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The nature of Email Marketing opens the door for companies to communicate with a wide range of
customers in different time zones and geographies in a timely manner. This wonderful channel also
brings unique challenges that require us to ensure our customers receive and perceive our brand in
the manner in which we intend it to be conveyed.

Recognizing the importance of the email reader is critical

In most other mediums, we can carefully design our communication and distribute it - whether by
direct mail, television or radio - confident that what we designed will be received by our customers
intact. Whether someone watches your television commercial sitting in an airport or on their couch,
for example, does not alter the commercial. This, however, is not the case with email. Whether due
to a lack of knowledge, tools, or simply time, many continue to develop email communications with
the false assumption that what they see in their design software or the test message they see in
their inbox is actually representative of what their recipients will see.

With email, both the message you design and what the customer uses to read that message have a
direct impact on what you ultimately communicate. This is because different email readers (e.g.
Outlook 2003, Hotmail, Express 6, Lotus Notes 7, Yahoo) render email messages differently. What
works in one reader, does not always work in another. What displays in one, may not display in
another and almost certainly won't display identically. The end result is that an email that works and
looks perfectly fine in your inbox may be garbled, dysfunctional and unrecognizable in your
customers’ inboxes.



An in-depth look at Outlook 2007 and other leading Outlook readers

In this study we have focused on documenting some of the critical differences between the most
popular Microsoft Outlook readers (Express, Outlook 2003, Outlook XP) and the new Outlook 2007.
There are two important reasons we have elected to focus this study specifically on Microsoft’s
Outlook products.

First, Microsoft holds a dominant share of the desktop email reader market. While software like
Thunderbird and Lotus Notes may have higher shares in certain segments (e.g. technical and b2b),
most published research places Microsoft's share in the 60-70% range. This means, whether you are
a B2B or a B2C mailer, it is almost certain that a percent of your customers are using an Outlook
product at home or at work to read their emails. Accordingly, it is imperative to understand how each
of these readers will render your messages as that will have a direct impact on what you actually
communicate.

Second, Microsoft has just introduced their new Outlook software, Outlook 2007. This new version, the
first in four years, has caused quite a flurry in the industry due to Microsoft’s decision to abandon
Internet Explorer as the rendering engine and to use instead Word 2007 (with its inherent limitations).
Despite low market share, the flurry over Outlook 2007 has caused many mailers what may be undue
concern and trepidation. In this study, we have focused on examining how the Outlook 2007 product
behaves using real-world emails contributed by our clients such as Continental Airlines and Digitas.
Our goal in so doing was not to understate the limitations of Outlook 2007 (as they certainly exist) but
rather to put those limitations into the perspective of what some of the worlds top brands and agencies
are doing in email.



Our findings do reveal challenges unique to Outlook 2007 but these challenges, while cumbersome to
overcome, are not insurmountable. With knowledge, the proper tools, and a more rigorous approach
to assessing the impact of design + email reader on one’s email, mailers can continue to use this
important channel as an effective and compelling means of communication.

Study reminder - a wide variety of email readers exist and are relevant for all mailers

As noted, this particular study focuses on Microsoft’'s family of Outlook email readers. However, there
are dozens and dozens of different email readers — from web-based email readers such as AOL.com,
Comcast.net, Yahoo and GMAIL, to software readers that are installed on one’s computer such as
Lotus Notes 7, Thunderbird, and Eudora. Whether you are a B2C or a B2B mailer, your customers
are likely to be using a range of different software and web-based email readers. Each of these
readers has unique characteristics in respect to how they handle emails. This means whether you are
B2B or B2C, it is imperative to include in your design process a means by which to ensure your emails
retain their brand integrity and functionality across a range of email readers. Whether you do so
manually or utilize Pivotal Veracity’'s eDesign Optimizer suite which automates this process for you, it
Is a critical step in preserving the credibility, deliverability, and effectiveness of your email
communications.
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Not all email readers display images by default: When a customer receives your email,
images may be enabled (on) or disabled (off) depending upon the particular email reader
they are using and the default setting of that particular email reader. For example, popular
web-based readers such as GMAIL have images disabled (off) by default which means the
images within your HTML email do not display unless the customer has edited their defaults
or clicks to display them.

