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Matthew:   Hello, and welcome to Marketing Smarts; a podcast brought to you by MarketingProfs. I 

am your host, Matthew Grant, Managing Editor here at MarketingProfs, and I thank you 
for listening. 

  
 This episode of Marketing Smarts is the second in a series which features folks 

scheduled to speak at our upcoming B-to-B Forum in Boston, October 3 -5. It’s going to 
be an action-packed, fun, and illuminating few days, so if you're a B-to-B marketer you 
really can’t afford not to go. In fact, to make things more affordable you can get a $200 
discount off registration by using the code SMARTB2B.  

  
 For more info and to register go to MProfs.com/SmartB2B. 
 
 Now, onto the show. My guests this week are DJ Waldow and Jason Falls who have 

written a book due out at the end of the month entitled The Rebel’s Guide to Email 
Marketing. 

  
 The book not only puts to bed rumors that email marketing is in any way dead, it also 

serves as a step-by-step guide to understanding how to improve the effectiveness of 
your email marketing and why challenging the industry’s best practices, not to mention 
breaking the rules, should be a big part of your strategy.  

 
 Before we get started I want to remind you that if you like what you hear on Marketing 

Smarts, and even if you don’t, you can always leave us a review in iTunes or comment 
on our site. You're also welcome to reach out to me directly via email. My email address 
is MattG@MarketingProfs.com or find me on Twitter @MattTGrant. 

 
 Without much further ado, let’s get started.  
 
 DJ and Jason, welcome to Marketing Smarts. 
 
Jason: Thanks for having us. 
 
DJ: Thanks for having us. 
 
Matthew: In case people don’t know exactly who you are could you, in 40 characters or less, DJ, 

introduce yourself? 
 
DJ: I’m DJ Waldow. 
 
Matthew: Perfect. Jason, you're the no B.S. guy, right? 
 
Jason: I’m the no B.S. guy. I’m Jason Falls, I’m the CEO of Social Media Explorer. 
 
Matthew: I think we’ve had one other Social Media Explorer person before she joined. Nicole Kelly 

was on Marketing Smarts back in the fall.  
  
 DJ, of course I met you at MarketingProfs event going on three years ago now. 
 



Marketing Smarts, Episode 64 
A Marketing Podcast    August 8, 2012         Guest: DJ Waldow & Jason Falls 
  

	  
Page	  2	  of	  11 

Copyright	  ©	  2012	  MarketingProfs	  

DJ: At least. We even shared a bus limo ride, if I recall, in Austin. 
 
Matthew: In Austin, Texas. 
 
Jason: I think all three of us were on that bus ride. 
 
DJ: That’s right.  
 
Matthew: That was kind of crazy. There were a bunch of people there who I had met for the first 

time. Of course Ann and C.C. I’ve known a little bit longer. 
 
 It’s nice to meet you here on Marketing Smarts. You guys have this book coming out at 

the end of the month. 
 
Jason: Yes, we’re pretty excited about it. The Rebel’s Guide to Email Marketing.   

 
DJ is really an email marketing subject matter expert. I’m just eye candy on this thing, I 
think, but we had a lot of fun writing it. There hasn’t been, I don’t think, a good email 
marketing book -- I don’t mean to insult anybody out there who has written one -- we’re 
just not really aware of a really good, solid email marketing book in the last years 
because so many people in the digital marketing space have been focused on social 
media, specifically about Facebook and Twitter and so on and so forth.  
 
We thought it was high time that we remind folks that there is a very effective digital 
channel that some people are not really taking advantage of.  

  
 We started having the conversation and took a couple of ideas from me and a hell of a 

lot of smarts from DJ and came up with a pretty decent book, we think. 
 
Matthew: DJ, it seems like you were trying to mix things. On the one hand, just going through your 

anatomy of email and talking about some very specific things that people can do around 
email marketing, even almost like a beginner’s guide, but then also with a lot of 
advanced suggestions and tactics and things like that. 

 
 What was your hope in approaching this book that people would really learn? What was 

going to be the new stuff they were going to learn and what kind of trouble were you 
going to save them? 

 
DJ: The idea behind the book really was that first of all, the book starts off with this 

discussion about email not being dead. I would say at least once a week I get an article 
about the death of email and then all these actual real studies come out showing that 
email is really not dying; in fact it’s thriving and growing. 

