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Client: Large ecommerce company with strong online presence that
sells well-known consumer products.

Goal: To find the optimal send frequency schedule that maximizes the
expected value of long-term net profit from email marketing for a
segment of their email list.

Primary Data Analysis Question: Which email frequency will generate the
most revenue without increasing the rate of unsubscription?

Challenge: Find email send frequency sweet spot that will maximize
revenue from a house list

This large ecommerce company had a strong brand and wanted to
conduct testing to find the optimal send frequency that would generate
the most revenue from a loyal segment of their list. This client sends
more than one billion emails per year and current send rates varied
from once a week to multiple times a day. But what was the optimal
frequency?

First we prepared an analytical assessment of optimal frequency
indications based upon data provided by the client. This analysis
pointed us to a segment of their list that was suitable for deeper, more
comprehensive study - a regression analysis to measure relative
contribution of send frequency to message performance.

During the low season, we took this highly motivated and loyal segment
of the client’s large subscriber base and, through further data analysis,
segmented that group into seven different email send rates ranging
from one email every three weeks to one email every three days:

Test list Send Interval
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Two weeks
10days
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By testing extreme send intervals, we would be able to determine the
ideal frequency. But given the fact that there is risk associated with
these frequencies, we varied the percentage of traffic of each
frequency to mitigate any negative effects:
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We chose split profile #2 because it provided the shortest test duration
within the acceptable range of financial risk, based upon historical
message performance and the expected value from estimated SPAM and
unsubscribe probabilities as well as corresponding estimates of
financial impact.

Data Analysis: Increased frequency does not increase unsubscribe rate.
At first glance, unsubcribes increased with frequency:

Average No. Unsubs Per Month at Each Send Frequency

3,000
2,500
2,000

1,500

Ave No.Unsubs. per Month

1,000

500

2 4 ] 8 10 12 14

Send Frequency [sends/ma)

However, we expected this trend simply because with more messages
sent there are more opportunities to unsubscribe. So we needed to
take a deeper look. The more important finding is that the unsubscribe
rate on a per-message basis does not rise significantly:
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The linear regression suggests a gentle downward slope which, while
comforting, is not statistically predictive. What is meaningful and
important is that the linear regression is decidedly “non-increasing”
within the range tested. So we were able to conclude that the rise in
unsubscribes with increasing send frequency was related to total
message volume, and not an indication of increased customer
irritation.

Data Analysis: Open rate proves that customers are still engaged. By
looking at open rate, we can determine if subscribers are simply
ignoring the additional emails.
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This graph displays all of the results within our test period. While there
are a few outliers, 95% of our observations fall within these ellipses.

Once again, the slope is very gentle and is not statistically meaningful.
The correlation coefficient (r) for open rate was 0.07 which indicates
that there is no significant correlation. Also, the coefficient of
determination (r2) revealed that no more than 8% of the variation in
open rate could be attributed to the increase in frequency.

The fact that there was no measured increase in unsubscribe rate per
message sent or decrease in open rate, even at the highest send
frequency, suggests that these customers seem to be highly engaged,
trusting of the company and tolerant of frequent email contact.

Result: Optimizing frequency triples projected monthly revenue
Projected monthly revenue rose consistently with increasing send
frequency:

© 2010 Advanced Usability

www.advancedusability.com
contact@advancedusability.com Page 5 of 6



= Advanced
a USIBILTY 1he Power of Advanced Usability Data Analysis

Estimated Monthly Revenue vs. Email Send Frequency
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Going from four email messages per month to 15 per month tripled this
company’s projected monthly revenue without significantly impacting
unsubscribe or open rates. Put another way, when sending email at the
rate of once per week this company was earning only about one third of
the projected sales revenue that it would make by sending to this list
every other day.

This result is counterintuitive and notably defies email industry
conventional wisdom The power of an in-depth data analysis allowed
the company to make business decisions based on real-world knowledge
as opposed to the same industry-wide best practices their competitors
use.
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