Why this is important: Image settings are important as many companies rely upon images
to convey their brand and key calls-to-action; thus, if the images are off, a recipient may not
know who the message is from and may miss critical aspects of your message. Additionally,
those email readers that remove the proportionate size of the image in addition to the image
itself, may render your message unreadable for those designs that rely upon images to also
impose structure in the content.

In this section we explore the image defaults in Outlook and, specifically, we answer the
following 2 questions as it pertains to the different Outlook readers:

Are images on or off by default ?
What turns images back on ?

Did you know? In addition to 3 of the 4 Outlook readers covered here, a variety of other email readers have images
“off” by default such as Hotmail, GMAIL, AT&T, Yahoo BETA, and AOL 9. Some readers with images “on” by default

include: AOL.com, RoadRunner, Comcast, Lotus Notes, Verizon, & Yahoo (classic).




Outlook 2003: Outlook 2007:

Express 6: Outlook XP:

e Images are on by default in Outlook XP. Images are disabled by default in Express 6 and Outlook 2003 & 2007.



Outlook 2003:

Recipient clicks on the “download pictures” link
for that particular message

Recipient changes their default setting (applies to
all messages)

Recipient adds your from-address or from-domain
to the Recipient’s personal “Safe Senders List*”

Address Book, white-listing, & 3" party programs
have no impact on image rendering

Outlook 2007:

Recipient clicks on the “download pictures” link
for that particular message

Recipient changes their default setting (applies to
all messages)

Recipient adds your from-address or from-domain
to the Recipient’s personal “Safe Senders List*”

Address Book, white-listing, & 3 party programs
have no impact on image rendering

Recipient clicks on the “download pictures” link
for that particular message

Recipient changes their default setting (applies to
all messages)

Address Book, white-listing, & 3" party programs
have no impact on image rendering

n/a — images are on by default

Express 6: Outlook XP:

* The Safe Senders List is not the same as the address book; it's a separately maintained list the recipient may edit

* Note: Images are on by default in Outlook XP. Images are disabled by default in 03, 07 & Express 6.
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Using Alt-Tags

Alt-tags are a component of the <img src> tag. They are descriptions of the image that,

dependent upon the email reader, display as you hover over the image and, |mportantly, may

also - dependent on the reader - dlsplay when images are disabled. For example in this HTML

code, you can see the alt-tag follows the img-src reference; in some email readers if the image

ér_edtt;?ag.gif) is disabled, the text in the alt-tag (“The Red Boat") will display if the image is
isabled.

<img src="http://www.widget.com/redboat.gif” ALT="The Red Boat”>

As image rendering becomes more and more problematic in desktop and web based email
clients, Alt-tags are a handy design tool that allow you to convey your brand and call-to-action.
As noted, Alt-tags do not display in all email readers (although they do display in the 4 Outlook
readers) and, when they do display, that display is not always identical as will be seen in this
section.

Did you know? Some of the other email readers that display alt-tags include GMAIL, MAC.com, and Thunderbird.

Some that do not display them when images are off include: AOL 9, AT&T, Hotmail, and Windows Live Mail.

Hosted and/or Embedded Images

As a best practice, images should be hosted and not embedded into the email. Among other
benefits, hosting the images reduces the size of the email whereas embedding them within the
email increases the size of the email, potentially slowing the time it takes to render. Even so, in
this analysis, we have examined emails with images executed both ways to assess whether
they will display properly.

11
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Express 6: Outlook 2003 & 2007

*MS warning and Alt-Tag
*Clearly discernable Alt-Tag

« Images were left disabled (default) for this test.

e Images in Outlook XP are “on” by default; thus, this email reader was not covered in this test.

12



Outlook 2003: Outlook 2007:

9 & &

Express 6: Outlook XP:

» Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.

13



(9 & &

Outlook 2003: Outlook 2007:

Express 6: Outlook XP:

* Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.

