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Confession 



What is the #1 Goal? 
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1. Not Enough Information 

2. No Trust 

3. No $$$ 

4. No Need 

5. Never Going to Buy 

 Reasons People Don’t Buy 



New vs. Returning Visitors 



 



• Duration: 3 years 

• 450% more sales to returning visitors than 
new visitors 

• Per visit value of $.55 vs. $2.41 (440%) 

 

DotNetInvoice Numbers 



 



• Duration: 1 year 

• 770% more sales to returning visitors than 
new visitors 

• Per visit value of $.17 vs. $1.53 (900% 
increase) 

 

JustBeachTowels Numbers 





• Duration: 8 days 

• 583% more sales to returning visitors than 
new visitors 

• Start tracking today! 

 

AWPCP Numbers 





• Duration: 60 days 

• 1585% more sales to returning visitors than 
new visitors 

CrazyEgg Numbers 







How? 





 





 

Email 



Personalized 

Broadcast 
 

(email is the new social network) 









Three Steps to Putting 
Email Follow-up In Place 



Step 1: A Killer Landing Page 



direct 

 











Step 2: Give Something Away 
(And it really helps to be unique…) 













Step 3: Set-up the Follow-up 





Not Enough Information 

No Trust 

No $$$ 

No Need 

Goals 

Provide Information 

Build Trust 

Provide Discounts/Wait 

Wait 





Version A   => 

Version B   => 

No-Friction Trial Download 

Email to Download 



Day 0: Welcome, $5 discount coupon, download 
link, link to Getting Started guide, testimonials. 

Day 2: Buying guide, standard vs pro, barcode 
scanners, iPhone app, testimonials. 

Day 6: Subscribe to newsletter invitation, 
benefits of cataloging your stuff, testimonials. 

Day 30: Outright invitation to buy, more 
testimonials. 

Follow-up Sequence 



• Downloads down by 33.6% 

• Sales up by 3.4% 

• Average first purchase up by 13.5% 

• Profit up by 15.4% 

Results for B 





Version A   => 

Version B   => 

No-Friction Trial Download 

Email to Download 



Day 0: Thanks for downloading, how-to guide 

Day 14: “Did you like our software?” 

Follow-up Sequence 



• Downloads down by 15% 

• Sales up by 18% 

Results for B 





Day 0: Ask for feature suggestions, ask for 
unsubscribe 

Day 14: $34 coupon with 48-hour expiration 

Day 42: $100 coupon with 48-hour expiration 

Day 44: 8-hour reminder of coupon expiration 

For Price Conscious Customers 





Day 0: Welcome, login info 

Day 4: (if no proposal created) Do you need 
help? Links to helpful content 

Day 4: (if proposal created) Links to helpful 
content 

Day 25: Hope you’re enjoying it, charge coming 
in 5 days 

Day 30: Invoice 

For SaaS Application 



The Most Common 
Mistakes 



• Low text to image ratio 

• Subject in all capitals 

• BODY: Message only has text/html MIME parts 

3 Most Common Spam Filter Triggers 



• “Extra Inches” (3.1) 

• “Dear” (2.7) 

• “Stop Further Distribution” (3.1) 

• “You registered with a  partner” 

• “Oprah” 

• Poorly coded HTML 

 

 

 

 

 

 
 

(this and previous page adapted from http://www.mailchimp.com/blog/most-common-spam-filter-triggers/) 

Not-So-Common Spam Filter Triggers 

http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/
http://www.mailchimp.com/blog/most-common-spam-filter-triggers/


• Final reminder for complimentary entry to attend the 
West Freelands BCI Cluster Conference 2006 

• Tempting August NUSA Specials! 

• SALE ends soon - up to 50% off all bras at Kara! 

• Help Baylor create the ideal college experience 

Subject Lines with Low Open Rates 



• Typically the second thing a user sees 

• Big impact on open rates 

‘From’ Name 







1. Person’s Name 

– Rob Walling 

2. Name & Company 

– Rob Walling | DotNetInvoice 

3. Role 

– DotNetInvoice Support 

4. Company Name 

– DotNetInvoice 

Personal == Better 



• Returning visitors buy more 

• #1 goal of your webiste 

• Email 

• Follow-up 

• Test 

Recap 



 
www.StartupBook.net/bos 
www.SoftwareByRob.com 

 


