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Know when it's time to break up
with your ESP and what to do

Break-ups are hard to do.
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We are

Empowering
amazing
customer

experiences.

For over 25 years, our teams have pioneered the
highest levels of email strategy and worked at the
ground level needed to implement effective

programs for thousands of companies.

We’re the only vendor agnostic, end-to-end email
agency in the space serving Mid-Market and

Enterprise companies with class and precision.

Our values remain the same to be an
indispensable partner to marketers that rely on
email for success and help them replace the
simple with the sophisticated with people that care

about their aspirations.

Some of our great stories
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email experts.

IQ\

We LIVE Email Experience ROI Serious Clout
Many agencies say they We’ve_b_eer_1 recognized Companies need thOt_Jght You would be surprisec_i the
» o e authorities in the space leaders to make email the number of large agencies
do email.” At RF_)E Origin, for over 25 years. highest ROI through a that use us to do their

our team of email experts cross-vertical data-centric email strategy and design.
LIVES email everyday. approach.

%, & Psst...we’ve got the “secret sauce.”
s g%0 We not only know the secret sauce of email, but we’ve

pioneered it for thousands of companies.
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on the screen

Ryan P Phelan
CEO

For over 25-years, Ryan has created and led innovative marketing strategies for high-growth
SaaS and Fortune 250 companies, including Canadian Tire, Capital One, Hewlett-Packard
(Global), Skype, CenturyLink, Sprint, FedEx, BeachBody-P90X, and U.S. Bank.

His experience and history in digital marketing has shaped his approach on creating
innovative orchestrations of data, technology and customer activation for clients of Adestra,
Acxiom, Responsys, Sears & Kmart, BlueHornet and infoUSA.

A resident of Dallas, Texas, Ryan's background, experience and unique perspective have
made him a popular keynote speaker and thought leader on digital and email marketing
issues. He was named the 2023 ANA-EEC Thought Leader of the year and has built a library
of thought leadership through blogs, white papers and presentations.

@ émail-lcid Capita/lOne’ synchrony @fm >
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The history of
the email world

(in 2 minutes)
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The First Age of Email: The Wild Wild
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The Second Age of Email: The Rise and Fall of Innovation
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Forrester Email Wave — 2016-2024
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From the 2024 Wave

“Most businesses are unable to accommodate rising consumer
expectations through advanced experiences...Mastering email basics
is no longer enough — it is time to renovate email marketing to get
the most out of the intimate bond that email enables between a
brand and its customers.”
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I the difference?

In all platforms, 90% of
the functionality is the
same. Focus on the

90«

ease of use in
production, and the 90%
of innovation.
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All ESP’s have a
maturation in the
market. These are
some of the indicators
that your ESP might be

slipping.
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“the talk”

Lack of Thought Leadership

No presence at industry events

Roadmap fails to materialize

No Customer Advisory Board

Bugs, downtime

Departure of multiple members of senior leadership
Not keeping up with new innovations that actually make
sense

Price increases that are not incremental

QBR’s = Sales Pitches

Your prohibited more than you're enabled

Departure of cornerstone clients

RPE Origin



I Whitepapers

A comprehensive look at
Enterprise companies' approach
to MarTech Stack Change and
advice on how to navigate the
waters.

Available at

WWW.rpeorigin.com/whitepapers

Written in partnership with: L5~ Emall

Iﬁ‘
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http://www.rpeorigin.com/whitepapers

I really happy?

37° 54 8 T

VERY SOMEWHAT SOMEWHAT VERY
SATISFIED SATISFIED DISSATISFIED DISSATISFIED

Satisfaction being an ambiguous term, we generally work in a
Frustration Index. This index is a measure of how much does

your ESP limit, confuse, complicate or block your innovation.
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Rationale to

IMPROVING
EFFICIENCY AND
PRODUCTIVITY

ALIGNING WITH
ORGANIZATIONAL

66% see Innovation as the GOALS

primary reason to move.