14
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With the release of AOL 9.0, links became the subject of blocking that heretofore had only been
seen with Images. When links are disabled, they may not display properly and/or they may not
function. It’s critical to know and anticipate how an email client will display, render and
ultimately enable or disable links in your emails. We evaluated links on two levels:

Default Link Display

Are the physical display characteristics of links correct regardless of the default image settings?
Meaning, do links display properly even if images are disabled? Are long URLs being mangled?
Is hyperlinked text displayed properly?

Link Functionality

We also examine operability. Even though images are blocked from rendering are links still
clickable?

15
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RESULTS

Hyperlinked text and full
URLSs displayed in all
Outlook clients.

Links display in both the
Inbox and Junk Folder
where a junk folder exists.

Outlook XP and Express 6
don’t have a separate junk
folder.

Neither the font nor the size
had an affect from one
email reader to another on
whether links were
displayed or not.

Did you know? Most but not all email readers have a junk / spam folder. Some of the other

readers that do not have a junk/spam folder by default include Mac.com, Thunderbird, Mail.com,

Compuserve, and Road Runner.

16
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RESULTS

Links are universally
operable in all Outlook
email readers.

Linked images that were
not displayed by default
(Outlook 03 & 07 &
Express 6) were still
operable and would load
in a browser.

Links were clickable from
both the inbox and junk
folder, where a junk folder
exists.

Neither the font nor the
size had an affect from
one email reader to
another on link
operability.

17
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In addition to the full-message view that a recipient sees once they click on your email, there
are a couple special views marketers should be privy to and optimize when and where
available.

Preview Pane - Most desktop email readers provide a “preview pane” that displays below or to
the right of the list view. The preview pane provides a preview of some of the content in the
email message and allows the recipient to make a decision on whether to open the email. The
preview pane is a critical view that should be optimized to ensure your branding and calls to
action are visible as it may be the deciding criteria as to whether your customer opens your
email. In this analysis we examine the default layout of the preview pane and the amount of
“real estate” provided. Note, not all email readers provide a preview pane; however, all 4
Outlook readers do.

Did you know? Some of the other email readers that have a preview pane include Lotus Notes, Thunderbird,

Yahoo BETA and Windows Live Mail. Some that do not include: AOL, RoadRunner, Hotmail, and Yahoo (classic).

Above-the-fold View - Similar to the direct mail world, there is an “above-the-fold” concept
applicable to email. Above-the-fold refers to the amount of your email message the recipient
can see once they have opened it but before they begin to scroll. Thus, in conjunction with the
preview pane, the “above-the-fold” view is an area that should be optimized to ensure branding
and calls-to-action are visible and compelling.

18



Express 6: Horizontal

Outlook XP: Horizontal

e Images were enabled in Express 6 for this comparison; images are ‘on’ by default in Outlook XP.

e In Express 6 and XP the horizontal preview pane is the default view.
19



Outlook 2003: Vertical Outlook 2007: Vertical

e Images were enabled in Outlook 2003 & 2007 for this comparison.

In these two email readers, the vertical preview pane is the default view.

20



Outlook XP and Express 6 feature a bottom lying preview pane that forces designers
to pack as much information at the top of the message as possible.

Outlook 2003 changed the “default” playing field by offering a preview pane that ran
the length of the screen from top to bottom. The program’s space was divided into 3
sections: the folder view on the left, the list of messages in the middle and the preview
pane on the right. This layout is continued in Outlook 2007 as the default.

In Outlook 2003 and Outlook 2007, the new challenge is to not only bring the brand
and message to the top, but to keep it as left justified as possible so that more of it will
be visible in the case that the end user’s screen resolution is set too low to allow the
email’s entire horizontal plane to fit inside the preview pane.

21
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Outlook XP Express 6 Outlook '07

(pos=397) (pos=430)

Outlook '03

(pos=350) (pos=365)

fold Iine¢

Outlook '07 gives the most space “above” the fold, followed closely by Express 6.

