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Did	you	know	that	it	costs	5-7x	as	much	to	

attract	a	new	customer	than	to	keep	an	existing	

one?	The	cost	of	acquiring	a	new	customer	

is	much	higher	than	keeping	an	existing	one.	

However,	some	attrition	is	inevitable	for	the	

majority	of	retail	brands.	Though	consumers	

may	not	formally	opt	out,	a	significant	number	

of	formerly	active	buyers	simply	stop	engaging	

with	the	brand’s	email.

Ultimately,	these	inactive	records	become	an	

impediment	to	strong	engagement	metrics,	

adversely	impacting	deliverability	and	

prompting	companies	to	cease	marketing	to	

these	customers,	thereby	eliminating	all	future	

revenue	potential.

Studies	by	Bain	&	Company	have	measured	

that	even	a	5%	increase	in	customer	retention	

can	lead	to	an	increase	in	profits	somewhere	

between	25%	and	95%.	Given	that	numerous	

studies	demonstrate	that	opt-in	consumers	

are	more	profitable	than	those	who	cannot	be	

communicated	with	via	email,	retail	marketers	

cannot	afford	to	ignore	unengaged	buyers.	

These	inactive	buyers	no	longer	need	to	sit	

dormant,	there	is	an	option	to	reactivate	these	

opt-in	consumers	and	drive	additional	revenue.

Did you know?  It costs 5-7x as 
much to attract a new customer 
than to keep an existing one.

Introduction
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http://www.bain.com/Images/BB_Prescription_cutting_costs.pdf


Email for Reactivation

Email, like every marketing channel, has undergone major transformations 
over the years. Yet for those companies who are keeping up with the email 
revolution, email marketing brings in a hefty ROI. 

According	to	Econsultancy, email 

marketing	was	ranked	as	the	best	

channel	in	terms	of	ROI	(68%),	an	

increase	of	3%	from	last	year.	The	same	

study	found	that,	on	average,	companies	

are	attributing	23%	of	their	total	sales	to	

email	marketing.	According	to	a	report	

by	the	Direct	Marketing	Association,	

email	marketing	yields	an	ROI	of	4,300%	

for	US	brands.

Email	is	also	cited	as	the	most	

effective	digital	marketing	channel	for	

customer	retention	in	the	US,	while	

also	serving	as	the	foundation	of	the	

marketing-to-sales	funnel	for	the	

majority	of	B2B	and	B2C	marketers.

When	used	for	reactivation,	email	is	one	

of	the	most	effective	channels	for	re-

engaging	with	former	buyers.
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In our experience, subscribers cannot be emailed 
for four primary reasons:

15%
Opt-out

30-40%
 No customer 

engagements with 
email in past year

30%
Data relates issues such 
as hard bounces or split 

records make email 
addresses unverifiable or 

undeployable

15-25%
No email address

https://econsultancy.com/blog/64614-email-remains-the-best-digital-channel-for-roi/
http://www.copyblogger.com/email-marketing/


DATA HYGIENE AND ENHANCEMENT 
Approximately	25%	to	30%	of	contact	data	goes	

bad	each	year	under	normal	circumstances.	People	

move,	businesses	change,	people	get	new	jobs,	

email	conventions	change,	and	the	list	goes	on.		

Email	list	hygiene	must	be	a	priority.	Failure	

to	manage	your	email	lists	makes	you	

vulnerable	to	spam	traps,	invalid	email	

addresses,	leads	that	sign	up	with	non-

deliverable	domains	or	simple	typos,	and	

more.	Email	list	cleaning	helps	you	avoid	

these	potential	pitfalls	and	maintain	your	

sender	reputation.	If	you	have	inactive	

customer	records	sitting	in	your	database,	

you	will	need	to	verify	the	deliverability	of	

your	emails.	A	data	enhancement	service	

can	verify	which	emails	are	bad,	append	

new	emails	to	files,	identify	addresses	

known	to	be	associated	with	spam	traps,	and	

add	additional	demographic	elements	to	your	

records	to	improve	segmentation	techniques.

 

The	next	step	is	to	segment	your	email	subscriber	

list.	Criteria	can	include	clickers	who	have	not	

purchased	within	a	certain	time	frame,	non-

openers,	or	openers	who	have	not	clicked	or	

purchased	within	a	certain	time	frame.	

While	some	brands	may	consider	engagement	

twice	a	year	ideal,	for	other	brands	with	a	more	

varied	merchandise	assortment,	purchasing	every	

two	months	may	be	the	ideal	time	frame.		By	

creating	a	“Best	Customer	Profile,”	brands	can	

best	determine	the	ideal	purchase	cycle	and	

when	to	implement	a	reactivation	strategy	cycle.

