
eme = rv(of + i) – (f + a)©

2011 CLA Convention
Tim Kachuriak

April 28, 2011 Dallas, TX

A Proven Formula to Optimize and Revolutionize Your Email Program

Copyright 2011 MECLABS



















what is optimization?



1. to make as effective, perfect, or useful as 

possible. 

2. to make the best of. 

3. to be optimistic. 

optimization [op-tuh-muh-zey-shuhn]

Source: Dictionary.com



Ephesians 4: 22-24

You were taught, with regard to your 
former way of life, to put off your old self, 
which is being corrupted by its deceitful 
desires; 23 to be made new in the attitude 
of your minds; 24 and to put on the new 
self, created to be like God in true 
righteousness and holiness.

The Theology of Optimization



Philippians 3: 12-14

Not that I have already obtained all this, or have 
already been made perfect, but I press on to take 
hold of that for which Christ Jesus took hold of 
me. 13 Brothers, I do not consider myself yet to 
have taken hold of it. But one thing I do: 
Forgetting what is behind and straining toward 
what is ahead, 14 I press on toward the goal to 
win the prize for which God has called me 
heavenward in Christ Jesus.

The Theology of Optimization



2 Corinthians 3:18

And we, who with unveiled faces all 

reflect the Lord’s glory, are being 

transformed into his likeness with ever-

increasing glory, which comes from the 

Lord, who is the Spirit.

The Theology of Optimization



The Theology of Optimization



Proverbs 3:5

Trust in the LORD with all your heart and 

lean not on your own understanding;

>>>We can’t rely on our own intuition, 

because our intuition is corrupt– we need 

an authoritative source– we need a guide 

to live an “optimized” life.

How Are We Then to Live?





Which Email Performed Best?

(1) (2) (3)



Are Best Practices Enough?

-52% -19% -34%



precept #1

best practices are not enough, you need a 

rigorous methodology.



Optimization Methodology

eme = rv(of + i) – (f + a) ©

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS



Optimization Methodology

eme = rv(of + i) – (f + a) ©
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Value Factors (of + i)

Offer (of)

Incentive (i) 

Inhibitors (f + a) 

Friction (f)

Anxiety (a)



• Dr. Flint McGlaughlin

• Annual Marketing

Sherpa Email Conference

• Email Optimization Summit

• Email Optimization Certification Course

Credit Where Credit is Due



Optimizing Email Appeals
Version A - Control

139%  Increase in Clickthrough Rate

42% Increase in Revenue

Version B - Test



Version A - Control

257%  Increase in Clickthrough Rate

Version B - Test

Optimizing Email Appeals 



Optimizing Email Appeals 

118% Increase in Donations

50% Increase in Petition Signers

Version A - Test Version B - Control



Optimizing Email Appeals
Version A - Control

369%  Increase in Clickthrough Rate

121% Increase in Revenue

Version B - Test



precept #2

optimization doesn’t happen on the page, it 

happens in the mind.



Email Messaging Sequence

ec < op < ct < lp©

ec = email capture

op = open

ct = clickthrough

lp = landing page

Copyright 2011 MECLABS 



Optimizing Email Thought Sequences

eme = rv(of + i) – (f + a)

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
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ec < op < ct < lp



optimizing email capture

ec < op < ct < lp



Optimizing Email Capture

eme = rv(of + i) – (f + a)

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process

Copyright 2011 MECLABS 

ec < op < ct < lp



Email Registration Rate:

– Total Email Registrations 
/ Total Unique Visitors

– Tells us how effective 
our web site or landing 
page is at converting site 
visitors to registered 
users

– NPO Avg: 2.12%

How Do We Measure Success?

The 2010Convio Online Nonprofit Benchmark™ Study









Optimizing Email Capture

eme = rv(of + i) – (f + a)

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
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ec < op < ct < lp



Marketing Experiments
Email Value Proposition Assessment
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Marketing Experiments
Email Value Proposition Assessment
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Marketing Experiments
Email Value Proposition Assessment
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Tipping the Value Exchange

Value of

Contact Info

Value 

of Offer + Incentive



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture

Unique 
Pageviews

Quiz
Completions

Email Signups

43%

19%

Source: Google Analytics, Kimbia & Silverpop

796% Increase over

Industry benchmark



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture



Optimizing Email Capture

eme = rv(of + i) – (f + a) ©

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS (adapted)



Optimizing Email Registration

Version B - TestVersion A - Control

42% Increase in Registration Rate



optimizing open and clickthrough

ec < op < ct < lp



Optimizing Email Opens

eme = rv(of + i) – (f + a)

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process

Copyright 2011 MECLABS 

ec < op < ct < lp



Open Rate:

– Total Unique Opens/ 
Total Unique Emails 
Delivered

– Tells you how many 
people looked at 
your email

– NPO Avg: 19%

How Do We Measure Success?

The 2010Convio Online Nonprofit Benchmark™ Study



Improving Email Open

Focus on Envelope:

– The “To” Line

– The “From” Line

– The “Subject” Line



Optimizing Email Clickthrough

eme = rv(of + i) – (f + a)

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process

Copyright 2011 MECLABS 

ec < op < ct < lp



Clickthrough Rate:

– Total Unique Clicks / 
Total Unique Emails 
Delivered

– Tells you how 
compelling your 
content was to your 
recipient

– NPO Avg: 1.72%

How Do We Measure Success?

