the intersection matrix shows relations between

lists and gives good indications whether specific

combinations might be sensible. In addition it can be of

help for blacklist operators to check their intersections

with white- and bogonlists.

5.1 Conclusions from list intersections
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ABSTRACT

We address the problem of gray mail — messages that could
reasonably be considered either spam or good. Email users
often disagree on this mail, presenting serious challenges to
spam filters in both model training and evaluation. In this
paper, we propose four simple methods for detecting gray
mail and compare their performance using recall-precision
curves. Among them, we found that email campaigns that
have messages labeled differently are the most reliable source
for learning a gray mail detector.

Preliminary experiments also show that even when the
gray mail detector is imperfect, a traditional statistical spam
filter can still be improved consistently in different regions
of the ROC curve by incorporating this new information.

1. INTRODUCTION

Spam filters are faced with the challenge of distinguish-
ing messages that users wish to receive from those they do
not. At first glance this seems like a clear objective, but
in practice this is not straightforward. For example, it has
been estimated that two-thirds of email users prefer to re-
ceive unsolicited commercial email from senders with whom
they’ve already done business, while one-third consider it
spam [2]. There are many similar types of mail that are not
clearly spam or good mail, such as newsletters and legiti-
mate advertisements. We call this mail gray mail.

The gray mail problem can be treated as a special kind of
label noise. Instead of accidentally flipping the label from
spam to good or vice versa by mistake, different users may
simply have different email preferences, which are reflected
on the inconsistent labels of gray mail. Another reason
is that individual users change their own preferences over
time. For example, it is common for a user who tires of a
particular newsletter to begin reporting it as spam rather
than unsubscribing [1]. Some companies also do not re-
spect unsubscribe requests and continue sending mail that
some users then consider spam. In all cases the effect is the
same — senders send mail that is not clearly spam or good
and spam filters are faced with the challenge of determining
which subset of this mail should be delivered.

The presence of gray mail raises two major problems for
global anti-spam systems. First, because gray mail is not
clearly good or spam by definition, it makes accurate evalu-
ation of a filter performance a challenge, when personaliza-
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Mountain View, California USA

Robert McCann
Microsoft

One Microsoft Way

Redmond, WA, USA

robmccan@microsoft.com

Aleksander Kotcz
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One Microsoft Way
Redmond, WA, USA

ark@microsoft.com

tion or user preference is ignored. Second, labels assigned
to gray mail for training are noisy, which can deteriorate
learning and hinder overall filter performance. Thus it is
important that we are able to detect this mail and handle
it appropriately in the context of anti-spam systems. Gray
mail detection can also bring benefits on the client side.
Identifying these messages in the inbox can allow a system
to prompt for user preferences on this difficult class of mail,
increasing personalization and improving overall user satis-
faction.

In this paper, we conduct a pioneering study on gray mail
detection. We compare four simple methods and evaluate
their performance in different recall-precision regions. Pre-
liminary experiments show that by using even a coarse gray
mail detector, we can consistently improve upon a standard
statistical spam filter.

2. GRAY MAIL DETECTION METHODS

Although there are large spam corpora in both academia
and industry, similar resources do not exist for gray mail.
Instead of manually annotating messages as gray mail or
not and then using them to train a classifier, we seek de-
tection methods that use regular datasets of email labeled
as spam or good. In particular, we explore four approaches:
leveraging the output of a spam filter, building an ensemble
of spam filters, creating an approximate dataset based on
sender IP information and identifying email campaigns with
mixed labels.

2.1 Leveragingthe Output of a Spam Filter

Whether a gray mail message is spam or good is ambigu-
ous by definition. Thus both humans and statistical filters
should be wuncertain on the true labels of gray mail. Al-
though the final decision of a spam filter is binary, the model
behind a statistical filter generally produces a real-valued
number that indicates the confidence of this decision. For
margin-based methods such as SVMs, this confidence mea-
sure is often the distance between the example and the deci-
sion hyperplane; for naive Bayes and logistic regression the
estimated probabilities play this role.

Given an email message x, suppose the probability that
z is spam estimated by the filter is p(z). Values close to
1 or 0 can then be interpreted as confident classifications,
while values close to 0.5 can indicate high uncertainty. Un-
der the assumption that gray mail are those messages for
which the filter is uncertain, we can define a function g(z) =
0.5 — |p(xz) — 0.5] to represent the uncertainty or grayness
of z. A gray mail detector can then be constructed using
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this function along with a decision threshold selected us-
ing a held-out set. Note that since we only use the function
to compare messages, any similar monotonic transformation
can be used.

2.2 Comparing an Ensemble of Spam Filters

Another view of gray mail is that it is the messages users
might disagree on their labels, which suggests another detec-
tion approach — the ensemble method. It mimics this behav-
ior by learning multiple spam filters using different disjoint
subsets of training data. An email message is then classified
as gray or not based upon the level of disagreement between
these models. Unlike the previous approach, the ensemble
method works for both binary decisions and real-valued con-
fidence output. When only the final decisions of the filters
are available, a simple voting scheme can be used to judge
the disagreement. Suppose c;(z) € {0,1} is the prediction
of filter i. The degree of disagreement of £ models can then
simply be defined as g(z) = >°,.;_;<; L(ci(z) # ¢;(2)),
where 1 is the indicator function. It is not hard to see that
a different function ¢'(x) = k/2 — |3, <, <; ci(x) — k/2] will
have the same effect.

When the estimated probabilities given by the spam filters
are available, a natural way to judge the disagreement is to
use the wvariance of these real-valued scores directly. Note
that this method completely ignores the prediction of each
spam filter, instead measuring the proximity between their
probability estimates. In this paper we form an ensemble
using 10 filters trained by logistic regression and measure
disagreement as the variance of their probability estimates.
The ensemble approach is similar to [6], although the goal
there is to detect adversarial label errors. It is also similar to
boosting [3] or the two-stage framework [7]. The difference
is that we do not change the distribution of the training
data when learning the filters but use disjoint subsets of the
original training data.

2.3 Creating Approximate Data Using Sender
I P Information

One major obstacle for applying machine learning directly
to train a gray mail detector is the lack of labeled (gray vs.
spam/good) data. However, by leveraging existing labeled
(spam vs. good) data and sender information, we can “sim-
ulate” a training set as follows. If most mail from a particu-
lar sender (e.g., an IP address) is labeled consistently (either
spam or good), then we can naively assume that the sender
only sends one class of mail. On the other hand, if the ratio
of spam versus all messages is between o and 1 — «, then
we can assume all of their messages are gray mail. Note
that these assumptions are clearly unrealistic because many
mixed senders, such as email forwarders, actually send both
good and spam mail rather than strictly gray mail. There-
fore, this scheme generates only an approximate data set for
training a gray mail detector.

In this paper, we set a to 20%. In order to reliably judge
the ratio of spam and good email, we only consider senders
with some minimum number of messages in our training
set (10 in our experiments). In addition, we use the first
24 bits of an IP address (i.e., class C) instead of the full
IP address to identify senders. We do not create different
features for training the gray mail detector; only the labels
of those messages are changed.

2.4 ldentifying Email Campaigns with Mixed
Labels

Remember that gray mail are messages that could rea-
sonably be considered either spam or good. If several users
receive the same message but assign different labels to it,
then this message fits the definition of gray mail perfectly.
Following this rationale, we first find email campaigns in our
data using the near-duplicate detection technique developed
in [5]. By comparing the fingerprints or signatures extracted
from each message, messages that have identical content are
clustered reliably with high precision.

If most messages in the campaign are labeled as spam
or good, then all the email in this campaign is considered
not gray. Similarly, if the ratio of spam labels versus all
messages is between a and 1 — «, then we can assume all
messages in this campaign are gray mail. Following the same
setting described in Sec. 2.3, we set « to 20% and consider
only campaigns with more than 10 messages. Notice that
although this method seems to match the definition of gray
mail better, in practice it is only able to find messages in
campaigns large enough to satisfy our detection criteria.

3. EXPERIMENTS

In this section we conduct an experimental study compar-
ing the gray mail detection methods discussed in Sec. 2. We
also show how a normal statistical spam filter can benefit
from incorporating gray mail detection.

3.1 Detecting Gray Mail

We built and evaluated different gray mail detectors using
mail from the Hotmail Feedback Loop. These are messages
labeled as spam or good, obtained by polling over 100,000
Hotmail volunteers each day. Interested readers are referred
to [7] for more details. We randomly selected 800,000 mes-
sages received between January 1, 2006, and August 31,
2006, as our dataset for constructing different gray mail de-
tectors. As discussed in the previous section, these messages
are labeled as good or spam, with no indication of whether
or not they are gray mail. For evaluation we chose 418 mes-
sages received between September 1st, 2006 and November
30th, 2006. We carefully examined the content of each mes-
sage and annotated it as gray mail or not. Among these 418
messages, 163 are considered gray mail and 255 messages are
not. While we are currently labeling more messages for gray
mail detection, experiments using this evaluation dataset
have shown some interesting and encouraging results.