There	are	many	strategies	that	can	be	

implemented	to	get	your	customers	buying	

again.	Be	sure	to	experiment	to	see	which	types	

of	email	(and	at	what	frequency)	get	the	most	

traction	for	each	customer	group.

Approximately	25%	to	30%	of	
contact	data	goes	bad	each	year	
under	normal	circumstances.	

When using email for reactivation, a multi-faceted approach should be 
implemented to address the challenge of inactive email records, using 
the following four key elements:

SEGMENTATION AND FREQUENCY
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RELEVANCY
Fifty-six	percent	of	people	unsubscribe	from	

emails	due	to	content	that’s	no	longer	relevant	

to	them	(Chadwick	Martin	Bailey). 

This	impact	of	unsubscribes	adds	up	to	a	loss	

of	60%	in	future	lifetime	value	(LTV)	(AgilOne).	

Email	personalization	reduces	unsubscribe	rates	

and	has	a	major	impact	on	boosting	revenue.	

When	emails	are	personalized,	the	average	

click-through	rate	is	2.5x	higher	with	an	average	

increase	of	5.7%	in	revenue.

Marketers	who	realize	the	full	impact	

personalization	can	bring	to	the	table	are	now	

experimenting	with	numerous	data	points	

to	add	value	to	their	emails.		Effective	email	

personalization	requires	data.	Start	with	the	

low-hanging	fruit	–	the	1st	party	data	you	

already	have	in	your	database.	Use	first	names	

and	other	demographics	and	behavioral	data	

you	may	have	on	hand	such	as	age,	gender,	

geography,	and	transactional	history.

Research	suggests	that	using	a	shorter	subject	

line	is	more	effective	in	win-back	emails.	

Consider	using	words	such	as	“miss	you”	and	

“come	back”	to	achieve	higher	read	rates.	

Emails	with	specific	dollar	amount	discounts	in	

subject	lines	versus	%-off	discounts	have	also	

been	shown	to	perform	well	when	reactivating	

lapsed	customers.

56% of people unsubscribe 
from emails due to content 
that is irrelevant to them.
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According to the research, location, transaction 
history, demographics, and historical email 
engagement are the most commonly used data 
by at least 85% of brands.
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DESIGN FOR MOBILE - ALWAYS
If	you	aren’t	designing	your	emails	for	mobile	

devices,	chances	are	that	your	message	is	

not	getting	the	attention	it	deserves.	Mobile-

friendly	design	is	the	most	crucial	component	for	

successful	mobile	email	marketing.	In	fact,	80%	of	

users	will	delete	an	email	if	it	does	not	look	good	

on	their	mobile	devices,	according	to	Blue	Hornet.	
80%

will delete an email if it 

does not look good on 

their mobile devices.

of users 

TEST, LEARN AND OPTIMIZE
Don’t	give	up	if	your	emails	are	not	opened	immediately.		

Studies	indicate	that	the	average	length	of	time	between	when	

people	received	a	win-back	email	and	when	they	read			

a	subsequent	message	can	be	up	to	2	months.	Likewise,	just	because	a	subscriber	doesn’t	read	your	win-

back	campaign,	doesn’t	mean	that	they	won’t	read	future	messages.	Even	though	subscribers	may	not	

have	read	a	brand’s	win-back	campaign,	almost	half	of	subscribers	read	subsequent	messages.	

The	key	takeaway	here	is	be	patient,	test	your	email	campaigns,	and	remember	that	while	there	is	no	

magic	formula	–the	efforts	can	pay	off	huge	in	the	long	run.

Since	reactivation	campaigns	build	upon	prior	marketing	investments	to	re-engage	buyers	with	some	

level	of	brand	familiarity,	they	can	deliver	significant	incremental	revenue	gains.	A	secondary	benefit	is	an	

increase	in	these	buyers’	receptivity	to	future	campaigns.
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HYGIENE
V12	Data	will	verify	the	deliverability	of	

the	emails	via	a	comprehensive	eight-step	

process	that	flags	potential	undeliverable	email	

addresses,	autocorrects	syntactical	errors,	and	

identifies	spam	traps,	complainers,	and	more.

DATA MATCHING
The	non-verified	emails	(as	a	result	of	the	

hygiene	process)	are	then	run	through	our	

email	database	to	append	a	deliverable	email.	

V12	Data	runs	initial	sample	match	tests	to	

determine	the	potential	impact	available.	Typical	

match	rates	are	as	follows:

•			Individual	match:	16%	–	42%
•			Household	&	Individual	match:	27%	–	60%

DATA ENHANCEMENT
Using	our	triple-validated	data	resources,	V12	

Data	enhances	a	client’s	files	with	relevant	

attributes	to	improve	segmentation.

PROGRAM DESIGN
Our	proven	reactivation	

approach	is	deliberately	

planned	and	strategic	in	nature.	