 
 So the first part of the book was really trying to remind people that yes, social media is 

out there and everybody is talking about it, but there is this thing that has been around in 
internet years, forever. In fact, even before the internet, and yet it’s still there and it’s a 
great marketing channel for lack of a better term. 
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 We go into more detail about the anatomy of email and that’s really just to set the stage 
for the different components of an email. It is like you said, a little bit 101, but I would say 
even a little beyond 101 because I think the average email marketer just creates a 
message and hits send and doesn’t really think about what goes into that email.  

  
 Then like you said, the bulk of the book really was around how to break the rules. The 

reason for that is Jason and I saw that there has just been a lot of erroneous advice out 
there telling people that the subject line has to be a certain number of characters, or you 
can’t use “free” in the subject line, or it’s a no-no to buy a list or to use a pop-up to collect 
email addresses.  

 
 Our thought was it’s time to dispel some of those myths and actually give people some 

suggestions of how they can test email marketing to their list and see what works best 
for them.  

 
 Was that 40 characters? 
 
Jason: No. 
 
Matthew: No, it was a lot more. 
 
Jason: That was 40 minutes. 
  
Matthew: I’m going to have to truncate that.  
 

Talking about the pop-ups, I mean I’m not an email marketer. I’ve certainly participated 
in email marketing consensually but I have never had to run campaigns or anything like 
that but even I have picked up on these “don’t use free” or “ don’t use all caps” or things 
like that. 

  
 The one I was most curious about was in terms of growing the list, when you guys say 

the list is the secret, it’s the key. If you don’t have anyone to send to you don’t have an 
email marketing campaign.  

 
 It’s about using pop-ups; when you go to a website. I was wondering if you guys could 

talk a little bit about that. I know it’s something that I find personally annoying. I’ve never 
liked pop-ups. Yet it’s something that seems to be consistently an effective way of 
getting people to opt in to your email newsletter and things like that. How does that 
work? 

 
DJ: You're right. I hate pop-ups. I hate any kind of pop-ups. They remind me of the internet 

of the 90s and yet they are effective. We give examples in the book of people that have 
used them extensively to grow their list.   

 
In fact, if we do end up doing an updated version of this book at some point one of the 
examples in there is of Chris Penn. He recently in June killed the pop-up for a while just 
to do a test. After about three weeks he brought it back because his number of email 
sign ups literally fell off a cliff, as he said. So he has that pop-up back again. 
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 It has to work for your audience. It doesn’t work for every single person. For my 
particular audience I’m not ready to try that to grow my list yet but it works for Chris 
Penn. It worked for a company Funny or Die. We give a couple other examples in the 
book as well. 

 
Matthew: Do you use that stuff over at Social Media Explorer? 
 
Jason: We don’t up until now but I actually have a work order in with my developer to add a 

pop-up because we want to try to grow our list with a little bit more fervor, if you will. We 
are going to be adding an email pop-up in the next few weeks. 

 
 My hesitation to do it is largely fueled by the same thing probably that fuels DJ’s 

hesitation. I think the circles that we run with, the social media, and digital marketing sort 
of echo chamber if you will online, most people say “We hate pop-ups and they’re 
annoying and they’re interruptive” and so on and so forth and they’re counterintuitive to 
what the social media vibe is out there. 

 
 The more I thought about it the more I realized that‘s not my audience. Those are not the 

people that I’m trying to attract, even though they do read my blog and will read my blog.  
 
 What I’ve done is I’ve said, “Look, people respond to this. It does work.” We’re going to 

test it and make sure that it is working before we decide to completely just leave it there 
and see how our list grows from there. We’re going to make sure that obviously it’s set 
up so that if you visit a second time you don’t get the pop-up and so on and so forth. 
We’re going to make it as user friendly as possible.  

 
 I realized that my audience, the people that I go after for what I do with my events and 

so on and so forth, is much more of a mainstream traditional marketing audience and 
they respond to those types of things. 

 
Matthew: I think that’s what I liked throughout the book and you quoted Morgan Stuart early on 

about “it depends” as the proper response. What should I do about this? What should I 
do about that? I appreciated that you were calling the best practices into question and 
then also focusing on testing so much.  

