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ANATOMY OF AN EMAIL 

 



 

Anatomy Of An Email—Topics of Discussion 

•! Friendly from and subject lines persuade user to open the email 

•! Alt-tags and preview pane message/image(s) encourage user to download images, which equals 
the “open rate” 

•! Calls-to-action encourage users to click-through 

•! Landing Pages induce conversion 



Anatomy of an Email—Friendly From and Subject Line 

•! Subject lines persuade consumers to open emails, while the “friendly from” puts the  

   user at ease opening the email 

•! Industry research has found that 44% of users add email senders to  their address  

   books and safe-sender lists 

 



Anatomy of an Email—Alt-Tags 

•! Industry research estimates that 49% of all emails sent will have images or  

   links blocked 

•! Alt-tags briefly convey the message  

   an image contains 

•! Consumers with dial-up connections 

   and those with disabled images are  

   still able to receive necessary 

    information 

•! Not having alt-tags can raise the  

  “spam score” of an email and cause  

   it to be routed to the junk folder 

 



Anatomy of an Email—Preview Pane 

•! The 3.5 inch space “above the fold” in a consumer’s in-box helps determine whether   

   or not they will scroll further down 

 



Anatomy of an Email—Calls To Action, Images and Text 

•! Calls-to-action, images and text in an email all encourage the consumer to click- 

  through the email 

•! Industry experts state that 90% of users will use email to engage in and determine the  

  value of a relationship with a company 

 



Anatomy of an Email—Landing Page 

•! Emails direct the consumer to a splash, landing or home page 

•! If they are engaging, landing pages contribute to conversion opportunity 

 

Dollar General.com Homepage Example Dollar General.com Landing Page Example 



EMAIL BEST PRACTICES 

 



Best Practices—Subject Lines 

•! Subject lines containing 50 or less characters have performed better in open  

 rates as well as conversion 

•! Subject lines should be informative, as well as, promotional 

•! Subject lines should be short and simple and describe what is in the email 

•! Personalization, exclamation points and “all caps” in a subject line are spam indicators 

 



Best Practices—Alt-Tags 

•! Emails can’t rely solely on images for great offers 

•! Users with disabled images should be able to receive information 

•! Alt-tags are necessary to avoid emails from being blocked or filtered 

•! An alt-tag must effectively convey the information an image contains, and  

  provide an indication of what lies behind a link 

 



Best Practices—Landing Pages 

•! Industry experts found that 50% of visitors to a landing page will exit in the 
first 8 seconds 

•! Successful landing pages should grasp attention quickly by matching the 
promotional copy in the email’s call-to-action that yielded the click in the first 
place 

•! Landing pages should have the same look and feel that originally captured the 
user’s attention in the email 

•! Since consumers may end up at a landing page through a variety of routes, 
landing pages should prompt the visitor to opt-in to receive emails 

 



COMPETITOR 

EMAIL EXAMPLES 

 



Email Examples—Dollar Tree 

 

Frequency:       1 per week 
Content:         Product Focused, Price 

        Centric, Product Breadth 
        Is Seasonally Focused 

Messaging:        Find A Store 



Email Examples—Dollar Tree 

 

Frequency:       1 per week 
Content:         Product Focused, Price 

        Centric, Product Breadth 
        Is Seasonally Focused 

Messaging:        Find A Store 



 

Email Examples—WalMart 

Frequency:  Weekly email program 
Content:  Promotional, Seasonal,  

 Events, Campaigns 
Call-To-Action:  Shop Now, View Weekly 
                        Ad, Visit A Store 



Email Examples—Big Lots 

Branded Email Program  
with exclusive online offers and sneak peeks 

 



Email Examples—Big Lots 

Frequency:        2—4 emails per month 
Content:         Promotional, Seasonal,  
                        Introductions    
                        (Brands and products) 
Call-to-action:  Visit a Store,  
                        View weekly ad 

 



Email Examples—Big Lots 

Big Lots frequently features a 
“Treasure Alert” program, which 
indicates email finds in-store 

 



 

Email Examples—Big Lots 

Big Lots frequently emails incentive coupons to their consumer base in order to 
drive in-store traffic and generate additional consumer purchases 



DOLLAR GENERAL EMAIL PROGRAM  

OBJECTIVES AND GOALS 

 



Dollar General Email—Establish Key Learnings 

• Email Frequency (once sent, how quickly customer opens email) 

• Compare customer interest (open/opt-out) and relevance (click-through) based on  
   the list acquisition sources 

• Does coupon code drive store visits  

• Benchmark the metrics to current industry averages 

• Use email analytics to identify goals for full email program 

 



Dollar General Email—Program Logistics 

•! Launch weekly email program announcing special sales, events, product introductions 

• Drive store traffic through exclusive online coupon codes 

• Build email database through email program incentives 

• Develop email testing plan to include:  