Outlook '03 offers the least amount of space above the fold; this makes it even more
important to strategically place information at the top of email.

e Compared using Pivotal Veracity’'s eDesign Optimizer and the Full Message View with Images.
«“POS” = Fold position in pixels. Refers to the position of the fold in a 1024x768 display resolution

22
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CSS stands for Cascading Style Sheets. CSS is an extension of HTML that gives designers
an easier, more standardized way to control how pages are displayed. With CSS, designers
and users can create style sheets that define how different elements, such as headers and
links, appear. Typically, CSS is used in website design but a number of email designers
employ CSS.

In general, you may be best served by avoiding CSS in emails if possible. One key reason
Is that Lotus Notes, another popular desktop email reader, does not support CSS well and the
result can be a munged and dysfunctional email.

However, we recognize there are those who wish to use CSS for email. There are a number
of ways to encode CSS in emails. These include providing the CSS within the HTML HEAD
tags, within the BODY tags, or as an externally-referenced style sheet. If you are using CSS,
the best execution with the widest-support is via the Inline <body> tag method but in
the pages to follow we examine all three methods to ascertain Outlook support. As you'll see
all three methods are supported to some degree in Outlook.

The most significant change in Outlook 2007 over its predecessors is that Microsoft has
removed support for some CSS elements (in our Appendix - Resource section you'll find a
link to Microsoft’s site for supported & unsupported elements). To illuminate the impact of
these unsupported elements, we’ve analyzed emails using some of the Outlook 2007
unsupported CSS elements and provided a comparison of their impact across the various
Outlook readers.

23
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Outlook 2003: Outlook 2007:

Express 6: Outlook XP:

* Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.
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Outlook 2003: Outlook 2007:

Express 6: Outlook XP:

* Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.
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Outlook 2003: Outlook 2007:

Express 6: Outlook XP:

* Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.

26
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Outlook 2003 Outlook 2007

eInline CSS between the <HEAD> tags.
27
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Outlook 2003 Outlook 2007

What is happening in our example?
The title was originally an image that in '07 has turned into
text that’s out of position & visually a different font.
#title { width: 585px; height: 120px; font-family: Verdana;
overflow: hidden; background: #000; }

#title span { position: absolute; width: 585px; height:
120px; background:
url(http://www.newace.co.uk/emailimg/title.gif) no-repeat; }v

The image of the van has changed places, the blue box
has lost it’s roundness & the text is a different font.
{ float: right; margin-top: -11em; width: 255px; border-left:
1px solid #969696; text-align: center; }

The bottom of the email has a thin line separating ads
and text, the line is missing and the ads have been mashed
together.

The footer of the email with the company information has
become distended and harder to read.
{ float: left; display: block; width: 280px; color: #fff; margin:
80px 0 0 15px; padding: O; }

CONCLUSION
Not all CSS Elements are supported in Outlook 2007.
BEFORE you use CSS in Outlook 2007, visit Microsoft’s

official site for a list of supported and unsupported
elements! (see the Appendix: Resources for the link)

28
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Forms and associated tags have given marketers an interactive way to solicit information from
the end recipient to provide instant, personalized and relevant content from an email’s input
fields directly into a webpage that’'s loaded upon submission.

<form>
First name:
<input type="text* name="firstname"> <br>

Last name:
<input type="text" name="lastname"> </form>

Spammers and phishers have exploited forms to trick users into giving up personal information
that is quickly harvested and stored for future malicious purposes. As a result forms have
slowly been fading away from email as they pose a potential security threat and are being more
and more frequently stripped by virus-filters as a potential virus.

In this analysis we examine both whether the form displays and whether it actually works
(functions). Note, these are 2 separate issues and, in at least one reported case*, a mailer
realized a lift in response from simply having a form in their email (it displayed) even though the
form itself did not actually work (but did not function).

Did you know? Some of the other email readers where forms display but do not function include: Hotmail, AT&T,

Bell South, Compuserve, Charter business, Cox, and Excite. In Yahoo they display and will function but only if the
recipient first says okay to a security warning.

* ClickZ article. http://www.clickz.com/showPage.html?page=clickz_print&id=3602411

29



Outlook 2003, XP, Express 6: Outlook 2007:

Forms display normally in Outlook XP, 2003 & Express 6.

Forms do not display, input fields vanish and are replaced by [brackets] in Outlook '07.