When training a basic spam filter (Sec. 2.1), an ensem-
ble of spam filters (Sec. 2.2), or an approximate gray mail
detector using sender (Sec. 2.3) or campaign (Sec. 2.4)
information, we use logistic regression with the SCGIS op-
timization method [4]. Only the content features (i.e., the
words in the body or subject) are used.

Figure 1 shows the recall-precision curves of these meth-
ods. The basic method is consistently worse than the ensem-
ble method and only slightly better than training a gray mail
detector using sender or campaign information when recall
is very high. This indicates that the probability estimation
given by the regular filter is not a reliable measure of gray
mail. Uncertain predictions may instead indicate spam that
manages to fool the filter. The ensemble method performs
reasonably well and is the best when recall is above 0.82.
In comparison, using the sender or campaign information to
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Figure 1: The recall-precision curves of different

gray mail detection methods

form a dataset to train the gray mail detector seems better.
In particular, the campaign information is more reliable and
the corresponding detector has the highest precision except
in the high-recall region.

In practice, the choice of detection method depends on its
application. For example, if our task is to remove as much
gray mail as possible from a large set of regular training data
(spam vs. good), then the ensemble method can operate in
the high-recall region to remove most gray mail. However,
if our task is to select a set of gray mail messages for further
study (e.g., for feature engineering), then learning a detector
using the campaign information can provide a high-accuracy
gray mail sample and therefore is our best choice.

3.2 Improving Spam Filtering by Separating
Gray Mail

Gray mail detection has several applications and here we
test an important one — improving spam filtering. To evalu-
ate this potential we use the following simple system archi-
tecture. Before training, we first apply a gray mail detector
to separate the regular training data into two disjoint sub-
sets — gray and b&w (i.e., spam/good). We then train two
spam filters, one on each of these datasets. When classifying
a new message as spam or good, we apply the gray mail de-
tector and, according to its prediction, classify the message
using the gray or b&w spam filter.

To test this scheme we randomly selected 300,000 mes-
sages for training from those received between September 1,
2006, and November 30, 2006. Similarly, 100,000 messages
received between December 1, 2006, and December 31, 2006
were selected for testing. To build the gray mail detector
we used the dataset constructed using the campaign infor-
mation (Sec. 2.4) with a threshold that provides a coarse
coverage with reasonably high accuracy.

Even with the gray mail detector that is far from perfect,
we clearly see an advantage with the two-filter architecture.
Figure 2 shows the improvement brought by gray mail detec-
tion in reducing false negative messages (unfiltered spam).
The x-axis shows the false-positive (misclassified good mail)
rate of the filters and the y-axis shows the percentage of
false negative reduction. All these filters were trained using

Improvement of Using Gray Mail Detection

—_
o
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0 \ \ \ \ \ \ \
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Figure 2: The improvement of using the two-filter
architecture compared to the regular spam filter
in reducing false negative messages (i.e., unfiltered
spam)

logistic regression with the same learning parameter setting.
Only content features were included and identical training
examples were used in these two different frameworks. From
the figure, we can see that gray mail detection helps re-
duce the false negative rate by roughly 2% to 6% in the low
false-positive region. Although the improvement may seem
limited, the fact that even an imperfect gray mail detector
consistently helps over different regions of the ROC curve
is truly encouraging. We suspect that the performance dif-
ference of these two frameworks will increase after the gray
mail detector is further improved.

4. CONCLUSIONS

Gray mail — messages which are not clearly spam or good
mail — present significant obstacles to training and evaluat-
ing global spam filters. It also indicates key points where
more personalized filtering is needed to handle different user
preferences. In this paper we highlight this important class
of mail and compare four simple methods for detecting gray
mail. Among them, we found that treating email campaigns
with different labels as gray mail is the most reliable one.
Moreover, we show how a global spam filter can benefit from
gray mail detection, even when the detector is imperfect.

In the future we plan to investigate more effective meth-
ods for gray mail detection, such as better ways to collect
training data, different machine learning frameworks and
features related to sender information (e.g., statistics on how
long the sender has been active and the sending pattern).
We also plan to pursue new methods for leveraging gray
mail detectors to further improve spam filtering and email
personalization.
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Abstract

Gray mail, messages that could reasonably
be considered either spam or good by differ-
ent email users, is a commonly observed is-
sue in production spam filtering systems. In
this paper we study this class of mail using a
large real-world email corpus and signature-
based campaign detection techniques. Our
analysis shows that even an optimal filter will
inevitably perform unsatisfactorily on gray
mail, unless user preferences are taken into
account. To overcome this difficulty we de-
sign a light-weight user model that is highly
scalable and can be easily combined with a
traditional global spam filter. Our approach
is able to incorporate both partial and com-
plete user feedback on message labels and
catches up to 40% more spam from gray mail
in the low false-positive region.

1 Introduction

Publicly available email corpora for spam filtering
often implicitly or explicitly assume that the label
of a message does not depend on who receives the
mail (Cormack & Lynam, 2005; Cormack, 2006). Al-
though this assumption is somewhat necessary as a
clear annotation guideline for creating benchmark cor-
pora, unfortunately it does not always hold in practice.
For example, a particular company may send monthly
advertisements to past customers. Even though the
email content is the same, some users consider this
good mail while others treat it as spam (Fallows, 2003).
As another example, it is common for users to begin re-
porting newsletters as spam rather than unsubscribing
them, even if they had previously signed up to receive
those newsletters (Email Sender and Provider Coali-
tion, 2007). In these cases, nearly identical messages
sent to multiple recipients have no globally correct la-
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bel and can be reasonably treated as either good or
spam. Such messages are called gray mail, which is
first addressed in (Yih et al., 2007).

Not surprisingly, the seemingly inconsistent labels of
gray mail messages present a difficult challenge to
spam filtering. When learning a filter, the learner is
faced with the problem of how to handle gray mail ap-
propriately. One possible strategy is to treat it as a la-
bel noise issue, where the labels of some gray messages
can be “corrected” before used for training. Perhaps
more seriously, because identical messages will have
the same predicted label at run time, the decision is
a classification error to some users, even if the filter is
globally “optimal”.

To overcome these difficulties, in this paper, we first
analyze the properties of gray mail using a large cor-
pus obtained via campaign detection techniques. By
clustering near duplicate email in a collection of more
than 2.6 million messages and examining their labels,
we managed to obtain a large corpus of gray mail. Our
study confirms that a big portion of email does be-
long to gray mail. Moreover, we show that a globally
trained content-based filter performs poorly on this
special category of mail and even a perfect filter will
inevitably produce some classification errors. To solve
the gray mail problem, certain degree of personaliza-
tion is thus necessary.

For this purpose, we design an approach that incorpo-
rates user preferences into the classification model to
avoid the limitations of global filtering. Unlike previ-
ous personalized filtering schemes which incur signif-
icant storage and processing costs per user, our user
models are highly scalable and practical for large Web-
based mail systems. We find that, with very little ad-
ditional cost beyond current global filtering systems,
we are able to incorporate both partial and complete
user feedback on message labels and catches up to 40%
more spam from gray mail in the low false-positive re-
gion.
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The rest of the paper is structured as follows. We first
revisit the gray mail problem by measuring its perva-
siveness and quantifying the limitations of global filters
in Section 2. We then discuss the need for personalized
filtering and propose various user models in Section 3,
followed by the experimental evaluation in Section 4.
Finally, we introduce other related work in Section 5
and conclude the paper in Section 6.

2 The Gray Mail Problem

In this section we study the effects of gray mail on
spam filtering. We first describe how we obtain a gray
mail corpus using signature-based campaign detection
techniques and then proceed to quantify the prevalence
of gray mail and the limitations it places on global
filters.

2.1 Obtaining a Gray Mail Corpus

To obtain a gray mail corpus we mine a large email
dataset for campaigns that have been labeled incon-
sistently by different recipients. The labeled messages
come from the Hotmail Feedback Loop and the cam-
paigns are detected with a recently developed near-
duplicate detection technology. We describe each of
these as follows.

The Hotmail Feedback Loop: The gray mail
problem has been overlooked in the research commu-
nity and can only be observed in a more realistic en-
vironment. Fortunately, having access to the Hotmail
Feedback Loop data provides us the opportunity to ex-
amine this problem closely. The Feedback Loop data
consists of messages labeled as spam or good by polling
over 200,000 Hotmail volunteers daily. In this data
collection mechanism, each user is given a special copy
of an email message sent to them and is asked to an-
notate the message as good or spam. There is a sig-
nificant fraction of mail that is immediately deleted
and never enters this process (e.g., from block lists of
clearly known spammers), but the remaining mail rep-
resents the distribution of mail that is sent to Hotmail
accounts and dispatched to either a user’s inbox, junk
folder, or deleted by filters. By asking users to label
their own messages, we believe we get the true, up-
to-date personal judgements that only they can make.
In this analysis, and the remainder of this paper, we
use Feedback Loop data on messages received from
January through May 2007.