That's because we’re ADDRESSING

I SPECIFIC PAIN
POINTS

COST SAVINGS

getting more advanced

and laggard technology
holds us back from our

STAYING
COMPETITIVE IN
THE MARKET

LACK OF
PLATFORM
INNOVATION

N
\"':

competitors.
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No one knows

Regardless of your experience, every migration is different, complex and confusing.

How many times have you been through a MarTech Migration?

1-3 Times 4-6 Times | More Than 6

RPE Origin | GURU Email Conference 2024 §M g
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I hates me”

All MarTech change is

a journey through utter

joy and desperation.
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and Prevented Over 19 Years

Companies have risk exposure if migrations are not done through a disciplined approach that can last years and incur heavy

capital expense. Many of these points have been actualized in other migrations that fail and force companies to move again.

Narrow view of platform constrains
innovation and implementation.

Lack of knowledge on ESP tasks and
management of company priorities.

BU Centricity instead of an
Enterprise cohesive implementation.

Progress dependent upon the

bandwidth of the ESP and BU's. reduce distraction

ESP does not hold the same sense
of urgency as YOU.

Burn out based on already maximized
utilization leads to attrition.

At scale, time is not your friend as you
can easily eclipse internal and platform
innovation.

Hidden pitfalls that cascade over
years in mitigation.

Lack of institutional knowledge on
the proper process for a methodical
migration.

Not knowing what you don’t know, at
scale, will substantially increase costs
and ROI.

GURU & 2.,) /| TECH 5 tips for successfully switching email service providers RPE Origin
455

THE CONFERENCE


https://martech.org/5-tips-for-successfully-switching-email-service-providers/
https://martech.org/5-tips-for-successfully-switching-email-service-providers/

Get stuff done

MANAGING DOWNTIME DURING MIGRATION N

Migration Success Factors that Protect BAU
Migrated State

. . Current State Path and Progress Goall is to hit the
Chang | ng Vendors IS Teams and resources fully utilized Specialized resources support & elevate high mark

Expertise with ESP and CRM Persistent Focus

about new frontiers C L e .

Acceleration

EM/CRM Strategy ®

and about doing

Process Managed Automation

Full Workload

an

Replication of
Current Programs

your job. All at the

same time.

Flat, Batched,
Mass Mailing

Issues, Errors,
Stoppages

g
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Migrations are

It's not about “lift and
shift” but more about
“lift and iInnovate”
with change. This is

why you change!
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Proposed Solution Mix

Expert Support

Email, CRM, Tech Expertise

!

External Resources

Strategic Consulting
- Planning

- CRM Strategy

- Journey Templates

- KPI-based Testing

Platform Team

- Project Owners

- Plan Development

- Execution Oversight
- Data Schema

Discover

Technology Centric

- Third Party
Management

- Sandbox Owner
- UA Testing
. Migration Oversight

Leadership Group
- Support Efforts
- Vendor Selection

Cross Company Reps
- Requirements Inputs

. . Resolutions
Project Management Issue

- Spearhead Efforts
- Process & Timeliness
- Delivery Assurance

. BU Team Members
Migrate . Campaign Specs

Pilot . Execution Collaboration

Design

. User Testi
ESP Resources ser Testing

Internal Resources

Platform, InfoSEC, Marketers

- Deliverabiltiy, Platform
Integration, Custom Jobs

Internal Resources

RPE Origin | GURU Email Conference 2024
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way

Approach:

PHASE ONE PHASE Two
Discover Alignment
Immersion in objectives, Creation, optimization and
processes and data strategic brand alignment
Deeply understand each divisions use of Strategic alignment to brand standards

email to achieve business goals. Every
program, data source and use will be
documented and aligned to the
overarching data schema and process.

of our client partner and partners is
critical to cross-divisional optimization.
Teams will work to align messaging
efforts to current best practices, brand
guidelines and email contact strategies.

ss9004d AJan02sIq T dseyd

PHASE THREE PHASE FOUR

Pilot Migrate

Initial UAT and Validation Full Migration and Process

of Transference

Upon division agreement of the Systematic migration of all groups based
processes and strategic on internal alignment of priorities coming
recommendations, a systematic from the discovery process. We

» | migration will begin. Parallel to this effort coordinate not only internal client teams,
%: will be team training on the new platform but act as your representative with the

% and process. Optimization of processes ESP.

