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Campaign of the Year 2015

The most successful
strategies of the year

Each month at Adestra, we celebrate and share the
fantastic results of using email marketing in creative,
targeted, and noteworthy ways. So you can be
inspired by companies that use email marketing to
its true potential.
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From the thousands of email campaigns sent each month by our
clients, some of them truly stand out in terms of the results they
achieve. The competition is fierce, but we select one each month to
share the strategy and solution with you.

Following on from the great success of last year’s competition, we
submitted our Campaign of the Month winners to a public vote to
see which one should be the ultimate winner. These campaigns have

used different aspects of automation, transactional data, advanced
segmentation, customer journeys, dynamic content and much more.

Congratulations to
all Campaign of the
Month winners!
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SOULMATE
FOOD

Making customers feel valued with an effective
survey email

Food For Thought...

Soulmatefood pride themselves on offering a tailored nutrition
service to their customers. When it came to making changes to
their offering, they had to make sure these were inspired by and
right for their customers. To do that, they devised a simple and
short survey to ask customers about their lifestyle and goals.

The intrigue generated by their subject line granted them an
open rate that was 20% higher than their average. Persuaded
by the appealing incentive and clear design, 80% of total clicks
in the email were attracted by the survey link. This campaign is
a great example of how to engage subscribers and make their
opinion feel valued.
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Food For Thought -
WIN a 6 Week Food Plan worth over £1000!*

HUGE changes are just around the corner!
We are revolutionising your Soulmatefood experience...
but we need a little help!
For your chance to win a 6 week plan, simply complete
our really short tick-box survey - it won't take long!

Take Short Survey >

NEW
DASHBOARD

An improved user experience -
menu & dish info, preferences,
orders, deliveries, feedback
& more at your fingertips!
Track your progress, share
your experiences

/

NEW KITCHENS
&SYSTEM Results:

' 20% higher open rate

80% of total clicks
to survey link

n partné
Virgin Active, o8
innovative new
‘Diet Code’ focuses
food around your
fitness goals

WE'VE GOTIT
COVERED

Chilled deliveries across
the whole country
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Radiolimes
FESTIVAL

TELEVISION | RADIO | BOOKS

Segmentation and clear messaging delivered
60% open-rate

New sessions added to Sunday at the Radio Times Festival!

As the event was about three months away at the time the campaign
was sent, Brand Events wanted to maintain the excitement of people
who had already booked tickets to the Radio Times Festival.

The agency approached Adestra’s Digital Design team for a fresh
email template that would convey their message quickly and clearly,
regardless of the device. Using the robust template, Brand Events
amended the content in-house to create separate campaigns for each
day of the event. They then matched each campaign with the people
who had tickets for that day.

The specific subject line captured the attention of the receivers
straight away which can be seen in the fabulous 60% open rate. 57%
of the people were interested in the session at the bottom and 19% in
booking more tickets, showing the potential for additional revenue.
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24 - 27 SEPTEMBER 2015 - THE GREEN AT HAMPTON COURY

gline version | Visit website

FESTIVAL 2015

TELEVISION | RADIO | BODRS

THANK YOU FOR BUYING TICKETS

We have recently added a number of additional sessions o
Sunday's programme - now's your chance to add other
sessions to your great day outl Book vour tickets here.

About the festival What's on Family
Tony Parsons Neil Baldwin: Simply The Man Booker Prize

Marvellous

Results:
Open: 60%
Click: 36% of opened

- 9 1 Sk f
Sunday 27: 14:30-15:30 Sunday 27: 13:00-14:00

Journalist and bestselling ~ Bafta-winning Marvellous wa
author Tony Parsons discusses  the feel-good film/drama of
his latest crime novel, The 2014, telling the charming tale
Slaughter Man._.. of Neil “Nello” Baldwin...

Continue reading... Continue reading...

The Bolds
Sunday 27: 11:30-12:30

Comedian, entertainer
and writer Julian Clary
and award-winning
ilustrator David Roberts
introduce you to their
fabulous new children’s
book, The Bolds, with
wildly hilarious readings
in Julian's unique...

Continue reading...
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NSPCC @

Gruelty to children must stop. FULL STOP.

NSPCC demonstrate how the charity sector could
benefit from abandoned cart technology

Please do try again

Abandoned cart technology is typically considered a tool for retail
brands, but NSPCC demonstrate that it can be very helpful to
charities as well. Using it, they remind their donors that every one
of them can make a difference.