    - Frequency testing 

    - Geographical/demographic targeting 

    - Promotional campaigns/sweepstakes 

    - Co-registration programs 

    - A/B Testing 

 



Dollar General Email—Examples of Special Email Campaigns  

•! Exclusive FREE Gift for email member when they visit the store 

•! Online scratch-off and win percentage off game 

•! Coupon redemptions programs 

•! Viral marketing programs (invite your friend to store; get money off for both) 

•! Brand cohort programs for brand shoppers 

•! In-store events  

 



Open Rates Averages 
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Over 2,000 Retail Locations 
Average Monthly = 12.6% 

16%
16.50%

16.50%

14%

15%

15%
13%

0%

2%

4%

6%

8%

10%

12%

14%

16%

18%

O
ct
ob
er

N
ov
em
be
r

D
ec
em
be
r

Ja
nu
ar
y

Fe
br
ua
ry

M
ar
ch

A
pr
il

Small Retailer (Non-Ecommerce) 
Under 50 Retail Locations 
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•! Industry averages range from 10—20% 



Dollar General Email Analysis 

 



07.27.07 Rebate Book Email 

 

Mailing Delivery Analysis 
Sent  46,478 
Delivered  44,229 (95.2%) 
Hard Bounce  2,045 (4.4%) 
Soft Bounce  196 (.4%) 

Mailing Response Analysis 
Total Opened  17,979 
Unique Opened  13,154 (29.7%) 
Total Clicked  6,168 
Unique Clicked  3,895 (8.8%) 
Unsubscribed  480 (1.1%) 

Tracked Link Activity  Total  Unique 
Rebate Book—Red Button  2,291  1,995 
Rebate Form—Red Button  1,092  943 
Web Version   641  502 
Rebate Book—Book Image  587  430 
DG Logo   271  209 
Find A Store   151  142 
Privacy Policy   1  1 
TOTAL COUNTS   5,654  4,222 

Subject Line: Save up to $115 with rebates for home & school 

•! Average sweepstakes list see a 25% drop-out of the list;  
   Dollar General received a very strong open rate for customers  

   who primarily signed up through a sweepstakes  



08.03.07 Tax Free Weekend Email 

 

Mailing Delivery Analysis 
Sent  13,498 
Delivered  13,208 (97.9%) 
Hard Bounce  285  (2.1%) 
Soft Bounce  3 (0%) 

Mailing Response Analysis 
Total Opened  3,314 
Unique Opened  2,859 (21.6%) 
Total Clicked  867 
Unique Clicked  666 (5.0%) 
Unsubscribed  520 (.4%) 

Tracked Link Activity  Total  Unique 
Event Dates   368  333 
Find A Store (Bottom)  175  162 
Web Version   111  90 
Event Dates Text   64  56 
DG Logo   52  43 
Event Dates—Image  37  36 
Find A Store (Header)  6  6 
TOTAL COUNTS   813  726 

Subject Line: Shop Tax Free This Weekend 



08.03.07 Email A 

 

Mailing Delivery Analysis 
Sent  24,376 
Delivered  24,047 (98.7%) 
Hard Bounce  320 (1.3%) 
Soft Bounce  4 (0%) 

Mailing Response Analysis 
Total Opened  9455 
Unique Opened  6,976 (29%) 
Total Clicked  3,661 
Unique Clicked  2512 (10.4%) 
Unsubscribed  101 (.4%) 

Tracked Link Activity  Total  Unique 
Get Coupon   1199  899 

Find A Store (Bottom)  107  94 

Web Version   112  93 

Get Coupon Text   51  42 
DG Logo   47  36 

Get Coupon Image   38  29 

Find A Store (Header)  24  23 
TOTAL COUNTS   3,556  2,799 

Subject Line: Save With Dollar General Coupons 



08.03.07 Coupon A 

 



08.03.07 Email B 

 

Mailing Delivery Analysis 
Sent  24,376 
Delivered  24,047 (98.7%) 
Hard Bounce  320 (1.3%) 
Soft Bounce  4 (0%) 

Mailing Response Analysis 
Total Opened  9455 
Unique Opened  6,976 (29%) 
Total Clicked  3,661 
Unique Clicked  2512 (10.4%) 
Unsubscribed  101 (.4%) 

Tracked Link Activity  Total  Unique 
Get Coupon   768  577 

Find A Store (Bottom)  78  74 

Web Version   102  86 

Get Coupon Text   48  39 
DG Logo   43  33 

Get Coupon Image   36  29 

Find A Store (Header)  22  21 
TOTAL COUNTS   3,556  2,799 

Subject Line: Save With Dollar General Coupons 



08.03.07 Coupon B 

 



08.03.07 Email C 

 

Mailing Delivery Analysis 
Sent  24,376 
Delivered  24,047 (98.7%) 
Hard Bounce  320 (1.3%) 
Soft Bounce  4 (0%) 