% made after this phase into the full

S migration.

Migrations are about moving everything the right way the first time. Now

about pitching things over the fence to plug in like a power strip.

GURU # 2024
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Typical RFP

Migration Ends
RFP Discovery Migration Pilot When all groups have been
A comprehensive RFP is All teams will meet with migration staff A select group or program will moved, all user's signoff on
currently in motion with to document the specifics of their data, be migrated to show the efforts and legacy platforms
input from the client processes, procedures, users and efficacy of the schema and sunsetted, we will conclude
partner to determine a current use cases. systems. all migration efforts.
. UAT UAT UAT
primary ESP
. * ‘ . —l—l—l— ) -
- S

RFP Concludes

With a chosen U f d S h Mg t B g

vendor and . . \ nified schema 1gration begins

Seea. the REP gﬂlgratlolrl Ifjlckoff“ ) Development Informed by the

process ends uSINEss feaders Wil be The proposed data schema discovery phase, all

2:?:&2?2&”&225;? on the will be built to accommodate systems are moved to
all users/groups to the new the new ESP.

platform. Integration with CDP
or other data sources.

In a perfect world, all migrations would be this easy

‘)}M‘}g%'-'
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Complex Enterprise

Migration Pod 1/3

(2 separate pods will be actively migrating with a third in prep)

1-3 Months (POD 3)
)\

Internal Stakeholder
Each business unit will have one assigned key contact

Migration Account Lead
Project Manager will be the key conduit between YOU
and Migration Team members
Platform Migration Lead

Through direction from the Migration Account Lead, the
Platform Lead will work on the migration

Technical Strategy QA Team
Team Team
1 2 - Principal
Primary Technical Strategy/ 1-3
Lead Creative Lead QA Team
37 1-CRM Leads
Technical Team Strategist
Leads 23 Creat 3-6 Validation
-3 Creative -
30-50 Migration Specialists Specialists
Specialists

Migration Pod 2/3 Migration Pod 3/3
saparais poc il baactely migrating wih & i i prag carn sctuny migrtig e

e in prag)

.....

g
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Discovery Validation
Validation of discovery items
and amendments to
documentation is validated .

Asset Migration
Marketing assets will
be moved from legacy

platform. Includes

platform to new

automations.

Sending Begins
Legacy platforms
begin their
deprecation. IP
warming begins. This
phase lasts as long as
it takes for results to

Audit Presentation UAT UAT BEjpoSTiye: UAT
Findings and
recommendations are
presented and enac?ted upon
approval. F'y [ ) _‘
. : ! ) O
Business Unit  Strategy/CRM Audit Data migration Training
Migration Each business unit will Data and Key personnel
. have an audit on current - will be trained on
Business leaders processes and presented Integrations wi Sandbox and processes.
will be assembled Wwith recommendations for begin in a sandbox :
and briefed on the optimization and increases environment TeStmg . .
aontne s, Closed system Migration Ends
prczjcess,. timeline . testing will be Legacy systems will
ar: assignment o conducted to be closed, and new
roles. validate operations
automations, monitored.
data validity.
)

Support of internal BU’s is critical to protect BAU goals due to the LOE

Y

s
| dy,
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* Perform a regular tech audit
 Based in Use Cases

« Consult the experts

How frequently do you asses your marketing technology for potential updates?

* Read the Room

 Gather consensus
« Organize, organize, then do it a few
more time

* Inclusive RFP
« Comprehensive Documentation

Pl
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Next Steps

« Start to talk to your team
about your current vendor
on a pro/con list

» Define what change looks
like

* Do atech audit

« Organize and gather
consensus

» Hire Professionals
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Ryan Phelan
CEO

ryanp@rpeorigin.om

WWW.rpeorigin.com
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