To achieve this, the campaign uses simple design, focuses on
visual impact to instil an emotional reaction, uses first name
personalization and a button and tagline that visually stand out.
The copy of the email is short and to the point, using powerful
emotional phrases like ‘support is vital, ‘every penny can make a
difference’and‘end cruelty to children’

This strategy achieved a fantastic 48% open-rate, which is over

four times higher than other emails they send, and considerably
higher than their industry’s average.
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Anne,
Thank you for visiting
our website today.

‘We're sorry you weren't able to complete your donation. Your support is vital, so please do try

again. Every penny can make a big difference to the lives of vulnerable children across the UK.

Deonate online now »

Or please call our Supporter Care team on 020 7825 2505 and they'll be happy to help.
Thank you for your support. Together we can end cruelty to children in the UK.

Jessica Bayliss
NSPCC

EVERY CHILDHOOD IS WORTH FIGHTING FOR

o Foligy

o Join on Facebook @ Watch on YouTube

} Results:

Open: 48%

2015




Blue Cross creates personalized donor journeys with
email automation

Welcome to Blue Cross

Based on their most popular television ad featuring a dog called
Baxter, Blue Cross decided to apply the same strong imagery and copy
to their welcome emails.

By analysing their Email Client Report in MessageFocus, Blue Cross
knew that 62% of their audience opens their emails on a mobile
device. A mobile responsive template and pre-header text were must-
haves. They created a welcome email for first-time donors and focused
on making them feel important by personalizing their experience
with:

« donor’s first name in the pre-header

- conditional content to insert the value of the donation in the email

The welcome email is followed by a waiting period of 20 days, after
which an engagement email is sent informing receivers how their
donation helps. With high open rates and further donations gathered
during the program, the results speak for themselves.
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my story”

A

Welcome to Blue Cross...
Thank you for donating £20

“Without you, | don't know where I'd be. On the streets still |
reckon, if | had to hazard a guess. Blue Cross took me in
when | was on a bit of a sticky wicket, looked after me, and
found me a fantastic family. Now | know | will survive. They
couldn't have done that without your support. Thank you™

This is how your donation
makes a difference...

“Thousands of cats, small pets, horses and
dogs like me turn te Blue Cross to make us
better and te find us brilliant new homes.
Between us we've been abandoned,
urtwanted, ill and injured, neglected and
mistreated, but that's all behind us now
pecple like you are helping.”

Share the story Results:
fy @ X Open: 63%
Eaiie in initial campaign

Shittan Road, Burford, Oxfardshire, OX15 4PF
Tel 0300 790 2003 | Fax: 0300 777 1801 | email: info@bluecross org.uk

.
T _ Open: 54% in
Blue Cross is a charity registered in England and Wasles {224302) and in Scotland

[SCO40154)

S e T welcome program
You can update your preferences at any time or, to stop receiving these emails

altogether, unsubscrbe now
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Q OXFAM

Oxfam got a fundraising head start
with an automated welcome email

Welcome to Oxfam'’s team!
The Oxfam running events are just one of the ways in which the charity
fundraises every year. The funds come from:

- an entry fee to secure a place in the race
« an individual fundraising pledge gathered as sponsorship

As these volunteers are most excited about their contribution when
they sign up, it’s crucial to take advantage of that momentum. To do
this, Oxfam knew that a simple welcome email wouldn'’t cut it. They
used personalization to automatically insert the volunteer’s first name,
event name and fundraising pledge amount.

Providing recipients with useful next steps ensured their enthusiasm is

turned into action. The Links Report showed that the majority of those
clicks were generated by the training and fundraising calls-to-action.
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Run for Oxfam Training

%
& 0, JAN

~ N>, 0
Fundraising Ie// 2 01 5

YOU'RE RUNNING FOR OXFA..
ELCOME TO THE TEAM.

Dear Anca,

Thank you for signing up to run the Nerth London Marathon — we're absolutely delighted to have you on
the team and we'll work hard to make sure you have an unbeatable experience.

It you've paid your entry fee your place on the team is now secured and we'l pop your running pack in

the post to you shortly.

Ifyou haven'tyet paid your entry fee please c.
payment for you over the phone

Start training!

We work with top personal trainer Graeme Hi
to make sure our runners receive first class tr:

all us on 0300 200 1244 and we'll be able to take your

Start fundraising!