Email Campaign Detection: Because gray mail is
essentially messages that could be labeled either good
or spam by different users, the straightforward method
to find gray mail is to identify identical or near dupli-

cate messages in the dataset that have been labeled
differently by different users. Messages with almost
identical content and sent roughly in the same short
period are usually called an email campaign. Although
detecting email campaigns is an important anti-spam
technique, not all of the campaigns are spam messages.
Newsletters or commercial messages are often sent as
email campaigns and can often be detected using the
same method.

The campaign detection method we use in this paper
is a variation of I-Match (Chowdhury et al., 2002),
which has been shown very effective in finding near-
duplicate email messages (Kolcz & Chowdhury, 2007).
Briefly speaking, I-Match is one type of fingerprinting
method that generates a signature for an email mes-
sage. This method first pre-compiles a list of impor-
tant words, or lexicon, from a large document collec-
tion. The signature is simply a hashed representation
of the terms in the email that also occur in the lexicon.
This method is further enhanced by Kolcz and Chowd-
hury (2007) to use not only uni-grams (i.e., words in
the messages) but also some short n-grams based on
a language model, which tends to be more robust to
good-word attacks (Lowd & Meek, 2005) from spam-
mers.

Applying the near-duplicate detection method on the
Hotmail Feedback Loop mail collection, we are able
to find several email campaigns or clusters of identical
messages. If the messages in the same campaign are
labeled differently, then we consider it as a gray mail
campaign. Although the precision of this gray mail
detection approach is fairly high, its recall is unfortu-
nately limited by the sample size of the email collec-
tion. Remember that the Feedback Loop data is only
collected from a small portion of Hotmail users. De-
spite the fact that it contains millions of messages, the
data set is still just a small sample of messages sent to
Hotmail accounts. Therefore, small email campaigns
may not always be detected by this method.

Notice that the campaign detection technique is
mainly used for offline analysis of gray mail. For a
real-time spam filter that needs to detect gray mail
from large incoming mail streams, this is likely to be
expensive. One alternative is to use sender reputa-
tion. For example, if mail from a given sender IP is
consistently labeled as both spam and good by differ-
ent users, then all the messages it sends in the future
may be treated as gray mail. While this is not as
precise as the campaign detection technique because
some senders send a mix of clearly good and clearly
bad mail (e.g., forwarders), as we will discuss later in
Section 4.1, it is still a good and efficient alternative
in practice.
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2.2 Limitations of Global Filtering

Given a gray mail corpus, we can now quantitatively
study the problem. Because a gray mail message can
be labeled as either spam or good, a conventional
global spam filter will be faced with the challenge of
learning over “noisy” training data and will inevitably
make mistakes at run time. This raises several in-
teresting questions, such as “what percentage of mail
belongs to gray mail?” and “how does gray mail affect
filter performance?” In this subsection we measure the
pervasiveness of gray mail and evaluate the use of noise
reduction techniques to build a traditional global fil-
ter. While we do observe improved performance over
a scheme in which the gray mail problem is simply ig-
nored, we discuss why this is a less preferable approach
to the problem. We then quantify the upper bounds
that gray mail places on the prediction accuracy of
any global filtering scheme and highlight the need for
personalized filtering.

Pervasiveness of Gray Mail: In order to measure
the ratio of gray mail versus all email messages, we an-
alyze messages received in April and May of 2007. The
number of total messages of this collection is 2,672,222.
Among them, 1,553,519 (58.1%) were labeled as spam
and the remaining 1,118,703 (41.9%) were labeled as
good. Applying the near-duplicate detection method
on this collection, we discovered 41,068 campaigns con-
taining at least 5 messages, which accounts for 848,153
(31.7%) messages in total. Although a large number
of these campaigns are either true spam or good cam-
paigns, many of them are gray mail campaigns. Fig-
ure 1 shows the label consistency of these campaigns.
The x-axis is the campaign spam ratio (i.e., the num-
ber of messages labeled as spam versus the total num-
ber of messages in a campaign) and the y-axis is the
total number of messages in all campaigns with that
spam ratio. As we can see from the figure, 28.6% of
the messages belong to campaigns with spam ratio 1.0,
the unambiguous spam campaigns. Similarly, at the
other end of this figure, 4.6% of the messages belong
to the “good” campaigns with spam ratio 0. Whether
the messages from other campaigns are label errors or
gray mail is less certain. If we assume there is no label
error, then all campaigns other than spam and good
are treated as gray mail, which has 66.8% of the cam-
paign messages. However, if we treat only email cam-
paigns with spam ratio between 0.2 and 0.8 as gray
mail, then gray mail accounts for 25.4% of all cam-
paign messages. In other words, at least 8.1% to 21.2%
of all messages can be categorized as gray mail. The
actual ratio could be higher since the near-duplicate
detection method does not capture all campaigns due
to the sampling issue discussed above.
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Figure 1: Volume of campaign mail by spam ratio.

A Label Noise Problem? Since gray mail presents
challenges to global filters both during training and
evaluation, we next quantify the effects of treating the
gray mail problem as another form of label noise. How
much better can global filtering become if we remove
gray mail label “noise” from the training set? Also,
given that a global filter cannot satisfy different user
opinions on the same mail, how would the performance
of a global filter change if we removed this “noise” from
the testing set?

We investigate these questions as follows. First we
choose January through March 2007 as our training
period and April through May 2007 as our testing
period. We then compare 4 configurations: cleaning
the training data only, cleaning the testing data only,
cleaning both the training and testing data, and no
cleaning at all. To clean a given dataset, we first apply
the campaign detection method on just that dataset
and then force all campaign mails to have the same
label as the majority vote within each campaign.

Using randomly selected 184,337 campaign messages
from the training period, a spam filter is trained using
content features such as words in the subject and body
by logistic regression (Goodman, 2002). This filter is
then tested using another 50,841 randomly selected
campaign messages from the testing period.

Figure 2 shows the ROC curves of these four configu-
rations in the low false-positive region. As indicated
in the figure, although cleaning the training data con-
sistently improves the filter (regardless of whether the
testing data is cleaned or not), the gain is minimal.
In contrast, most gain comes from cleaning the test-
ing data. That is, if the gray mail is treated as label
noise, then the performance of our spam filter on these
campaign messages is in fact much better.

If we focus on messages that belong to clearly gray
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Figure 2: Global filter performance on campaign mail
when treating gray mail as a label noise problem.
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Figure 3: Global filter performance on gray mail in
campaign messages when treating gray mail as a label
noise problem.

mail campaigns, then the performance difference is
even more substantial. We preserved messages in cam-
paigns with spam ratio between 0.2 and 0.8 in both
training and testing data and repeated the experi-
ments. Figure 3 shows the ROC curves of the cor-
responding four configurations. As also indicated by
this figure, the most gain still comes from cleaning the
testing data instead of cleaning the training data.

The above results seem to suggest that if gray mail
is considered a label noise issue, then a global filter
can perform well. This is especially true during eval-
uation if we use “cleaned” data to judge the effective-
ness of our filter. Unfortunately, this view is not fair
or practical. Users have differing preferences and any
majority-rules approach will not satisfy the needs of
all users.

Optimal Global Filtering: A natural question to
ask, then, is how good could an optimal global filter

perform? To answer this question we assume that any
standard global filter will output the same label for all
messages in a campaign. An “optimal” filter will then
take a majority-rules approach for each campaign to
minimize errors. For example, if a campaign has 20
messages where 3 are considered spam by the recip-
ients, then the filter should label all 20 messages as
good, which generates 3 false-negatives. Applying this
principle to these email campaigns, we found 23,749
false-positive cases and 17,319 false-negative cases. In
other words, even an optimal classifier will have 1.54%
classification error when the false-positive rate and the
false-negative rate are about the same. In practice,
though, filters are never perfect, and are usually tuned
to operate in the low false-positive region. Applying a
filter trained on the data collected in the training pe-
riod to the messages sampled from the testing period,
we found that gray mail accounts for at least 9% of
uncaught spam when operating at a low false-positive
rate.

3 Incorporating User Preferences

Since treating gray mail simply as a label noise is-
sue is unfair to some users, the spam filtering problem
becomes more challenging as gray mail places consid-
erable limitations on global filtering schemes. In par-
ticular, the correct email label not only depends on
the message, but also on the recipient. In this pa-
per we propose a personalized approach for handling
gray mail. Unlike traditional personalized approaches,
which often build personalized filters using training
sets with similar distributions to the messages received
by each user (Bickel & Scheffer, 2007; Segal, 2007),
we seek a solution that respects the fact that differ-
ent users have different opinions even on the same
mail. Furthermore, we search for a solution that is
appropriate for large-scale, Web-based email systems,
such as Hotmail, Yahoo! Mail, GMail and AOL. In
this setting, with a large number of users and noth-
ing more than a Web browser on the client side, it
is impractical to learn and apply heavyweight filters
for each user. Complete feedback on message labels
from each user cannot be assumed always available
either. In short, the personalization scheme has to
(1) respect each user’s mail distribution and individ-
ual preferences, (2) incur negligible storage, training,
and processing costs beyond a standard global filter-
ing system, and (3) do not require complete feedback
from each user.