 
 Testing, I always imagine, is something that is actually hard to do. Is that why people 

don’t do it? They’re lazy or it’s just too challenging, or does everyone test? 
 
DJ: I think people tend to test the things that are somewhat easy to test like subject line. It’s 

easy to pit subject line A against subject line B and see which gets more opens or clicks 
or whatever metric you're measuring; maybe conversions. 

 
 I think the other thing is people sometimes don’t know what to test. It’s funny that you 

mentioned Morgan Stuart. He recently wrote something on Media Posts Email Insider 
Column and it’s says 100 Things to Test. 

 
 If you're out of ideas of what you can test you can probably pluck one of those. 
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 I don’t think it’s necessarily people are lazy. I think sometimes it’s the tools aren’t there. 
Not all email service providers make it easy to test. You have to actually manually divide 
up your list or whatever you're going to do.  

 
 Also, we’re all busy people and for some I think just to get an email out the door is an 

accomplishment, let alone thinking about testing and what are you going to do and 
what’s the subject line. You're talking about some teams that are one person teams. 

 
Jason: I’ll throw this out there because up until last September I was a one person team and 

now I have a few folks on staff. Even though I helped write this book and I’ve been an 
ardent proponent and evangelist for testing and making sure that the information that 
you're getting from the social media books and blogs and experts and recommendations 
out there online, you have to make sure that all of this works for you and your audience.   

 
I think DJ and I do a good job in the book of reminding people that you can’t just assume 
that if we say you should always do this or this is something that has worked for us that 
it’s going to work for your audience. You have to test it. 

   
 Even though I’ve been a great evangelist for that perspective I haven’t done it myself 

because quite frankly you have to make priorities with what you do with your time and 
your day and monitoring and looking and analyzing my analytics and my metrics for what 
I do in my own company’s digital marketing is not something that I’ve had time for until 
recently.  

 
 Now as I’m starting to grow my team a little bit and we’re sitting down and we’re looking 

at “We’re doing this many blog posts a week, which is more than we were doing a year 
ago, but our traffic is dropping off. Why is that?  

 
 So now we’re starting to ask those questions and we’re starting to optimize a little bit 

better. I can certainly be a golden example of someone who just didn’t quite have the 
resources, human or otherwise, to spend a lot of time on testing and analytics in my own 
business and I’m supposed to be practicing what I preach here.  

 
 I think the common problem with business owners and marketers is that looking at the 

measurement report is one of those things where you print out the PDF, you take it 
home, and you look at it while you're watching CSI or something and you don’t think 
much about it.  

 
 I think that’s one of the critical mistakes that marketers make these days is they don’t 

focus enough on testing and looking at the analytics and trying new things and 
optimizing what they’re doing.  

 
 If everybody had enough time and prioritization of their resources there wouldn’t be 

people like the three of us talking about how to do marketing better online because 
everybody would be doing a good job with it. 

 
Matthew: Right, and I think that’s the attraction, certainly the allure of the best practices. “I just 

want to know what the right thing to do is and I don’t want to have to figure it out for 
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myself or my audience. We’re not that different from everybody else. How different could 
it be?”  

 
 I was curious on that front. On some levels you turned some best practices on their 

heads but did you find when you were writing this that you actually came up with saying, 
“Hmm, maybe that is a best practice” or “Maybe there is a new best practice that has 
come out of our scoffing at the old best practices.”  

 
 Are there any best practices? 
 
Jason: I would say that the only best practice that I think we would agree on after researching 

and talking to companies and writing this book is that there are no best practices. That 
there is nothing out there that you commonly say -- other than the massive one of you 
should consider email marketing, I would say everybody should do that -- but beyond 
that the decision tree, if you will, if you're going to draw out a yes/no chart and a 
flowchart of where the decision goes with your email marketing, is always going to be 
different for every business.  

 
 I’ll give you a really good example. I’ve used this before with social media but I think this 

has a really good level of relevancy and resonance for our conversation right now. There 
may be a business out there that doesn’t even need to use email marketing and I’ll give 
you an example. 

 
 A really good friend of mine has two crews that basically cut your grass. He has a lawn 

care business here in Louisville, Kentucky. I’ll paint this scenario. This is a hypothetical 
situation but let’s say Tommy comes to me and says, “Okay, Jason, you're the email and 
the digital marketing guru. I need to consider email marketing so what do you think I 
should do? I need to set up some email marketing stuff.” 