Services	include	creative	

splits,	image	hosting,	opt-out	

links,	personalization,	creative	

changes,	testing/re-testing	

of	seed	deployments,	and	

suppression	of	client	files.	

CRM Email Reactivation from V12 Data delivers a multi-faceted approach to 
the challenge of inactive email records. From superior data hygiene to robust 
analytics, our proprietary workflow process addresses the three distinct 
elements central to the success of every CRM reactivation program:

THE V12 DATA CRM EMAIL REACTIVATION PLATFORMOur Approach:

DATA
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Data	Matching
The	non-verified	emails	(as	a	result	of	the	

hygiene	process)	are	then	run	through	our	

DEDICATED SENDING 
INFRASTRUCTURE

We	work	closely	with	brands	to	facilitate	the	setup,	

testing	and	whitelisting	of	new	domains	to	protect	

their	CRM	domain	score	and	sending	reputation.

EMAIL TRACKING
Each	client	campaign	typically	utilizes	a	unique	

indicator	that	connects	to	their	analytical	

package	for	tracking.

CREATIVE SUPPORT
The	improved	segmentation	that	results	from	

data	enhancement	leads	to	more	relevant	

messaging.	In	combination	with	A/B	testing	

recommendations	to	assessment	of	inbox	

placement,	V12	Data	offers	insightful	guidance	

on	industry	best	practices	to	position	our	

clients’	campaigns	for	engagement	and	success.

IMPLEMENTATION
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Well-versed	in	the	needs	of	brands	with	tight	

data	security	obligations,	V12	Data	offers	an	

ultra-secure	data	management	environment,	

operating	in	an	IBM	SOC2	environment,	with	full	

representation	and	warranty	in	our	ability	to	use	

data	for	the	purposes	outlined	in	this	solution.	

We	are	accustomed	to	agreements	that	fully	

protect	the	data	and	intellectual	property	of	both	

our	client	and	V12	Data.

The	V12	Data	CRM	Email	Reactivation	
Platform	provides	material	increases	in	
the	size	of	the	customer	base	that	a	brand	
can	communicate	with	using	email.	Most	
commonly,	these	include:

•			Customers	who	have	not	yet	opted	in	to		
					receive	email	communications

•			Opt-in	buyers	who	have	stopped	engaging		
					with	these	communications

•			Customer	addresses	that	suffer	syntax	

					errors	or	other	non-deliverability	issue

Flexible	usage	options	provide	the	opportunity	
to	create	and	deploy:

•			Reactivation	campaigns	to	re-engage	 
					specific	customer	segments

•			Trigger-based	re-targeting	campaigns	to									
					buyers	who	have	abandoned	shopping	carts

•			Ad	hoc	email	campaigns	according	to	the		
					client’s	marketing	calendar

SECURITY

DRIVING EXPANSION OF THE CUSTOMER BASE
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A	national	retailer	wanted	to	reactivate	a	large	file	of	lapsed	email	addresses.	The	retailer	was	not	engaging	with	

these	 inactive	email	addresses	due	to	existing	email	service	provider	restraints	that	enforce	recency	of	email	

addresses.	V12	Data	provided	a	dedicated	ISP	infrastructure,	as	well	as	executed	a	custom	deployment	plan.

V12	Data	 reactivated	3.5	million	 email	 addresses,	 enabling	 the	

client	 to	 grow	 reach	 and	 engagement	 with	 their	 brand.	 These	

emails	 have	 been	 added	 to	 the	 client’s	 daily	 email	 deployment	

plan,	and	the	project	is	ongoing.	The	reactivated	email	addresses	

provided	 a	 7:1	 ROI	 in	 terms	 of	 conversions/purchases.	 The	
campaign	also	generated:

• 2.22%	open	rate

• .61%	clicks	to	delivered

• 27.36%	clicks	to	open

By	 every	measure,	 a	well-executed	 reactivation	 campaign	 pays	

tremendous	 dividends,	 demonstrating	 that	 successful	 brands	

must	view	reactivation	as	an	ongoing	strategic	tool	rather	than	a	

one-and-done	activity.

A national retailer increased brand reach and engagement through V12 Data’s 
reactivation program

Case Study

THE STORY

THE RESULTS

www.v12data.com // (800) 523-7346 // info@v12data.com
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3.5M

29%
WINBACK RATE

REACTIVATED EMAIL 

ADDRESSES



As an omnichannel data powerhouse, V12 Data combines rich data assets with robust technology to provide 
brands with a seamless and connected customer view. Our solutions bridge the right data across channels to 
power right time omnichannel engagement when, where, and how a brands’ customers prefer. Our data and 
technology platform links customer records with our proprietary blend of online, offline and digital marketing data 
for highly personalized, one-to-one consumer marketing, regardless of device or channel.

www.v12data.com // (800) 523-7346 // info@v12data.com