Mailing Response Analysis 
Total Opened  9455 
Unique Opened  6,976 (29%) 
Total Clicked  3,661 
Unique Clicked  2512 (10.4%) 
Unsubscribed  101 (.4%) 

Tracked Link Activity  Total  Unique 
Get Coupon   574  450 

Find A Store (Bottom)  72  68 

Web Version   96  85 

Get Coupon Text   48  44 
DG Logo   42  35 

Get Coupon Image   29  23 

Find A Store (Header)  20  19 
TOTAL COUNTS   3,556  2,799 

Subject Line: Save With Dollar General Coupons 



08.03.07 Coupon C 

 



ONLINE MARKETPLACE 

 



The Online Marketplace 

•! 63% of visitors to online circulars also read print circulars 

•! 86% shop in the retailer at least once a month 

  — 5% shop in the retailer at least once a week 

•! 67% have visited the online circulars before 

  — 40% visit at least once a week 

  — 77% are “probably” or “definitely” likely to come back  

•! Heavy circular users are also heavy in store shoppers  

  — Of users who visit online circulars at least once a week: 

   - 53% shop in retailer at least once a week 

   - 95% shop in retailer at least once a month 

•! 65% already planning on making a purchase prior to visiting circular 

  — 57% have made 2 or more in-store purchases after seeing item in online circular 

•! There are few differences across retailer categories 

 

Source: ShopLocal.com/Forrester Research 



 

The Online Marketplace 

Source: ShopLocal.com/Forrester Research 
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Source: ShopLocal.com/Forrester Research 



Which of the 
following  
describes 
the reasons  
a person 
views  
online 

circulars?  
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Source: ShopLocal.com/Forrester Research 
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What is the likelihood a consumer will come back to the online circular(s)? 

Source: ShopLocal.com/Forrester Research 
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Source: ShopLocal.com/Forrester Research 



DOLLAR GENERAL  

ONLINE CIRCURLAR 

 



Category 
ShopLocal.com is the leading 
multi-channel marketplace, 
including both online and in-
store offers – all in one 
convenient place  

Value  
ShopLocal.com provides 
retailers with choice and 
control in influencing 
consumers’ purchase decisions 
in an online environment 

Benefit 
This results in high consumer 
satisfaction, including saving 
time and money 

 

Source: ShopLocal.com/Forrester Research 



Advertisers have long relied on print as the primary vehicle for driving local sales.     

While print continues to account 

for the majority of local media spends,  

consumer behavior is shifting  towards  

the Internet. Advertisers need the  

ability to leverage the online channel  

to drive local sales 

 

The Online Marketplace 

Source: ShopLocal.com/Forrester Research 



ONLINE DEMO 
(http://vqa2.crossmediaservices.com/dollargeneral)"

 



ShopLocal.com Features 

•!  New user entry page (for tracking where visitors come from & designated the     
    shopper to their specific store location and version) 

•!! Recreation of clients header/footer and color scheme to match the client's home  
    page—dynamic 

•!!!Navigation tools: browse by brand, browse by category/department, browse by ad,  
    keyword search, store location information (map & driving directions and select  
    another location), view all items 

•!! Browse by page functionality: default to flash or HTML 

 



 Smart Circular: Converts print circular ads into an online dynamic, searchable format, providing a unique and 
connected brand experience. 

Features Include: 

•!  Browse by page 

•!  Browse by category & brand 

•!  Location information 

•!  Keyword search 

•!  Shopping list functionality 

•!  Extensive reporting 

 



Shopping List Feature 

 

 Allows a consumer to identify and select items to be placed on their 
online shopping list. Once the consumer has viewed the online circular 
they can print their online shopping list for in-store reference  



ShopLocal.com Features 

•!! Product rollovers with pertinent information 

•!! View larger images for both!products and promotion page 

•!! Prominent display of promotion sale dates 

•!!!Multiple sort options on all search results pages 

•!!!Item detail page 

•!!!Buy online links back to the product page on the client's site 

•!!!Display of multiple promotions 

•!!!Printable store shopping list 

•!!!Email alert registration access (client based or ShopLocal based) 

•!!!Web Trends reports: client accessible ad hoc reporting 

•!  Preview browser: client proofing tool to see upcoming ad prior to its launch date 

 



Timing 

•! Creation of DG Circular site from provided PDFs is approximately 5 weeks 

Dollar General Circular Assumptions 

•! 10 plus circulars per year 
•! No versioning at this time 
•! 8 pages per circular 
•! 10-14 products per page/do not include “buy online” links 

Standard Pricing 

•! One time site build fee:  $10,000 
•! Monthly fee: $3,500  
•! Hosting fee:  Above fee will include 100,000 user sessions per month.  If user sessions 

exceed 100,000 in any given month, payment for the incremental usage will be at a 
pro-rated rate 

•! ShopLocal.com inclusion: DG you will receive listings on the ShopLocal.com web site 

 



THANK YOU! 

 