 
 I would say to Tommy, “Tommy, how do you get your current customers?”  
 
 His answer to me, and I’ve asked him this question, “To be honest with you, every time I 

cut a new person’s yard two or three of their neighbors ask me to cut theirs too.” 
 
 I said, “Okay, here is your email marketing strategy. Turn off the computer, go to a 

neighborhood where you're currently not cutting someone’s grass, and offer to cut 
someone’s yard for free.” 

 
 There is no email marketing need there. He only has two crews. Now if he had 40 crews 

and was in three metropolitan areas, that’s a completely different scenario. There are 
lots of businesses out there and there lots of opportunities out there where you're going 
to say, “You know what? There is no best practice here because it doesn’t apply.”  

 
 You can go from the large scale “should we use email marketing” all the way down to the 

granular “should we use all caps in our subject lines” and there is always going to be a 
variance from business to business so I don’t think there are any best practices. 
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Matthew: I want to get your take on this, DJ, and specifically around this. Using as the example 
single opt-in and double opt-in, you guys point out in the book there was a time when 
double opt-in was the gold standard, et cetera.  

 
 You made a pretty strong case for it not being that effective and in fact because of 

deliverability issues it’s something that can really backfire. 
 
 So I’m just curious, in the broader question of what you would say. Are there any 

remaining best practices, because it did seem like you were at least pointing to this used 
to be the best practice but this at least for the time being seems to be the best practice. 

 
DJ: I think that’s an excellent point and to me it really comes down to the saying that “best 

practices are practices that are best for you and for your audience.”  
 
 I think things can flip and flop. Just like right now I would say if you were to Google “is 

single opt-in better than double opt-in” there is still a lot of advice out there that people 
say you should do double opt-in, you should send a confirmation email, and you can’t 
get on a list until you click that link. 

 
 As you mentioned, from the book we talk about that as being historically the gold 

standard but I just don’t think it’s true anymore. There is just too much risk of losing 
people because of all the different things that can happen with that confirmation email.  

 
 I guess to your question, are there any best practices that currently exist, one of the 

things we don’t talk about in the book necessarily but looking back probably should 
have, there is some infrastructure that you want to set up; things that you want to have 
when it comes to authentication, really technical things that you want to make sure every 
email that you're sending out has so that you increase the chance of it going into the 
inbox.  

 
 Then again, that’s why we recommend for the most part that you work with an email 

service provider because if you do, if you hire a third party to help run your email, they 
do all that stuff for you. It’s one of the big benefits of doing that versus trying to create an 
email program, an infrastructure, completely on your own. 

 
 I think there are certainly practices that are better than some and more recommended, 

but the point that Jason and I try to make in the whole book and I think he gave a great 
example of this, is there are always exceptions. Once you start to say “You should 
always do this, you should never do that” I think you're setting yourself up for failure. 

 
 The reason we talk about Chris Penn so much in the book is that he is that guy that 

says, “That’s the rule but let me just break it and see what happens.” For his audience it 
tends to work. Pop-ups work for his audience. For other people’s audience sending 
mostly-text messages works. 

 
Matthew: There were some things in the book that were eye opening to me. One thing was when 

you pointed out how people use the pre-header, for example. It was funny, I just started 
going through emails and yes, every one is “click here to enable images” so I liked how 
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you pointed out a total wasted space for most people, especially given how people look 
at mobile emails. 

 
 I did have a question there. I’ve always turned off images in my emails. I almost never 

turn them on. Then you said that if you don’t turn them on basically the sender can’t 
actually -- open rates are dependent on images being on. So does that mean that all of 
these numbers we see about open rates are basically, to quote Jason, BS? 

 
DJ: The short answer is yes. That is how it is recorded. Basically what happens is there is an 

invisible image tag and then when you open it that image is served up. As somebody 
who is opening the email you don’t see it but it basically pings back to that server and 
says “somebody opened this email.” 

 
 There was a movement years ago in the industry to instead of calling it an “open rate” to 

call it a “render rate.” While it sounds like semantics, it’s really a better term because it is 
when images are “rendered” that’s when the person actually viewed it. 

