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What you need to know about SPAM
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 It’s not just avoiding the word free.
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“ESPs can do many things but your content and 
frequency aren’t among them. What/when/how you 
mail is largely dependent on your deliverability.”

"Just like DKIM, domain-level reputation is on the rise. 
For portability’s sake, make the From: and Friendly 
From as consistent as possible."

"Permission is not enough; list engagement is the key 
to deliverability. ISPs have stated they’re measuring 
such things as viewing time."
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How are you 
being perceived?
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Your Reputation is affected by...
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Your Reputation is affected by...
• Number of Spam Complaints
• Consistency of sending
• User Engagement (opens/clicks)
• Fulfillment of expectations
• Objectionable Content
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Some Spam Facts

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow
• If it LOOKS like SPAM, it could get flagged as SPAM

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow
• If it LOOKS like SPAM, it could get flagged as SPAM
• If it’s not a targeted message, it could be flagged as SPAM 

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow
• If it LOOKS like SPAM, it could get flagged as SPAM
• If it’s not a targeted message, it could be flagged as SPAM 
• If it can be taken offensively, it could be flagged as SPAM

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow
• If it LOOKS like SPAM, it could get flagged as SPAM
• If it’s not a targeted message, it could be flagged as SPAM 
• If it can be taken offensively, it could be flagged as SPAM
• Certain words are considered SPAM words

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

*Message Labs (Symantec)

Some Spam Facts
• 86.4% of all email is considered SPAM*
• What’s safe today may not be safe tomorrow
• If it LOOKS like SPAM, it could get flagged as SPAM
• If it’s not a targeted message, it could be flagged as SPAM 
• If it can be taken offensively, it could be flagged as SPAM
• Certain words are considered SPAM words
• SPAM filters look at the subject line AND the body of the email
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SPAM Words to Avoid
Act Now  Money Back   Sign Up
Credit  Limited Time           Save
Opportunity  Guarantee   $
Cash    Offers    Risk Free
Bankruptcy  Order Now   Stop 
Earn   No Fees            Unlimited
 
Ironically, SPAM is a SPAM word: 
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Spam Themes
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Spam Themes
• Talks about lots of money (.193 points)
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Spam Themes
• Talks about lots of money (.193 points)
• Describes some sort of breakthrough (.232 points)
• Looks like mortgage pitch (.297 points)
• Contains urgent matter (.288 points)
• Money back guarantee (2.051 points)
• Why Pay More? (1.249 points)
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* You can expect to receive one email per day 
for each checkbox above, except for Special 
Offers which sends rarely.

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

Advance Email Structure
Preheader

Header

Navigation
Table of Contents

Primary Message

Secondary Message

Recovery Module

Footer
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Pre-Header
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Pre-Header

• Use them
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Recovery Module
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Recovery Module

• Last chance for a click

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

Recovery Module

• Last chance for a click
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Recovery Module

• Last chance for a click
• Provide easy access to info a customer may want
• Opportunity for customer to take other actions off email 
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Example: An Infusionsoft Sequence Map
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Tips For Effectively Mapping Campaigns
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Tips For Effectively Mapping Campaigns

• Start mapping your sequences right now one person in charge 
of tying it all together

• Find every point of entry with your contacts and make a plan
• Remember to start and STOP sequences as necessary 
• Create a mind map for every segmented list you have
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Stop Demo 
Sequence

Skip to Long
Term Follow-up

Conditional
Action: Double
Opt-in

Set Task
To Call

Get Into the Minds of Your Contacts, and Be One Step Ahead of Them

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

How Many Ways Should You 
Segment Your Lists? 

1,001
Segmentation should be an ongoing process
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The More You Know, the Faster You Grow

What Information Should You Collect?
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The More You Know, the Faster You Grow

What Information Should You Collect?

• Name and Email
• Gender
• Demographics
• Occupation
• Marital and Family Status
• Interests
• Behaviors
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Name and Email

Get something from them so you can start to market
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Gender

This email was sent to Tyler Garns…a MAN:
Note: Just Because They’re the Wrong Gender

 Doesn’t Mean You Can’t Market to Them. 
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This email was sent to Tyler Garns…a MAN:
Note: Just Because They’re the Wrong Gender

 Doesn’t Mean You Can’t Market to Them. 

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

What Prevents This Mother From Going 
In For a Dental Check-up?

Marital and Family Status
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Behaviors

Email 1

Opened and Clicked

Email 2

Opened and Clicked

Email 3

Opened and Clicked
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What Do We Know About You?

Pulled From an Infusionsoft Prospect Record
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A Few of the Segmentations We Used Recently
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This does not include our 
automated segmentations

A Few of the Segmentations We Used Recently

• InfusionCon 09 registrants who did not register this year
• Top prospects for Email Marketing 2.0 
• Infusionsoft users who are logging in more than 6 times a day
• Infusionsoft users within the state and surrounding states
• Our “suspect” list for the Email Marketing 2.0 Smackdown
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• They fill out a webform
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You should be “tagging” contacts when: 

• They fill out a webform
• They open an email
• They click a link in an email
• They make a purchase
• They attend an event
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Other Ways of Getting Info From Contacts:
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Other Ways of Getting Info From Contacts:

• Have a contest
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Other Ways of Getting Info From Contacts:

• Have a contest
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• Surveys
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Other Ways of Getting Info From Contacts:

• Have a contest
• Give something away for free
• Surveys
• Refer-a-friend incentives
• Polls
• Live events
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Example: Gift for Attending a Webinar
(Registrants had to fill out a form with their address)
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Example: Infusionsoft Ultimate Marketer
(Helped Us Find Our Top Users) 
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Example: Infusionsoft’s Economic Stimulus 
Package Offer
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Example: The Information We Gathered
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Crafting Your Emails
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Battle of the Subject Lines
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• 9 proven techniques to double your sales
• Have you heard about email marketing 2.0?
• Proof: Infusionsoft doubles sales
• Webinar Invite: money making madness
• InfusionCon will be live on the 
• Oops
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Infusionsoft Subject Lines That Didn’t Work

• Witness a Smackdown
• The Vault: Cracking the Code of Small Business Success
• How to make millions in a bad economy
• Over 100 powerful resources for your business
• Back to the marketing basics
• Don’t pee in the pool
• Is it time to upgrade your package?
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Stylistic Elements of Your Email

• Bullets
• Length
• Font Size
• Font Colors
• Headlines
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How Frequently Should You Send Emails? 

As often as your contacts will want 
to hear from you
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Example: Clayton Makepeace sends an email every day

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

As long as your emails are
 targeted, relevant, 
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