To satisfy these requirements we propose using the
partitioned logistic regression (PLR) model (Chang
et al., 2008) that learns content and user models sep-
arately. While users share the same content model
trained on all mail, the user model can be built ef-
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ficiently using only a few statistics of the messages
received by each user. The final prediction can be
treated as a simple multiplication of these two models.
In this section, we first briefly introduce partitioned
logistic regression and then present how we learn the
user model given either complete or partial user feed-
back.

3.1 Partitioned Logistic Regression

Conceptually, the partitioned logistic regression (PLR)
model can be treated as a set of local classifiers that
are trained by logistic regression using the same exam-
ples, but on different partitions of the feature space.
When applied to the task of spam filtering, a message
is represented by a feature vector X = X.X,, where
X, and X, are the content and user features, respec-
tively. Given an example X, the task is therefore to
predict its label Y € {0, 1}, which represents whether
the message is good or spam. In the PLR model, such
conditional probability is proportional to the multipli-
cation of posteriors estimated by the local models.

P(Y|X) oc P(Y X P(Y|X,) (1)

In particular, both the content and user models (i.e.,
P(Y|X,) and P(Y|X,)) are logistic functions of the
weighted sum of the features, where the weights are
learned by maximizing the conditional likelihood of
the training data.

The PLR model enjoys several advantages in practice.
For example, its functional form is identical to the tra-
ditional logistic regression model learned on all the
features. For a system that uses the logistic function
for estimating probabilities, to change the model is
straightforward — simply replacing the weights with
the ones learned by the PLR model. It can also be
shown that the multiplication of the local predictions
in Equation 1 is equivalent to stating that different
groups of features are conditionally independent given
the class label, which makes partitioned logistic re-
gression a hybrid model of the generative model, naive
Bayes, and its discriminative counterpart, logistic re-
gression. Finally, by training local models on different
groups of features, the smoothing parameters can be
easily tuned separately, which often yields better final
predictions. For more discussions on the PLR model,
see (Chang et al., 2008).

When the logistic regression model is used for binary
classification, it is quite often that the conditional log-
odds instead of the posterior is used as the decision
function. While these two options produce equivalent
ranking results, the log-odds is more convenient to use
in practice since it is the weighted sum of the features.
The final binary prediction of the message label is an

indicator function — if the decision function is larger
than a pre-selected threshold 6, then the message is
classified spam.

Incorporating user preference in the PLR model as
stated in Equation 1 can be viewed as each individ-
ual user having their own decision threshold. Let o
be the odds of the label given the example and let o,
and o, be the odds of the content and user models,
respectively. Then from Equation 1,

log(o) >0 < log(o.) + log(o,) + k > 6
< log(oc) > 6 — k —log(oy)
& log(oc) > b,

where k is a constant and 0, = 6 — k — log(o,,) is the
new threshold for the mail recipient u.

3.2 User Model

As discussed previously, the goal of the user model is
to capture the basic labeling preference of each mail
recipient. In other words, we would like to know how
likely a message will be labeled as spam by a user,
without knowing the content of the email. Although
some demographic information of a user, such as age or
gender, may be loosely related to his mail preference,
such information may not always exist and could be
inaccurate. Therefore, in this work we choose a more
direct and simple user feature — the recipient user id,
which is treated as a binary feature. For example, if
there are n users, then for a message sent to the j-th
user, the corresponding user feature, x; will be 1, but
all other n — 1 features will be 0.

Despite the fact that such a model can be trained us-
ing traditional logistic regression learning methods, a
direct way to estimate the “inbox spam ratio” of the
target user is by counting the number of spam mes-
sages and all messages received by him in the train-
ing period. Notice that this maximum likelihood es-
timation is the same as logistic regression learning;
the only difference is the smoothing technique used
in this method. We first examine how we derive this
model when complete user feedback on message labels
is available. Perhaps more importantly, we also dis-
cuss how robust the model is when such feedback is
limited.

3.2.1 Complete User Feedback

When the labels of messages sent to a target user are
available, we use the spam ratio of these messages
with a smoothing technique that is similar to using a
Dirichlet prior. Let cntspem (u) be the number of spam
messages sent to user u, cntqy(u) the number of total
messages this user receives, and Pypom = P(Y =1)
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the estimated probability of a random message being
spam. The user model is derived using the following
formula.

P(Y = 1|X ) — Cntspam(u) + 6Pspam
b entan(u) + 0

o (2)

where 3 is the smoothing parameter.

Similar to the common smoothing techniques used in
the naive Bayes model, as the number of labeled mes-
sages increases, cntspem (u) and cntqy(u) will be the
dominant terms and the prior becomes less important.
On the other hand, if there is no feedback from this
user in the training period, the user model will reduce
to the class prior, Pspam, which is simply the spam
ratio of all the email in our collection.

3.2.2 Partial User Feedback

In more practical settings we will not know the true
labels of all messages that a user has received. Even in
this case, we can see from Equation 2 that it is still not
difficult to set the denominator, which is essentially
the total number of messages a user receives. The
challenge, though, is to estimate the number of spam
messages received by this user. It is common, how-
ever, to be able to collect some statistics to help make
this estimation. For example, although only a very
small portion of Hotmail users participate the Hotmail
Feedback Loop, ordinary users still provide a form of
feedback through “report as junk” buttons. This is a
common UI in most Web Mail systems. When a spam
message passes the filter and is delivered to someone’s
inbox, the user can press the button to move this mes-
sage from the inbox to the junk folder, and report this
message to the system.

There are a couple important issues when using the
number of junk mail reports as the substitute of the
real counts of spam messages. First of all, the user
does not see all the messages sent to him. Messages
that are highly likely to be spam may either be deleted
or put in the junk folder directly by the filter. Second,
not all users report junk mail. Therefore, the junk mail
reports are in fact a specific subset of the spam mes-
sages sent to the user. Considering these two issues,
we propose two formulas based on Equation 2.

The first formula assumes that all the spam messages
delivered to the inbox have been reported as junk mail
by the user. The total number of spam messages is
therefore the count of junk mail reports plus the spam
that is captured by the filter. Let prec be the overall
precision of the filter; namely, the number of true pos-
itives divided by the number of positive predictions.
The number of caught spam messages of a recipient u,
ct(u), is thus prec - ent fierea(w), where ent fijered(w)

is the number of messages sent to this user but consid-
ered as spam by the filter. Let jmr(u) be the number
of junk messages reported by recipient v during the
training period, then the final formula is:

o _ct(u) + jmr(w) + BPspam
P(Y = 1|Xu) - cntau(u) +ﬁ &

(3)

Equation 3 assumes that all the spam messages sent
to the inbox have been reported by the user, which is
often not true. One way to adjust this assumption is to
add a term to estimate the number of spam messages
that are not reported. Let miss(u) be the number of
spam messages that are not captured by the filter nor
reported by the user. We use the following equation
to estimate this term.

miss(u) = Pspam - (entqn(u) — ct(u) — jmr(u))
The user model is therefore estimated as:

Y _ct(u) + jmr(u) + miss(u) + BPspam
=) = entan(u) + 3 p( )
4

4 Experiments

We evaluate the proposed user models experimentally
in this section. In all the experiments, email received
between January and March 2007 are used for training,
while messages received between April and May 2007
are used for testing. We first discuss the method of
collecting most gray mail messages in an online spam
filtering setting and then compared our user models in
different scenarios.

4.1 Data: Mixed-sender Mail

Although with labeled email messages, the campaign
detection method described in Section 2 can capture
gray mail with high precision, there exist several dif-
ficulties in applying it to detecting gray mail in an
online, real-time spam filter. For example, despite the
fact that near-duplicate messages sent in roughly the
same short period can be clustered, knowing which of
them belongs to gray mail campaigns still needs the
labels of at least some of the messages. Unfortunately,
because email is not always read right after received
by the system, it takes some time to collect labels from
volunteer users through means like the Hotmail Feed-
back Loop. A decision on whether an incoming mes-
sage is gray mail cannot thus be reliably made imme-
diately via the campaign detection method. Besides
this critical issue, the coverage of detecting gray mail
is also limited due to the sampling issue as discussed
earlier.
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One alternative of finding gray mail is to train a gray
mail classifier using a corpus obtained via campaign
detection techniques. While this approach has been
proposed in (Yih et al., 2007), it seems to have limited
success, partially due to the diversity of gray mail mes-
sages. On the other hand, identifying accurately gray
mail messages may not be necessary since it is only
an intermediate goal. Separating a subset of email
that contains most gray mail and applying the pro-
posed personalization schemes to improve spam filter-
ing would be sufficient.

Because of the above practical considerations, we ap-
ply our methods to only the mail from mized senders.
Mixed senders are the IP addresses that used to send
both good and spam messages in the past. Although
some of them are clearly spam or good mail, these
messages also cover most gray mail. Using the mixed-
sender messages as the substitute of gray mail is also
an efficient solution in practice since it only needs to
maintain a list of mixed-sender IPs. Formally, we de-
fine the mixed senders as follows. Given an IP address
i, let m; be the set of messages sent from this IP ad-
dress during a selected period. The spam ratio, r;, is
then the number of spam messages in m;, divided by
|m;| (the total number of messages in m;). We then
treat senders who sent greater or equal to 5 messages
in this period with spam ratio between 0.2 and 0.8 as
mixed senders. The set of mixed senders, S,ized, iS
thus:

Messages sent from Si,izeq in the training and test-
ing periods are sampled to construct our training and
testing data and used in the experiments.