 
 I would say that it becomes a little bit of a wash because on the other side of things the 

other thing that skews that number the opposite way is that, let’s say you send me an 
email right now and I have some kind of preview pane -- Outlook is classic for this -- I 
have  a preview pane so now I could scroll through and preview that email, it just comes 
up in my email client, but not really read the email or not really intentionally open it. That 
records an open if you have images enabled. 

 
 You could argue it’s a little fuzzy either way. Really in a lot of ways a better metric is 

clicks or conversions. It’s great to get opens but if your goal of that email is to get 
somebody to take action I would be looking at clicks and conversions more than opens. 

 
Matthew: From a business standpoint too, just looking at opens is almost like looking at page 

views or hits or something like that. As a true business metric it’s not meaningful unless 
you can actually tie that view to some kind of revenue related action. 

 
Jason: Yes, you can report to your CEO, or if you are the CEO or owner of your business you 

can be really satisfied going home at night saying we got 2,000 opens on our email, but I 
promise you that 2,000 opens will not pay your mortgage. You need to make sure that 
you're looking at metrics that really matter which are a few steps away from the “open.” 
Those are the more important ones. 

 
Matthew: It would be funny if eventually we could just pay our mortgages et cetera with our likes, 

number of followers, open rates, hits. 
 
Jason: That would be cool but there is a little bit of a problem there because if someone “likes” 

me I should not be ethically allowed to trade that “like” to someone for someone else. 
 

Matthew: That’s true. I know, it’s really personal. 
 
 You were talking about you couldn’t fit everything in the book. One of the things that you 

said when you were talking about the open rates, spam filters and what shows up in the 
subject line, and one of your contributors, one of the people you interviewed pointed out 
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that no, that kind of filtering for spam isn’t really used currently and a bigger thing is 
something like sender reputation. I may have missed it but do you guys address things 
like sender reputation in the book? 

 
DJ: No, you didn’t miss it.  
 
Matthew: I was really trying to prepare. 
 
DJ: I feel like you actually highlighted the book in certain sections because you're calling out 

exact quotes. Either that or you just skimmed it and picked a couple pages randomly and 
said, “Oh, let’s talk about this.” 

 
Matthew: Exactly. Every 15 pages I found something I could ask you about. 
 
DJ: We don’t talk about that as much. We have to save something for the revised edition 

anyways. It’s a good point. When it comes to a lot of the stuff that tends to get your 
emails marked as spam it’s the industry -- when I say the industry in this case it’s really 
more the ISPs like the Gmails and the Yahoos of the world -- they’re looking more at 
engagement and domain or sender reputation. 

 
 What that means is if for example, let’s use MarketingProfs. If I’m sending an email from 

email@MarketingProfs.com if that domain, MarketingProfs.com, tends to historically 
have a lot of people marking those messages as spam or sending out messages that 
would be construed as spam that domain has a negative reputation and is more likely to 
end up in spam folders. 

 
 The analogy I like to use is it’s kind of like the reputation you would have in high school. 

If you have a bad reputation it’s really tough to get rid of that. If you have a good 
reputation you should be able to coast through high school and be just fine. 

 
Matthew: I get the sense if you listen to rock ‘n roll music though that it was okay to have a bad 

reputation, but maybe we can talk about that in another podcast. 
 
Jason: I guess that depends on when you went to high school. 
 
DJ: In this case I think it depends on your goal. If your goal is to simply just drive traffic for 

traffic sake or sell a lot of Cialis pills or something then you can probably get away with 
all that bad reputation stuff. 

 
Jason: Matt, let me add one more thing to that. It’s the domain but the other thing that ISPs are 

looking at more and more now is engagement. I know that’s a big term thrown around in 
social media world but the idea is ISPs are starting to filter your messages automatically 
based on whether or not you open the message, click on a link, or in some way do 
something with that email.  

 
 You may notice if you tend to be getting emails from one particular sender, and let’s say 

you haven’t done anything with it in six months or a year, those emails might start to go 
more into the spam filter than not. That’s also important.  
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 This book was more about breaking the rules but that’s one reason to try to re-engage 
email addresses that may not be as active on your list too. 

 
Matthew: Speaking of engagement, since you mentioned the e word but it’s also something we 

associate with social media, the last few chapters of your book are really focused on 
connecting email to social media. It seemed like when people were talking about email 
being dead it seemed to be because it’s all through Facebook messages and texting and 
direct message and Twitter and that was patently false. I think you guys demonstrate 
that.   