Iditch There's no time like the present, so kick off your
aining fundraising today and you'll have hit your
advice and arrive at the start line feeling confident  £200 target before you know it

and well prepared

Embrace the fundraising aspect of the challenge —

Graeme is well qualified in Fitness Training & its fun, its massively rewarding, and it will make a
Sports Therapy, Nutrition & Biomechanies and runs big difference to the lives of some of the poarest
his own Personal Training business. He is an people around the world.

excellent authority when it comes to helping

people getthe most out of their running training,  Cur number one piece of advice is to setup an

having helped beginners, celebrities and
seasoned runners alike.

online fundraising page. Do it today — its the
easiestway for you to receive sponsorship. You'll
find more tips in our Fundraising Centre.

Head over to our training hub now where you can
find loads of great resources and guidance and G to our Fundraising Centre

download a training plan to suit you

Training Hub

We'll be in touch again soon, butin the meantime, join the We're Running o

and gettalking to other Oxfam runners. It's thy

fundraising ideas and support one anather. We're always on there tg

that come up as quickly as we can.
With best wishes,

Erika, Danny and Sarah
Oxfam Running Team
Oxfam GB
events@oxtam.org.uk
0300 200 1244

Oxfam What we do

e best place to share your

Results:
Open: 76%
Click: 44% of opened

Get involved

JoiInoxFAM ONLINE By ] (v| &4 @ 5%

Visit us at www.oxfam.org.uk/running
Email us at events@oxfam.org.uk

Add us to your address book

Privacy Policy | Unsubscribe

\/ e O0XFAM

202018) and Scotland (SC039042) and & company fimited by
se, John Smith Cowley, Oxford OX4 20
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& It’s only a month away!

ernjoy To help you with
F Christmas shopping,
enjoy Free Delivery until
DELIVERY Monday on all orders!

use code

EWI15RF

CEeLTIC & CO.

Black Friday weekend email brings Celtic & Co.
$38Kin conversions

FREE DELIVERY on all orders | SHOP NOW

This email is driven by a‘free delivery’ offer for the weekend, in line
with the general consumer expectations around Black Friday and Cyber
Monday. It uses winter imagery and subtle Christmas decorations to
show Celtic & Co. products in context, without pushing for a sale.

CHRISTMAS WOMEN FOOTWEAR MEN

Simple and to the point, this campaign succeeds in its objective of

attracting subscribers’ attention and putting them in a wintery, cosy, | 1 1 Results:
Christmassy mood. The proof of that comes from the fact that 41% of - 4 41% of clicks to
total clicks came from the ‘free delivery’ code image above the fold and \ - free delivery

the Conversion Tracking feature in MessageFocus reported a total of $38K conversion

$38K conversion value. ‘ h¥ - : value

Toscana Boots Toscana Earmuffs
£200 £69
SHOP NOW SHOP NOW

©Our most glamorous sheepskin boots Over a woollen beanie or on their

. are deeply cuffed in luxurious own, these irresistibly soft Toscana
Toscana — characterised by its long, earmuffs offer an exira layer of
super-soft wool. This handmade calf- warmth and style for blustery Winter
length style is finished with double- walks. The perfect touch of indulgence
stitched seams, and a brass, branded 10 any outit
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goodfood

Bakess:cakes
SHOW

A pre-event email campaign helps River Street Events
gather intelligence and drive ticket sales

Let us know your thoughts ...

River Street Events wanted to gather intelligence from previous
attendees of the BBC Good Food Show Cakes & Bakes. In particular, they
wanted to find out why some people hadn’t purchased tickets, and use
that to influence their follow-up strategy.

The email focused on two main calls-to-action:‘Complete the survey’
and ‘Book tickets’ The design was simple, making the copy the star,
with words like ‘exclusive offer;,‘understand your thoughts’and ‘4 quick
questions’ to make the receiver feel valued.

The Heatmap Report in MessageFocus showed that the survey link had
the most conversions, attracting 66% of total clicks. This is remarkable

as survey response rates are usually quite low.

Also, 30.5% of the total contacts who clicked-through chose to
‘Book Tickets.
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NOVEMBER

LONDON
OLYMPIA

"BOOK NOW

Forward to a friend Ask a question 0844 581 0777

What more can we do for you?
Dear Food lover,

We see that you have not yet booked your ticket to the BBC Good Food Bakes & Cakes Show,
with your exclusive offer.