4.2 Results

To fully evaluate the methods described in Section 3,
we design two corresponding experimental scenarios.
The first one is the Complete User Feedback scenario,
which assumes that users provide the labels to all mes-
sages they receive. The other is the Partial User Feed-
back scenario, where we assume that for a group of
users, only some spam labels are given through the
junk mail report mechanism. We present the details
of these two scenarios, along with the experimental
results next.

4.2.1 Complete User Feedback Scenario

In this set of experiments, we use the traditional exper-
imental setting: the content-based filter and the user
model are trained using mail received in the training
period, and the filters are tested on messages received
in the testing period. In particular, we would like to
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Figure 4: The ROC curves of the content-based filter
and the model that incorporates user preferences.

examine how our personalization model can improve
the accuracy of spam prediction over the regular fil-
ter on the mixed-sender mail, when the complete user
feedback is available.

To build the conventional content-based filter, we train
a logistic regression model using 700,000 randomly
sampled mixed-sender messages received in the train-
ing period. The features used in this model are words
in the subject and body fields, plus a very small set of
some proprietary features. When combining the user
preference with the content-based filter via partitioned
logistic regression (cf. Section 3), the user model is es-
timated by Equation 2, where the spam ratio of mes-
sages each user receives is also derived from the mes-
sages received in the training period. The smoothing
parameter, (3, is set to 1 for all users. Figure 4 shows
the ROC curves of these two filters when applied to
the 1,875,321 testing mixed-sender messages received
by 197,183 different users in the testing period.

From the figure, the first thing we notice is that
the conventional filter that relies only on the email
content performs poorly on mixed-sender messages,
where most of them are gray mail. For example,
the true positive rate at the false positive rate 0.1
(TPRQFPR=0.1) is merely 38.2%, indicating that a
lot of spam messages in the gray mail category can
easily pass the content-based filter. This result is es-
sentially consistent with previous analysis on the gray
mail corpus obtained using the campaign detection
techniques (cf. Figures 2 and 3). However, incorpo-
rating the user model does improve the result quite
substantially. As discussed earlier, our model can be
treated as each individual user has his own decision
threshold of the filter. In spite of its simplicity, the
true positive rate at 0.1 false-positive rate jumps from
38.2% to 60.8%, which indicates the importance of per-
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Jan-Mar, 07 | Apr-May, 07
User Group 1 A B
User Group 2 C D

Figure 5: The data split for experiments of the partial
user feedback scenario.

sonalization in handling the gray mail issue.

4.2.2 Partial User Feedback Scenario

As discussed in Section 3.2.2, when applying the filter
to mail sent to ordinary users who do not provide their
label judgments, the main challenge is to construct the
user model based on partial user feedback — the junk
mail reports. In order to simulate this scenario, we
further separate our data as follows. The recipients of
the mail in our collection are first randomly split into
two user groups of roughly equal size. The original
messages used for training and testing are separated
accordingly, as illustrated in Figure 5. We treat user
group 1 as “known users” and user group 2 as “new
users”. In order words, the labels of all messages in
collection A are assumed available, but only the la-
bels of a subset of spam messages in collection C are
revealed through junk mail reports. For this set of
experiments, we will use the messages in collection A
to train a content-based filter and use the partial la-
bels of messages in collection C to build a user model.
The combined model is then evaluated using mail in
collection D.

Recall that a junk mail report is essentially an un-
caught spam message reported by the user. Therefore,
to simulate such user behaviors, a base spam filter has
to be built first. We build a content-based classifier
using the messages in collection A, where the learn-
ing algorithm and features are the same as used in
Section 4.2.1. We assume this filter operates at 0.1
false-positive rate due to the inherent difficulty of han-
dling gray mail or mixed-sender messages, and select
the decision threshold through cross validation on mail
collection A. The precision of this classifier (used in
Equations 3 and 4) is also estimated similarly. When
applying this content-based filter to mail collection C,
messages with probabilities of being spam lower than
the threshold are predicted as good mail and delivered
to the inboxes. The false-negative cases (i.e., uncaught
spam) may be reported by the users. We introduce a
parameter « as the report rate or the likelihood that
an uncaught spam message will be reported as junk
mail, and vary this parameter in the experiments to
observe how the number of junk reports affects the
results.

Notice that this approach of simulating junk mail re-
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Figure 6: The true-positive rates at 0.1 false-positive
rate of two user models when the feedback is limited.
Model 1 assumes all uncaught spam messages are re-
ported; model 2 includes a correction term that esti-
mates the count of unreported junk mail messages.

ports is a simplified setting. In practice, a spam filter
is often updated frequently using the latest training
data and the uncaught spam messages are in fact the
prediction results of various filters trained using mes-
sages received in different time periods. Using the mail
received in the same period to train the filter for the
purpose of simulating junk mail reports, we believe,
captures the behavior of an continuously updated fil-
ter. Note that the true testing data, the mail in collec-
tion D, is still messages received in a non-overlapping
time period.

We compared the two user models proposed in Sec-
tion 3.2.2 when combined with the content-based filter
and tested on mail collection D. Model 1 (Equation 3)
assumes all uncaught spam messages are reported and
model 2 (Equation 4) includes a correction term to es-
timate the counts of unreported junk mail messages.
We assume the filter operates at 0.1 false-positive rate
and show the corresponding true-positive rates of these
two user models at different report rates. Figure 6
presents the results, where the x-axis is «, the prob-
ability of reporting the wrongly classified spam mes-
sages, and the y-axis is the true positive rate.

From the figure, we notice that the performance of
both models is consistently improved as « increases.
Moreover, model 2 performs better when the report
rate is low, but not as good when this parameter be-
comes larger. This phenomenon seems to imply that
the correction term used in model 2 is useful only when
most uncaught spam messages are not reported. No-
tice that even when such user feedback is limited, this
additional information can still bring some improve-
ment to the spam filter when processing gray mail or
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mixed-sender mail. For example, when the report rate
a is 0.2, both model increase the true-positive rate
from 0.37 to 0.43.

5 Related Work

Although the gray mail problem is a commonly ob-
served issue in production spam filtering systems, it is
often treated as normal label errors and has attracted
little attention in the research community. A pioneer-
ing study on this problem was first done by Yih et al.
(2007), where they proposed using campaign detection
techniques to find gray mail and then build a classifier
to distinguish gray mail from regular mail. Although
they managed to show some improvement on spam fil-
tering using a gray mail classifier, the scale of the ex-
periments there was relatively small. In addition, gray
mail was still processed by a regular content-based fil-
ter without taking the mail recipients into account.
In contrast, we show the importance of email person-
alization to the gray mail problem and conduct our
experiments using larger datasets.

Email personalization is treated as incorporating user
preferences with a content-based classifier in the filter
that is learned in the framework of partitioned logistic
regression (Chang et al., 2008). This model can be
viewed as a novel hybrid model between the genera-
tive model, naive Bayes, and its discriminative coun-
terpart, logistic regression. It is especially suitable to
our task since the content features and user features
fall into different categories naturally. In this paper,
we further enhance the user model and suggest alter-
native training methods that can also handle partial
user feedback.

Note that our email personalization strategy is quite
different from previous approaches. Personalized email
spam filtering has typically been viewed as training a
model that fits better individual mail distribution, in-
stead of adjusting the filter to learn user preference.
In particular, the class label of an email message is as-
sumed to be independent of the recipient of the mail.
For example, a Dirichlet process model to re-sample
training data for each user is used in (Bickel & Scheffer,
2007), where the goal is to make the distribution of this
new training dataset closer to the messages received
by the user. Nevertheless, the strategy of training in-
dividual filters for different users is computationally
expensive for a Web mail system that has hundreds of
millions user accounts.

A model combination approach has also been pro-
posed recently for personalized spam filtering by Segal
(2007), where a globally learned model is combined
with a model trained using only messages sent to the
target user. In comparison, our user preference model

does not require the messages of individual users, but
only the email labels. Partial feedback from the junk
mail reports can also be used to enhance the filter when
handling gray mail.

6 Conclusions & Future Work

In this work we addressed a difficult challenge for spam
filters in practice — gray mail. Using a large mail cor-
pus labeled by Hotmail users, we found that gray mail
is a common problem and has placed significant limi-
tations on global filtering schemes, even with the help
of traditional noise-reduction techniques.

To address this challenge we proposed a personalized
filtering approach based on the partitioned logistic re-
gression learning model. We showed that, by incor-
porating individual user preferences directly into the
model, we were able to significantly improve filter per-
formance on gray mail. Perhaps more importantly, we
also showed how our scheme was better suited to our
target application — large-scale Web Mail systems —
than previous work. Although there exist other per-
sonalized frameworks, most of them incur large storage
and processing costs that may not be practical in such
settings. Furthermore, some require extensive knowl-
edge of each user and thus may not work well when
only partial user feedback is available. In contrast, our
scheme incurs very little additional cost above tradi-
tional global filtering schemes, and is designed to work
even with only partial user feedback.