 
It seems like what’s truly dead is this idea that email is something you can just be doing 
in a silo separated from your other marketing efforts, and that notion should be dead 
because email needs to be tied very closely into whatever you're doing social media-
wise, both for the benefit of social media and email marketing. 

 
 What do you guys think? 
 
Jason: Email by itself is not very effective, quite frankly. Maybe you might be connecting with 

your customers but you have to think about it. When you send an email as a business 
what are you trying to get people to do? You're not trying to get them to in most cases 
respond to the email or subscribe to the same list they’re already subscribed to.  

 
 You're trying to get them to click through to something; a website or a social channel or 

get information from them via a survey or something like that. Email by itself I don’t think 
is very effective at all, however, email integrated with as many other channels and 
avenues of your marketing program as possible can become enormously powerful and 
as we talk about in the book with regard to social media, I would expand this 
conversation out to even beyond social.  

 
 If you use email and tie it into social, tie it into other digital mediums, tie it into traditional 

marketing and advertising, tie it into direct mail even, then each of your different touch 
points for your consumers feed the other. You can drive social engagement through 
email; you can drive email subscriptions through direct mail, so on and so forth. 

 
Matthew: What do you say, DJ?  
 
DJ: What Jason said.  
 
Matthew: But with more bourbon. 
 
Jason: And bourbon. 
 
DJ: Jason’s right. I don’t know if I would go as extreme as saying email completely in a silo is 

ineffective. I think it can but I guess you're right; you want to have some kind of call to 
action. You're using email as that conduit to drive somebody somewhere else. That 
could be a website; it could be to sign up for a webinar.  

 
 To me, I just think, and we talk about this at the end of the book, you're not really 

breaking the rules when it comes to email and social because I think the rules are still 
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being created. I’m seeing examples of people integrating the two channels. In fact, we 
talk about MarketingProfs in the book and one of the things I really like about the 
MarketingProfs newsletter is you have that little section that says “ReTweet This.”  

 
 For those that don’t get the MarketingProfs newsletter, first of all shame on you, and for 

those that do you’ll see this little section that says “ReTweet This” and what I really like 
about that is it brings Twitter into your email newsletter. Also for the person who is called 
out in that newsletter I’m a heck of a lot more likely to share that newsletter with my 
audience if I see my name in there or I see somebody else that I recognize in there.  

 
 I think it’s a great way to combine the two channels. Frankly, what I see more and more 

of is people doing what I would call social connecting. That’s the idea of sending an 
email out and saying “Follow us on Twitter”, “Like Us on Facebook.”  

 
 What I don’t see enough of is the social sharing and to me that’s the real power. Give 

me the ability to take your email and share it with my network. My network might be 
10,000 followers on Twitter and your email list might be 1,000. If I can get a handful of 
those people, even 100 people to click through I’ve now expanded the reach of that one 
email. I think that’s really where the power is. 

 
Matthew: You guys, that’s all the time we have left. It’s my understanding the book is coming out 

at the end of August. Where can people find out about it? Do they just go to the web and 
type in email and you're the first thing that comes up? 

 
Jason: Wouldn’t that be nice? 
 
DJ: Wow that would be awesome. And there’s just a picture of Jason and me sitting 

somewhere.  
 
 I think the easiest way is to go to Amazon and I think if you search Rebel’s Guide to 

Email Marketing we will hopefully be number one. If not, we’re doing something wrong. It 
will be available on Barnes & Noble also and other places like that. 

 
Matthew: Perfect. You guys will here in Boston in October to preach into the assembled masses at 

the B-to-B Forum, right?  
 
DJ: I will be. Jason, are you going to be there? 
 
Jason: I don’t think I’m going to be there. I don’t think that’s on my calendar but I will see if I can. 

How about that? 
 
Matthew: People will see DJ. 
 
DJ: I will have a picture of Jason with me or something. 
 
Matthew: Thank you DJ Waldow and Jason Falls for joining us here on Marketing Smarts, and 

thank you listener for listening here to the end. This has been the Marketing Smarts 
Podcast and I’ve been your host Matthew Grant. Talk to you next week. 

 