To understand a littie more about your thoughts on the show and why you might not be coming
this year, we would really appreciate your feedback by completing 4 quick guestions in our
survey.

If you have already booked your tickets for this year, please disregard this email.

Your feedback will be greatly received and helps us plan better shows for you to enjoy in the
future.

Click here to complete our survey.

Thank you in advance for your help.

BBC Good Food Bakes & Cakes Show Team

Boodiodd
L CENE Sl Join the conversation
P rmm

Open: 25%

2015

30.5% of total clicks

to book tickets




THE

ambia

EXPERIENCE

Advanced data intelligence helps drive an uplift
of 120% in revenue

Experience The Gambia in Style | Luxurious Hotels & Upgraded Flights Luzuny nten milhiGy

The Gambia, where the beaches are sandy and uncrowded, temperatures hover around 30 degrees,

The secret to this campaign’s success is the very clever use of data. In order to the ol e Engish spasking ad fndly and o diferanca means o et
. . . . . . . Experience all of this in one of our Luxury Collection hotels. Here is a selection of handpicked
find the ideal audience, Serenity Holidays performed an in-depth analysis of their ki ol aly s you o el Prces oy e Premom s gt

customers’ previous behavior. Segmentation was based on different criteria:
1. recency of purchase, frequency and value

2. what they had previously purchased

3. whether they had engaged with similar content in previous emails

This strategy proved useful in making the email relevant, as a fantastic 32% of P Results:
those who opened also clicked on the offers. Adestra’s Heatmap Report showed ——— % Open: 42%
that the top converting link was the call-to-action:‘See our luxury offers here, — 88% upliftin sales

which successfully drove the subscribers to their website, where they could be L - conversion
tempted with more offers.

View N

‘White Horse Residence

LUXURY UNIQUE From £1140y
Standard Lodge non alc - Half Board SAVE UP TO £269pp

In fact, compared to a previous campaign sent to all The Gambia Experience A radtors! A oo bl 13 Ngh St 0 TSNS | oy, 15,0 s 100
subscribers, this one saw an 88% improvement in the sales conversion ratio., e
resulting in an uplift of 120% in revenue.

Includes
Premium Class Flights

This campaign gives a stellar example of the level of
data intelligence all marketers should aspire to, in

a adestra order to maximize their results.




You can still claim your free samp
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’ Hi Abigail
® Thank you for registering with us recently. We have noticed you have not yet claimed your free
sample.
N7 Y To do this, click on the link below to visit our website, enter your Delivery Details and desired
DrIVI ng CUStomerS tO Sample Stu r's flavour and we will send you your free sample.
products with email automation Glick here to caim your Free Sample.
, With Love,
D9n t I"orget your free sample! . Neel & the Stur team
toinfinity set up an automated campaign targeting neel@sturdrinks.eu

new Stur email subscribers who hadn’t redeemed
their free sample within three days. With a clear goal,

the Campaign iS Simple and to the pOintr USing a w;::'lrkdsnlgtfs:nﬁ—s Euroway, Blagrove, Swindon, UK, SN5 8YW Unsubscribe || Terms & Conditions
distraction-free design, short copy and a single call-
to-action.

The timeliness of the offer meant the email was Results:
relevant at a time when new subscribers are most Open: 72%
interested in hearing from the brand. That’s probably Click: 93% of opened

why the campaign achieved fantastic results: a 72%
open-rate and 93% click-to-open rate. What’s more,
99% of those clicks were directed towards redeeming
the offer.

26 adestra




myfavourite
magazines

63
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i, 7 ‘.
‘_“ ® %
Future D & 7.
3 Brian N
CHOOSE YOUR
FAVOURITE...
Innovative, personalized, automated - how ]
one campaign ticks all the boxes 4
[First name], quick poll: what will you be watching tonight? _
When Future Publishing wanted to promote the new MyFavouriteMagazines film DM
and TV guides, they ditched the batch and blast approach in favour of one to one ?ggyfyﬂﬁ

communication. i
GAME of [HR@NES (ﬁ%ﬁ[ﬁﬁﬁﬁ'
'
They sent an initial campaign asking their audience to choose one of four options _ o
. . . . . . . , There are some great films and TV shows out there, but we can't decide which is best! We've
with just one click. The email also contained a personalized Director’s clapper rounded up some of our avourits- help us choose the utimate winner by Zlol

board with the first name of the recipient. e e Results:

= o Initial campaign: 20%
This initial campaign was the trigger for a bigger automation program. The el _ open rate
program looks at which option the recipient clicked on to filter them through to : g Triggered follow-up: 71%
the associated email campaign promoting that particular guide. average open rate

With an innovative approach, the help of automation
and a truly one-to-one communication focus,

MyFavouriteMagazines achieved a great click-to-open . m ° m . 25 E
rate of 30% across the program, with the individual guide e T
emails getting a remarkable 71% average open rate! ’ ml Y ° ° ) "

s adestra




Harrod

HORTICULTURAL

Transactional data helps Harrod Horticultural
achieve a 47% click-to-sale rate

It’s time to buy Nemaslug

As a retailer of gardening equipment and supplies, seasonal trends are
key to Harrod Horticultural’s business. By importing their transactional
data into MessageFocus, they were able to segment customers based
on previous purchases, and target them with replenishment offers.

Thanks to the slug nematodes replenishment email, Harrod Horticultural
have seen a fantastic 50% increase in sales (year on year) of the product
Nemaslug. In April, this email received an outstanding click-to-sale rate
of 47%, and has become their best performing conversion campaign
based on purchase history.

As this email triggers automatically every day with no manual

intervention, it brings additional revenue without putting more strain
on their marketing resources.
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®
Harrod
T EHEQM

ALL RAISED BEDS
CATEGORES & PLANTERS RRUTGCAGES

2015

"\
To tackle
those
pesky Slugs

Believe it or not, it is that time of year again. We know you ordered Nemaslug this time
last year, and as it is such a useful product we wanted to make sure you didn’t forget to
order it again so that you can enjoy the invaluable benefits it brings to the garden.

Re-ordering this popular product is easy, just click here or on the banner above, and it
will take you straight to our Nemaslug and all you then need to do is add it to your
basket and checkout. We look forward to seeing you at www.harrodhorticultural.com
again very soon.

000696

PAYMENT
Safe and secure

Results:
Open: 45%
50% increase in

Pinbush Road, Lowestoft, Suffolk, England, NR33 7NL. B
75.

Harrod Horticultural, 1-3
registered no. 104 8573

If you do not wish to receive further emails from us, plei

sales year on year




Campaign
A oftheyear!

UK®

CONSTRUCTION
WEEK | 2016

Media 10 build an ever-improving newsletter
by placing email testing at its core

World’s longest tunnel on the horizon for Highways England |
Construction Buzz #42

This campaign is one of the weekly newsletters which Media 10 have launched
for UK Construction Week, the biggest construction trade event in the UK.

The Media 10 marketing team knew that only by analyzing the behavior of their
subscribers would they understand what is of real interest to them, so they
placed testing and improvement at the heart of the email strategy. By using
Adestra’s extensive reporting capabilities they:

« analyzed the optimum send time

+ segmented the campaign for engaged and un-engaged contacts to tailor content
- tested if placement of content affects engagement

- tested a new section in their newsletter

The result of this strategy is that they have increased open-rates, learnt more
about their audience and doubled their click-through rate.
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_ CONSTRUCTION BUz2 #he 76
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WEEKLY UKCW NEWS 11 December =

3UILD S - PLANT
meeR| (P SMART. HVAC ENZROY MecHNe

World's longest tunnel on the
horizon for Highways England
A tunnel under the Pennines to link Sheffield and

| Manchester is being considered by Highways
England for its potential economic benefits.

UK construction prices rise as
result of skills shortage
Labour shortages are causing contractors to put up

prices and turn down work from risky clients says
new poll.

¥ "improved way of living"

Rising sea levels and a shortage of development
sites are leading to  surge of interest in floating
buildings.

Watch the official UKCW video

See show highlights showcasing the most
memorable parts of UK Construction Week. Save

the date for next year. 18-20 Oct 2016.

Watch here »

Results:

Open: 28%
Doubled click-through
by optimizing it

EXHIBIT NOW
UK CONSTRUCTION V

'Age of housebuilding’ will demand
1 million more workers

By 2020 the UK will need 2 total of 1.98 million
house building workers to build the projected
200,000 homes por year. 1 MILLION
EXTRA WORKERS NEEDED BY 2020
Read More »

London Mayor Boris Johnson
approves 62-storey skyscraper
Boris Johnson has waved through plans to build the

295m building on the site of the abandoned
Pinnacle project at 22 Bishopsgate in London

.

Renewable energy tops
infrastructure wish list survey

2015
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