In the future we would like to explore additional per-
sonalization schemes to help solve the gray mail prob-
lem. While our approach effectively learns different
filtering thresholds for each user, another complemen-
tary direction is to build explicit lists of black/white
senders for each user. Despite the fact that most Web-
based email systems today allow users to build such
lists, gray mail is still a current problem. Therefore we
would like to investigate this direction to help make
it more effective in practice (e.g., by increasing user
participation). Another possibility is to automatically
infer these lists after observing user behavior. There
are still several unanswered questions, though, such
as determining what types and levels of user behavior
are necessary to construct quality sender black/white
lists? We feel that our approach is complimentary
to this overall direction, though, since it provides a
more personalized filter even in the cases when user
black/white lists are ineffective (e.g., in first-contact
scenarios). An effective gray mail solution may require
a combination of several personalized schemes, and we
feel that the solution we’ve proposed in this paper is
a solid step in this direction.
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Keeping the Subscriber Experience
Positive After “Unsubscribe Me”

Good relationships start with good conversations. For permission emailers, the
conversation often starts at the subscriber sign-up box or email registration link.
Once you start a dialogue, it’s important to provide your email subscribers with a
consistently positive experience throughout the subscription lifecycle.

It’s clear enough how to do this at the start of a relationship, when someone
has registered. There are informative welcome messages, and special offers
and content carefully targeted to the individual’s interests or market segment.
However, companies seem to be less clear on how to handle the discomfort of
the conversation once a subscriber asks to opt-out of the program.

Contrary to popular belief among marketers, an unsubscribe request is not
necessarily the end of a customer relationship. By executing a well-thought out,
positive unsubscribe experience, a company can extend their brand equity and
keep the customer for years to come, even if that customer is no longer an email
subscriber. And a well-designed unsubscribe process can provide highly valuable,
actionable information that will make you a better marketer.

Return Path’s researchers recently studied how companies handled the opt-out
process. We unsubscribed from the email lists of 45 companies we had subscribed
to for a previous study.

We found that overall, the unsubscribe process was straightforward and user
friendly. Sixty-five percent of those surveyed removed subscribers from their

lists immediately. However, 20% of companies sent more than one additional
email after the opt-out request was received. Most of these sent four or more
additional messages, a practice that could undermine the customer’s relationship
with the brand.

While the basics were well-executed in most cases, most companies did not
realize maximum benefit from the opt-out process. Many treated the unsubscribe
process as a technical transaction, rather than a continuation of the conversation
with the customer. They failed to take advantage of the chance to extend

their marketing reach and to give departing customers the best possible brand
experience.

! Return Path, “Creating Great Subscriber Experiences,” Spring 2008

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577, or email rpinfo@returnpath.net. © 2008

Return Path, Inc. www.returnpath.net v111208
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Handling the Fundamentals
Most companies handled the transactional aspect of the unsubscribe process reasonably well.

Direct Links and Immediate Confirmations

The majority of companies studied provided a link from the email to an unsubscribe landing page on their website
(about 60%) or a preference page (about 40%). Two required subscribers to send an email to submit an email request to
unsubscribe, a process that is often perceived as inconvenient by the subscriber.

Most companies provided customers with immediate confirmation that their unsubscribe request was processed,
through a landing page on their website. Some went a step further in this confirmation process. For example, Tiffany &
Co gave users the exact date of removal in the unsubscribe confirmation landing page. A few companies sent an email
confirmation of the subscriber’s opt-out request.

TiFFANY & CO.

Thank You

W arw BoeTy 10 bee you gol

rdvay ert el
ail i1 60 D8/ 01 | 2008

Thank you, B st hops 1 s vo Bgain 19on 8 TilMany tom

Travelocity did a nice job by executing a single-click unsubscribe function directly from the email. With this option a
subscriber was presented with a conveniently pre-populated landing page, offering a menu of campaign-type unsubscribe
options. Travelocity also chose to send a follow-up email to confirm the subscriber’s removal request.

]

Stress-Free Family Getaways
: i,

Flight + Hotel From $467

* travelocity

The Travelocity G

You'll never

Home Fughts Hotels CarsRall Vacations Cruises LastMinute Deals * trave'OCity

Remove From Promotional Email List Home Flights Hotels CarsiRail Vacations Cruises LastMinute Deals
Please remove me from receiving ALL promational email from Travelocity, which will
include any subscriptions | may have to: Real Deals, Fare Watcher, and Easy .
Escapes Universal Unsubscribe
You have been successfully unsubscribed from all Travelocity promotional email
Enter your first name here:  Bonnie communications. This will take effect within the next 3 business days

Enter your email address here: |BMALONEFRY@YAHOC If you would like to re-subscribe to our promotional emails again in the future, please

call our customer service center tol-free at: 1-888-709-5983

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577,

Return Path or email rpinfo@returnpath.net. © 2008 Return Path, Inc. www.returnpath.net v111208
‘\.'I Page 2 of 6
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Return Path Recommendations: The process of opting out should be as easy and painless as possible for the customer.
While it is acceptable to have an email-based unsubscribe process where a recipient would reply to the message with the
words “unsubscribe” or similar, this is no longer common practice and therefore may cause confusion for some recipients.
However, marketers must honor unsubscribes that come in via email, even if that mechanism is not explicitly stated as an
option. Continuing to send email to people who wish to opt out is a recipe for more spam complaints.

Sending unsubscribe confirmations via email is a controversial practice. Some customers find it annoying to receive any
email after unsubscribing. Others may like the “instant gratification” of a confirming email. Certainly email confirmations
should only be sent when it can be done instantly. It is critical to monitor the associated complaint rate to be sure your
practices are not damaging your brand image.

Email confirmations do provide an opportunity to make sure that a subscriber hasn’t been accidentally unsubscribed. This
can be valuable if your email campaign includes a forward-to-a-friend option, where the friend might unintentionally opt-

out the original recipient.

Email Address Confirmation

Just over a quarter of companies asked individuals who were unsubscribing to confirm their email address, a step that
helps assure that the correct individual is unsubscribed. A handful of companies are still requiring that the subscriber log-
in to unsubscribe, which is not compliant with the recently updated CAN-SPAM Act.

Return Path Recommendations: Every email should have a link to the unsubscribe landing page or preference page.
Ideally, the email address should be passed from the unsubscribe link in order to pre-populate the unsubscribe email
address box. Make sure the person clicking on the link can change the pre-populated address, however, in case the person

responding to the email received it by forwarding.

Email Change of Address

Offering email change of address (ECOA) options seems to be low on the radar for many marketers, even though it
offers a great opportunity to improve subscriber experience and engagement and lower your unsubscribe rate. Very
few companies provide an email change of address link on the emails they send. Some provide the capability in their
preference center but may neglect to communicate it to their subscribers.

Only 11% of companies provided an opportunity for subscribers to change their email address on the unsubscribe landing
page, despite the potential to increase retention by doing so. If there is no preference page and no ECOA section on the
unsubscribe page, someone who wants to change their email address has to unsubscribe and re-subscribe under the new
address. The process may not be completed if the subscriber is annoyed by the inconvenience, is short on time or gets
interrupted.

By offering an ECOA opportunity, you can also prompt individuals who are trying to reduce email volume at their main
email address to consider receiving the email at an alternate email address.

Return Path Recommendation: Provide subscribers with the opportunity to change their email address on the
unsubscribe page—even if you also offer this option on a preference page. Giving subscribers flexibility in managing email

options is always a good practice.

Business Process Weaknesses

Our study showed that in some companies there was a disconnect between the unsubscribe request and the actual
removal of the email address from the active list.

Twenty percent of companies sent more than one additional email message after confirming that the individual was no
longer subscribed, with most of these sending four or more additional messages. In five cases-—11% of the companies
studied-—messages were still arriving more than 10 days after the date of unsubscription, a violation of the CAN-SPAM
Act. This is shocking given that this law has been in effect for more than five years and that the companies included in this
study are top-tier marketers with programs that are generally best-in-class.

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577,

Return Path or email rpinfo@returnpath.net. © 2008 Return Path, Inc. www.returnpath.net v111208
Page 3 of 6
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Return Path Recommendation: Companies must
coordinate their email list maintenance functions

with their actual mailings to ensure subscribers stop
receiving email as soon as possible after a request is
made. If you know that those who have opted-out are
likely to receive emails which are already queued up,
set expectations for consumers by letting them know
that it may take a few days for the unsubscribe to take
effect.

Number of Emails Sent After Unsubscribe Request

H None
H One

Many consumers will hit the “this is spam” button if ¥ Two to Four

they receive more email after an unsubscribe request,
assuming that the functionality is broken or purposely
non-functional. The longer the customer continues

to receive email, the more likely they are to become
disillusioned with their entire experience with your
brand. It is essential that all mailings cease within 10
days, as required by CAN-SPAM.