The 2010Convio Online Nonprofit Benchmark™ Study



Improving Clickthrough Rates

Focus on Email Message:

– Know the goal

– Internal Subject line

– Personalized 
Salutation

– Headline

– Value Proposition

– Call-to-Action

– Testimonials

– Relevance is the 
multiplier



Internal Relevance:

– Personal interests

– Demographics

– Personality

– Communication 

Styles

– Level of 

Engagement

– Donor Lifecycle

Relevance

External Relevance:

– Seasonality

– Special Events

– News

– Limited Time 

Offers

– Holidays

– Weather



February 1, 2011



Using External Relevance



Using External Relevance



Optimizing Email Appeals

eme = rv(of + i) – (f + a) ©

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS 



Optimizing Email Appeals
Version A - Control

139%  Increase in Clickthrough Rate

42% Increase in Revenue

Version B - Test



Optimizing Email Appeals 

118% Increase in Donations

50% Increase in Petition Signers

Version A - Test Version B - Control



Optimizing Email Appeals
Version A - Control

369%  Increase in Clickthrough Rate

121% Increase in Revenue

Version B - Test



optimizing landing pages

ec < op < ct < lp



Conversion Rate:

– Total number of goal completions / Total 
Unique Visits

– A measure of the effectiveness of complete 
sequencing

– NPO Avg: 2.72%

How Do We Measure Success?



Focus on the Offer:
– The Ask (Offer) is the impact that is promised in 

exchange for a donation

Focus on the Incentive:
– An Incentive is an appealing element introduced on 

the landing page to achieve the desired action

Focus on Eliminating Friction:
– Friction is anything that causes psychological 

resistance to a given element on a web page

Optimizing Landing Pages



Top Offender: Online Giving Workflow



Top Offender: Online Giving Workflow
Click Count:

1



Top Offender: Online Giving Workflow



Top Offender: Online Giving Workflow
Click Count:
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Top Offender: Online Giving Workflow
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Top Offender: Online Giving Workflow
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Top Offender: Online Giving Workflow
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Top Offender: Online Giving Workflow
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Top Offender: Online Giving Workflow
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Top Offender: Online Giving Workflow
Click Count:
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Top Offender: Online Giving Workflow
Click Count:
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Top Offender: Online Giving Workflow
Click Count:

10



Top Offender: Online Giving Workflow



Optimized Online Giving Experience



Optimized Online Giving Experience



Optimized Online Giving Experience



Optimized Online Giving Experience



Optimizing Landing Pages

eme = rv(of + i) – (f + a) ©

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS (adapted) 



Optimizing Landing Pages

Version B - TestVersion A - Control

26% Increase in Donor Conversion Rate



precept #3

testing trumps marketing intuition.



Testing Against Best Practices



Testing Against Best Practices



Testing Against Best Practices



Testing Against Best Practices



broader applications of the formula.



Optimization Methodology

eme = rv(of + i) – (f + a) ©

eme = email marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS



Optimization Methodology

me = rv(of + i) – (f + a) ©

me = marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS (adapted)



213%



Slide: 104

Intensely Personalized Postcard



Slide: 105

Personalized URL (PURL)



Slide: 106

Daily Engagement Opportunity



Slide: 107

Interactive User Experience



Slide: 108

Interactive User Experience



Slide: 109

Incentive to Share With Friends



Slide: 110

Personalized Recruitment Email



Slide: 111

Real-Time Scoring



Slide: 112

The KMA Bowl: Results



Slide: 113

Average Tree – Highest 

Individual Engagement



Slide: 114

Deepest Tree – 12 Degrees



Slide: 115

Widest Tree – Winning Team



Slide: 116

• Post Card to PURL – 26% Response Rate

•87 responses to post card generated 1,903 total new  
names (2,087% increase in reach)

• Total Effective Direct Mail Response Rate: 213%

• Participants visited PURL an average of 5.2 times

• Email Open Rates: 31% to 53%

• Email Clickthrough Rates: 15% to 39%

• Viral sharing reached 12 degrees (6 more than Kevin 
Bacon!)

The KMA Bowl: The Results



me = rv(of + i) – (f + a)

me = marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS (adapted)

Optimization Methodology



me = rv(of + i) – (f + a)

me = marketing effectiveness index

rv = relevance to the constituent

of = offer value

i = incentive to take action

f = friction elements of the process

a = anxiety elements of the process
Copyright 2011 MECLABS (adapted)

Optimization Methodology



Slide: 119

INTERNAL RELEVANCE: 

•Name Personalization

• Organization 

• Favorite Team

EXTERNAL

RELEVANCE: 

• Super Bowl Week



Slide: 120

Individual Incentive:
– Most individual yards 

wins an iPad 3G

– You can only call one 
play per day

– Drives users to visit 
site every day to rack 
up the most yards as 
possible

Team Incentive:
– Most points wins 

$5,000 donation

– The more players, 
the faster your team 
racks up points

– Drives users to 
share with friends 
and recruit as many 
players as possible

Incentive



Keys to Success

Slide: 121

• Start by defining the ultimate goal
– KMA Bowl: Generate excitement for new 

capabilities 

• Look to the data to determine relevance
– Internal Relevance: applied through 

segmentation

– External Relevance: applied across segments

• Lead with an idea that is not about you

• Develop incentives to drive the right actions

• Social integration is the key ingredient



Thanks!

Tim Kachuriak
TKachuriak@KMA.com

@DigitalDonor

linkedin.com/in/TimKachuriak

DigitalDonor.Blogspot.com

mailto:TKachuriak@KMA.com
http://linkedin.com/in/TimKachuriak
http://linkedin.com/in/TimKachuriak
http://digitaldonor.blogspot.com/