» Test Note: Images were enabled in Express 6, Outlook ‘03 & ‘07 for this comparison. Images are on by default in XP.
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Email with form data received in 2. Pictures can be downloaded while the
Outlook Express 6. The default form remains enabled.
image setting is off but the form

is still ENABLED.

Images Downloaded
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Form Disabled (Default)

3.

v

Form Submitted in Disabled State

Form submissions are blocked in Outlook XP, 2003 and 2007.

Only Outlook Express 6 allows you to submit form data.

Data is entered into the search box and
submitted causing the browser to load
the site with the appropriate content.
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JavaScript is a known security problem and, for years, users have been warned to disable it in
their browsers to prevent infinite window creation, calls to remote sites, etc. etc.

Traditionally, JavaScript has been used for form manipulation and web page style/layout. An
example of a snippet of JavaScript code is as follows:
<!--Script -->

<htmlI><body> type=@&xt/javascript©alert(@ello world@</script></body></html|>
<!I-- /Script -->

The use of JavaScript in email is simply asking for trouble. Most email readers today will not
display it, or simply “break” the display leaving ugly and unsightly code on the screen that
ultimately hurts the brand and the message. Despite this, many mailers continue to use
JavaScript perhaps because they are unaware of the consequences in different email readers.

In this section we illustrate what happens when JavaScript is included in an email that is
opened in the various Outlook email readers.

Did you know? Almost every major email reader does not support JavaScript.
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Outlook 2003: Outlook 2007:
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O

Express 6: Outlook XP:

e Test Note: Images were enabled in Express 6, Outlook 2003 & 2007 for this comparison.
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Outlook will not “read” or allow the running of JavaScript. Including it will
result in the display of the code within the body of the email as unparsable.
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In this study we have endeavored to test a variety of critical elements across the range of
Outlook email readers and have primarily focused on elements that have not yet been
reported on. Below is a quick list of some of the items we did not test but have been
reported by others as specific limitations in Outlook 2007.

Before you use these elements, we recommend testing them yourselves across the range of
email readers relevant for your customer base. Even if you recognize that Outlook 2007 has
low market share, there is no guarantee any of these elements work in the dozens of other
email readers and testing before you deploy is always the best practice!

Other elements reported as not working in Outlook 2007

Animated GIFS (don’t animate)

Flash

Images as bullets in Unordered Lists (UL)
Background images in DIV tags or TABLE cells
Nested background colors
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Images remain disabled by default in 2007 as they are in Outlook 2003 & Outlook
Express. Turning images off by default is a growing trend in email readers and is
becoming the new reality for both desktop and web-based readers. If you are not
ensuring your brand integrity and critical message elements are conveyed when
Images are disabled, its high time to consider doing so and make sure you have a
guality-assurance solution that allows you to view your email in both image-on and off
environments.

Unlike AOL 9, the popular AOL software email reader, links are still clickable in all
versions of Outlook and will work even if images are disabled. As a best practice we
recommend using Alt-Tags — even if they don’t display in all email readers, Microsoft
has kept them in Outlook.

Embedding images is not a best practice but is not one that is specifically disallowed
by Outlook 2007. Keeping the emails light and agile is an important factor in ensuring
timely rendering of your message and is one primary reason hosted images are still
the way to go.

The Preview Pane in Outlook 2007 hasn’t changed a great deal since Outlook 2003
so it shouldn’t alter your existing workflow. However, optimizing your email to ensure
you take advantage of this prime real-estate is still critical.

36



Outlook 2007 offers you more space above the fold than older versions of Outlook.
Take advantage of it and make your brand stand out in the larger viewing area.

CSS is still viable in Outlook 2007 although generally not recommended for all email
readers. However, 2007 does not support as many CSS elements as older Outlook
versions and you should review Microsoft's guide on CSS supported elements prior to
using this technique. (see the Resource section in the Appendix).

Forms display and function in Express and display but do not function in Outlook XP
and Outlook 2003. Unfortunately, Outlook 2007 removes both the correct display as
well as the functionality of forms. Something to keep in mind if you plan on using
interactive form elements as the adoption of 2007 grows within the market.