M Five or More

Number of Days for Which Emails Were Sent After USIng the UnSUbSCHbe Landlng
Unsubscribe Request Page to Maximum Benefit

The unsubscribe process must be streamlined and
quick to continue providing customers with a positive
brand experience. That said, it is still possible to

use the opt-out process to learn why people are

® No Emails Sent |\ nsubscribing, in order to inform and improve

® Same Day the marketing strategy of your program. You can
f1-2 also offer consumers alternatives to unsubscribing
®3-5 that may keep them on your mailing list by better
6-10 meeting their needs.

10+

Offering Alternatives

Only two companies offered an option on the landing
page allowing subscribers to change the frequency
with which email is received, or to opt out of some
but not all mailings. Providing this kind of option offers an opportunity to retain subscribers who still have interest in your
company and your products or services, but who simply feel they are getting too much email.

Return Path Recommendation: While the CAN-SPAM legislation requires that subscribers be able to opt-out by providing
only their email address and opt-out preference, it is certainly acceptable to give consumers additional choices as long as
the unsubscribe option is clear and conspicuous.

The unsubscribe landing page can offer subscribers a choice of mailing frequencies and the opportunity to opt out of
selected mailings rather than all. For products that tend to be seasonal or where the nature of the products is likely to
make the list less relevant after a specific period (e.g. jewelry, baby products), it may be appropriate to ask consumers if
they would like to receive emails with gift ideas during the holiday season only, or for a time period that is appropriate for
your business.

Ideally, consumers will have seen these choices throughout the subscription lifecycle and listed as options in the
preference center. Waiting until the end of that cycle to present alternate options may leave some feeling irritated.

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577,

Return Path or email rpinfo@returnpath.net. © 2008 Return Path, Inc. www.returnpath.net v111208
‘\.—I Page 4 of 6
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Clinique’s landing page offered subscribers the choice of
unsubscribing from all or only selected campaigns. The page also CL'NIQUE

included other best practices, including a pre-populated email p———
address box and the opportunity to change one’s email address on

We've enjoyed communicating Clinique special offers and in-store events to you, to unsubscribe

the ||St you may do so below. Or if there is a special request or inquiry that we can assist you with, please
email an online Clinique Consultant for further customer care. Clinique would like to keep in touch.
A Benefits Refresher E-mes © e Y@vanoa.com
Just two companies used the landing page to remind subscribers £36%90 Do 30ur eotoction buiow:
Of the beneﬁts the email progra m was providing them . Sea rs' ¢ | would like to ONLY receive in store Cliniqgue Bonus Now and special event email alerts
. . . taking place at a counter nearest me.
unsubscribe landing page provided a full recap of program

(@] | would like to unsubscribe from ALL Clinique.com emails, including, complimentary

benefits. While the Wording could have been a little more positive, shipping offers, new sampling programs, personalized expert beauty tips, early shopping
. . . . . opportunities and more.
this landing page does remind people why they subscribed in the

first place and could lead some people to reconsider opting out.

On second thought, please keep me on your mailing list

©  Please change my e-mail to:

Continuous Learning

Just two of the companies studied took advantage of the opt-out
process to learn how they could improve their email program.
They included a few simple survey questions on the landing page
to help them understand why customers were unsubscribing and how they
could do better.

Return Path Recommendations: While you don’t want to make unsubscribing sears

cumbersome, it is a best practice to survey former subscribers when they opt h it begins®
: o . : where 1t begins

out to know whether they have less interest at this point in their lives or in

this season, whether they never really found the emails they received to be o oy e
relevant or helpful, or whether they simply want less email. A simple three- Youll be missing out on many money-saing oflrs, inchding
guestion survey will help you continue the conversation with your customers < encandien: siibe

and give you the information to strengthen your future email relationships. i ket oot

s new and online-only merchandise
e store and site updates

Subscribed e-mail address: bmalonefry@yahoo.com

Please choose one and click "SUBMIT" to unsubscribe.

About Return Path Strategic Services

® Remove me from Sears p ional e-mail com
Return Path Strategic Services will help you move your email program from © Remove me fiom ALL Sears e-mail communications
ordinary to extraordinary. Our expert strategists will give you inventive,

practical, affordable ideas for optimizing your B2B or B2C program, thus
improving your bottom line. Recommended ideas are tailored to your business
goals and will help you move the needle faster to maximize ROI. We're
dedicated to email performance —it’s all we do. Please call 303-642-4199 to learn more.

Methodology

On August 1, 2008, the Return Path Strategic Services team unsubscribed from 46 of the email lists to which it had
subscribed in connection with the study described in “Creating Great Subscriber Experiences.” The companies involved
were top marketers representing a variety of vertical markets, including retailers, consumer brands, travel companies,
media sites and sports organizations. We recorded the process required to unsubscribe from each list (e.g. was there a
landing page for unsubscribing or was the user sent to the preference center, were address confirmations required), and
the degree of and kinds of choice offered at the point of unsubscribing. We also tracked how quickly companies stopped
sending email.

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577,

Return Path or email rpinfo@returnpath.net. © 2008 Return Path, Inc. www.returnpath.net v111208
Page 5 of 6
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Companies included in the study:

Retailers:
Piperlime

Wal Mart
Staples

Sears

Hallmark
Barnes & Noble
Tiffany

Crate & Barrel
Target

Sephora

Sports Authority

Brands:
Sharpie
Clinique
Betty Crocker
Fisher Price
SonyStyle
Kraft

MAC Cosmetics
Nike

BMW

Levis

Burts Bees

Adidas

Media/Entertainment:
Disney.com

Food Network

New York Times

Martha Stewart Living
Cosmopolitan

Detroit Red Wings

LA Lakers

Southern Living

Bravo TV

Travel:

Travelocity

Hertz

Marriott

Hilton

Enterprise

Expedia

American Airlines
Southwest Airlines
New York City - iloveny.com
Priceline

Hawaii - gohawaii.com
Disney World

Las Vegas - visitlasvegas.com

If you have questions or would like to hear how Return Path can help, please call 1-866-362-4577,

Return Path or email rpinfo@returnpath.net. © 2008 Return Path, Inc. www.returnpath.net v111208
‘\.—I
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LashBack: UnsubSafe SDK

Version 1.0

LashBack’s UnsubSafe service allows ISPs and anti-spam firms to send unsubscribe requests to
LashBack for safe processing. The actual implementation of this service will depend on the
preferences of the organization and its customers. Some common implementations, with their
pros and cons, are outlined below:

1) One-Click UnsubSafe — ‘Always On’
An unsubscribe button is always presented in the Ul. When viewing a specific email
message, a consumer can click this button, initiating the UnsubSafe process.

Pros:
-An ‘always on’ option allows a wider range of reputation data to be compiled.
This benefits future deliverability decisions.

-An ‘always on’ option allows for improved internal filtering decisions, since you
can differentiate ‘Report as Spam’ decisions from unsubscribe decisions.

Cons:
-An ‘always on’ option may create confusion with consumers, since an
unsubscribe request will only be processed when it is safe to do so.

With this option, only the UnsubSafe API is employed.

2) One-Click UnsubSafe — ‘Toggled’
An unsubscribe button is only presented in the Ul when the sender’s UnsubScore is
above a pre-determined value. When viewing a specific email message and the
button is enabled, a consumer can click this button, initiating the UnsubSafe process.

Pros:

-A ‘toggled’ option will limit consumer confusion, since unsubscribes will
generally always be processed as received, since the sender’s reputation is
already established.

Cons:
-A ‘toggled’ option limits the amount of reputation data that can be collected on
an ongoing basis.

-A ‘toggled’ option will inhibit your ability to differentiate ‘Report as Spam’
decisions from unsubscribe decisions.

With this option, both the UnsubSafe and UnsubScore APIs are employed.

3) Seamless UnsubSafe — ‘Always On’
No unsubscribe button is presented to the user. Instead, UnsubSafe is integrated
with existing ‘Report as Spam’ functionality in the Ul. As consumers report spam, a
copy of the message is sent for UnsubSafe processing.

Pros:

-Seamless integration removes the need for consumers to make a distinction
between ‘Report as Spam’ and unsubscribe
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-An ‘always on’ option allows a wider range of reputation data to be compiled.
This benefits future deliverability decisions.

Cons:
-An ‘always on’ approach will create additional volume sent to UnsubSafe, when
some reports may not be able to be processed.

With this option, only the UnsubSafe API is employed.

4) Seamless UnsubSafe — ‘Toggled’
No unsubscribe button is presented to the user. Instead, UnsubSafe is integrated
with existing ‘Report as Spam’ functionality in the Ul. As consumers report spam, a
copy of the message is sent for UnsubSafe processing when the sender’s UnsubScore
is above a pre-determined value.

Pros:
-Seamless integration removes the need for consumers to make a distinction
between ‘Report as Spam’ and unsubscribe

-A ‘toggled’ option will only send a copy to UnsubSafe when an unsubscribe
request can be safely processed, reducing overall message volume.