Nothing has changed about Scripting in emails. Avoid using JavaScript where
possible as it'll hurt your brand’s image and ultimately your ROI.
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Outlook XP

Image Default

Alt-Tags when
images off

Types of Images

Links

Preview Pane
(default layout)

Above-fold position
(1024x768)

Forms

JavaScript

Express 6

Outlook '03

Outlook ‘07
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In our testing we discovered incongruities that pose layout and content problems for anyone
actively engaged in the production of HTML email. However, these incongruities are neither
unique nor relatively more challenging in Outlook 2007 than they are in other email readers
such as Lotus Notes, Thunderbird, GMAIL or Hotmail.

In today’s environment it is absolutely imperative that mailers consider the opportunities and
limitations presented by each email reader and to evaluate their designs against each relevant
reader. You can be assured that your customers are using a range of readers that can and do
change what you are effectively communicating. In some cases you may be able to isolate
segments of your customer population by domain and develop email-reader-specific versions of
your email. For example, you could create a version of your email for email readers with image-
off as the default such as Hotmail, GMAIL, and Yahoo BETA. However, the availability of POP &
IMAP support means customers may not be using the email reader supplied by their domain
(e.g. roadrunner) but, instead, are downloading their emails into a software reader such as
Lotus Notes or Outlook 2003. Since it is not possible to identify what software reader a
customer is using on the basis of their email-address alone, the most prudent course of action
anay indeed be designing your emails to retain their integrity across the lowest-common
enominator.

One thing is certain if you are not reviewing your message in the different email readers, you
have no idea what it is you are truly communicating and as a result you may not be
communicating at all. If there is one over-riding recommendation that can be made on the
basis of our study and our experience with the different readers and their many idiosyncrasies, it
would be to empower yourself with both knowledge and tools to ensure your customers receive
and perceive your brand in the manner in which you intend it to be conveyed.
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Official Information & Tools from Microsoft
Word 2007 and CSS Rendering Capabllities In Outlook 2007:

http://msdn2.microsoft.com/en-us/library/aa338201.aspx
Outlook 2007 HTML & CSS Validator
http://www.microsoft.com/downloads/details.aspx?familyid=0b764c08-0f86-431e-8bd5-ef0e9ce26a3a&displaylang=en

Research & Market Share Statistics

InformationWeek’s Desk top market share MSFT vs. Lotus
http://www.informationweek.com/software/messaging/162800071

Computerworld’s Outlook 2007 Adoption Plans
http://www.computerworld.com/action/article.do?command=viewArticleBasic&articleld=9005493&pageNumber=1

Design Resources/ Articles & Blogs

Answers to frequently asked questions regarding email design: “The Rendering Run-Around”
http://www.pivotalveracity.com/NewsRes/200702_mediapostrendering.php

4 Things you need to know about email rendering: “Email rendering is all the rage these days”
http://www.pivotalveracity.com/NewsRes/20070111 mediapost_renderrage.php

Form Tags & Scripts in a Variety of Email Readers: “Email: Art or Science?”
http://pivotalveracity.com/NewsRes/2006-05-01-clickz.php

MSFT breaks rendering in 2007
http://www.sitepoint.com/blogs/2007/01/10/microsoft-breaks-html-email-rendering-in-outlook/

MSFT takes email back 5 years

http://www.campaignmonitor.com/blog/archives/2007/01/microsoft takes email design b.html
Scoop on Outlook, the world is not ending

http://blog.bronto.com/bronto updates/2007/01/the scoop on_ou.html

Enterprise Solution for Optimizing Email Design & Rendering

Pivotal Veracity’'s eDesign Optimizer suite provides automated rendering screenshots across over 30 different USA, Asian &
International email readers as well as mult-lingual spell checking, HTML validation, Link & Image tag verification, and much
more. Using an ESP? The world’s top ESPs have integrated and/or offer Pivotal Veracity’s eDesign Optimizer suite. Ask your
ESP if they are a Pivotal Veracity partner or review a list of some of our partners on our website.

http://www.pivotalveracity.com/solutions/eDesign.php
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Thank you!