Cons:
-A ‘toggled’ option limits the amount reputation data that can be collected on an
ongoing basis.

With this option, both the UnsubSafe and UnsubScore APls are employed.

UnsubSafe APIs

The UnsubSafe APIs provide a mechanism to report messages to LashBack for UnsubSafe
processing. There are currently two APIs for reporting messages for processing. The SMTP
method is preferred, but both APIs are offered.

SMTP

This is the preferred method for reporting messages to UnsubSafe for processing.
UnsubSafe clients will be provided an SMTP address to forward messages to. UnsubSafe
processing requests are simply forwards of the full message and headers in RFC 822
format. In addition, the following field tags should be appended to the top of the
message.

[LBUS_VERSION:1.0]
This value indicates the UnsubSafe API version you are using. The current API
version is 1.0. This field value is required.

[LBUS_CLIENT_KEY:XXX]

When you sign up for UnsubSafe, you will be provided a unique client key. This
key must be specified in this field or the UnsubSafe request will be rejected.
This field value is required.

[LBUS_MTA_IP:XXX.XXX.XXX.XX]
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This is the IP address of the MTA that sent the mail. If this address is not
known, the field value should be left blank.

[LBUS_EMAIL_ADDRESS:XXX@XX.XXX]

This is email address of the actual recipient. This value is especially useful when
dealing with newsletters sent to groups. If this value is not known or not
available, the value should be left blank.

[LBUS_SPF_SENDERID_DOMAIN:XXXX.XX]

If you have performed SPF/SenderID checks on the message and have
confirmed the authenticated domain, this domain value should be listed here.
Otherwise, the value should be left blank.

[LBUS_DK_ DOMAIN:XXX.XX]

If you have performed a DomainKeys check on the message and have confirmed
the authenticated domain, this domain value should be listed here. Otherwise,
the value should be left blank.

An example UnsubSafe request is listed below:

[LBUS_VERSION:1.0]

[LBUS_CLIENT_KEY:samplekey3332$]

[LBUS_MTA IP:72.11.144.121]

[LBUS_EMAIL_ADDRESS:testemail@lashback.com]

[LBUS_SPF_SENDERID_DOMAIN:]

[LBUS_DK_DOMAIN:]

Return-Path: <Davenport@alch.golfshore.com>

Received: from 121.golfshore.com ([72.11.144.121]) by nsl.plexis.net
(Post.Office MTA v3.5.3 release 223 ID# 0-70569U1000L2S100V35)
with ESMTP id net for <testemail@lashback.com=>;
Sat, 12 Mar 2005 02:40:51 -0500

From: Home Makeover<Davenport@alch.golfshore.com>

To: testemail@lashback.com

Subject: Win a Dream Home Makeover

Date: 12 Mar 2005 02:31:41 -0500

Message-ld: <2265281@lha_enY-ydkkydkkxehh>

Click to win a $50,000 Kitchen & Bath Make-Over!

--or take the cash

http://alch.golfshore.com/ATGV1111_4/123/soh_luF/fkrrfkrreloo/u.htm

You'll also get:

-Free Samples

-Grocery Coupons

-Store Coupons

Click here:

http://alch.golfshore.com/ATGV1111 4/123/soh_luF/fkrrfkrreloo/u.htm

Web Service
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As an alternative to SMTP, messages can be submitted for UnsubSafe processing via a
web service. A definition of this web service can be found at:
http://www.lashback.com/us/v1.0/unsubsafe.asmx?o0p=SendToUnsubSafe

The SendToUnsubSafe operation will send a message to UnsubSafe for processing. The
parameters of this operation are described below:

strLBMUS_MTA_IP
This is the IP address of the MTA that sent the mail. If this address is not
known, the field value should be left blank.

strLBMUS_EMAIL_ADDRESS:

This is email address of the actual recipient. This value is especially useful when
dealing with newsletters sent to groups. If this value is not known or not
available, the value should be left blank.

strLBMUS_SPF_SENDERID_DOMAIN

If you have performed SPF/SenderID checks on the message and have
confirmed the authenticated domain, this domain value should be listed here.
Otherwise, the value should be left blank.

strLBMUS_DK _DOMAIN

If you have performed a DomainKeys check on the message and have confirmed
the authenticated domain, this domain value should be listed here. Otherwise,
the value should be left blank.

strLBMUS_CLIENT_KEY

When you sign up for UnsubSafe, you will be provided a unique client key. This
key must be specified in this field or the UnsubSafe request will be rejected.
This field value is required.

strLBMUS_REPORT
Full email message and headers in RFC 822 format.

Return Codes

The web service returns an integer value. The returns codes are as follows:
0 = Failed Submission
1 = Successful Submission

The FetchReputationSeedList function returns a comma delimited string of randomly
generated email seeds. The seeds are designed to be inserted into mailing lists of
senders that wish to build a reputation with LashBack. When created, each seed is
assigned a random date. After each date is expired, LashBack will attempt to
unsubscribe those seeds and test their results. A definition of this function may be found
at: http://www.lashback.com/us/v1.0/unsubsafe.asmx?op=FetchReputationSeedList.

The parameters of this operation are described below:

strClientKey

This is a required string that is currently used for information gathering purposes
only. In the future it will be used as a license key to allow or deny access to this
service in order to limit its usage to registered users.
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Return Codes
The web service returns a comma-delimited list of email addresses when successful.
If the process fails, it will return an empty string.

UnsubScore API

In implementations where an Unsubscribe option is toggled based on the unsubscribe reputation
of the sender, the UnsubScore API allows you to look up the reputation of the sender to make
this determination.

Web Service

A web service is provided to UnsubSafe clients to lookup the unsubscribe reputation of a
sender. A definition of this web service can be found at:
http://www.lashback.com/us/v1.0/unsubsafe.asmx?op=CheckUnsubScoreByIP

The CheckUnsubScoreByIP operation will indicate whether a given sender should be
trusted with an unsubscribe request, based on the input parameters. The parameters of
this operation are listed below:

strLBMUS_MTA_IP:
This is the IP address of the MTA that you wish to check

dbILBMUS_SCORE_THRESHOLD

This is the minimum value an UnsubScore must be for you to trust the sender.
This field is a double and accepts values of between 0.00 and 100.00. An
UnsubScore of 0 means that a particular sender cannot be trusted with an
unsubscribe request, while an UnsubScore of 100 means that the sender’s track
record it to always accept and honor unsubscribe requests.

strLBMUS_CLIENT_KEY

When you sign up for UnsubSafe, you will be provided a unique client key. This
key must be specified in this field or the UnsubSafe request will be rejected.
This field value is required.

Return Codes
The web service returns an integer value. The returns codes are as follows:
0 = Failed submission
1 = Sender is safe based on UnsubScore threshold
2 = Sender is not safe based on UnsubScore threshold
3 = Insufficient data on sender to make determination

Sample Implementation

Overview

An ISP currently provides its customers with web-based email access. The ISP already
employs spam filtering on its customer’s incoming email and most items known to be
spam are automatically moved to this folder as they come in. In addition, the ISP offers
consumers the ability to click a ‘Report Spam’ button on a message they are viewing if
they believe the message is spam. The ISP uses the spam reports made by customers to
help make better decisions about what spam is in the future.
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The ISP has decided to implement UnsubSafe into its web-based mail interface. The ISP
feels that there is perceived value by its customer to have a separate button for
‘Unsubscribe’ versus ‘Report as Spam’ so the ISP has opted to add an ‘Unsubscribe’
button to their Ul. In addition, the ISP feels that being able to differentiate ‘Report as
Spam’ decisions from ‘Unsubscribe’ decisions should make its future filtering efforts more
reliable.

However, the ISP feels that the best implementation of the ‘Unsubscribe’ button in its Ul
is to toggle the button. The ISP only wants the button to display this button when the
customer is viewing a message from a sender that has a good unsubscribe reputation.

Implementation Details
In this implementation scenario, the ISP must integrate both the UnsubSafe and
UnsubScore APIs.

Toggling the Unsubscribe Button

First, the ISP must add an Unsubscribe button to their web Ul. To do this, the ISP’s
development team altered the code of the web page that loads when a customer is
viewing an email message. As a specific email message is viewed by a customer, the
code of the web page makes a web service call to the UnsubScore API. Specifically, the
CheckUnsubScoreByIP operation is called by the web page, passing in the IP address of
the email message sender, as well as the required UnsubScore a sender must have in
order for an unsubscribe request to be considered safe. The call to this operation will
return a value to indicate whether an Unsubscribe request can safely be processed for
this sender. If the value returned indicates a user can safely unsubscribe (a return code
of 1), then the code behind the page automatically enables the Unsubscribe button.
When the page loads, the customer will then see the available Unsubscribe button.

Handling Unsubscribe Requests

In this implementation, the ISP has decided to send UnsubSafe requests using the
specified SMTP API. As customers press the Unsubscribe button, a corresponding web
page takes a copy of the email message and formats it in the format specified in this
document. Once the request is sent for UnsubSafe processing, a web page is displayed
to the customer indicating their unsubscribe request has been sent.
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