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About Inbox Marketer 
Inbox Marketer is a leading digital messaging company servicing Fortune 500 and 
brand-name organizations across North America. Our specialty is data-driven multi-
channel messaging campaigns that are fueled by insights and incorporate 
segmentation, automation, triggers, data analysis and measurement. 
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CEOCFO: Mr. Litchfield, what was the vision when Inbox Marketer was started 
and where are you today? 
Mr. Litchfield: When we started, 12 years ago, it was as an email service provider. 
Email is still rather a young industry, but of course it has branched out into other 
channels of digital messaging, notably mobile and social media. Our business is about 
digital messaging across those three addressable channels for a customer base of 
primarily Fortune 500-size companies. What we do is build online communities for those 
companies so they can reach and connect with their customers, and we use digital 
messaging to do that. 
 
CEOCFO: What do you understand fundamentally about digital messaging that 
perhaps others do not or do not understand as well? 

Mr. Litchfield: I think the trend really is with other providers that they are all about one channel. They are an email 
channel or mobile channel. We unite all those channels into a single, digital messaging universe, and it is all tied together 
by a data mart that is unique to our customers. All the responses from those channels go into that data mart, so our 
customers understand who is connecting and through what medium. 
 
CEOCFO: Do you find that most companies today understand that concept, in general, and do they understand 
the depth of what you provide? 
Mr. Litchfield: They increasingly get it. We have been preaching the value of email and database marketing for 12 years 
now, and there is the need for advanced segmentation and treating all your clients differently and sending unique 
messages. The technology enables us to do that. Many more companies understand that now, and many more 
companies are really on the bandwagon to do that. They seem to be much more knowledgeable about customer data and 
the need to use it strategically and intelligently. 
 
CEOCFO: How much would you typically drill down to customize? 
Mr. Litchfield: In a typical client’s customer database, we try to get as much data on an individual customer of theirs as 
possible so we can segment their mailings as much as possible. Geography is a big indicator, gender, income, and more 
recently, behavioral activity and what they have done on your website or what they have purchased recently. All these are 
indicators for propensity toward purchases down the line. 
 
CEOCFO: Are there points in time when a company is more likely to come to you or when they are seeking 
services in general? 
Mr. Litchfield: Usually after they have tried with another vendor. We are a relatively small company, so we have about 55 
employees and about 100 clients. We are a very full serve company that has very close, strategic relationships with our 
customers. Often, the customers that come to us have had experience previously with a much larger email vendor where 
they had a big platform but did not know how to use it and did not get much help from that vendor. They tried it for a year, 
their program did not go very far and they were not getting the ROI on it that they wanted, so they heard about us and our 
full services and came to us for our special expertise. Most of our customers have been a customer of a much larger 
platform before. 
 
CEOCFO: How do potential customers learn about Inbox Marketer? 
Mr. Litchfield: It is almost all by referral and word of mouth. Most of our customers come from our existing customers. 
Because we do tend to deal with really large companies, there is turnaround in those companies so people in the 
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departments that we deal with will go to another large company and often bring us with them after they have been there 
for a few months. I would say half of our new business comes from customer referrals, and the other half comes from our 
own marketing efforts, which tend to be on the educational side. We put on many seminars, do lots of public speaking and 
we attend some trade shows. We publish a lot. We write articles, we blog and we create really good newsletters. We do 
very little advertising, for example. It is all through either referrals or educational marketing. 
 
CEOCFO: There are many well-known companies in your customer list. What type of engagement would you 
have with a firm like Johnson & Johnson or AT&T? 
Mr. Litchfield: AT&T is our largest client, so we deal in offices out of Atlanta, New Jersey and maybe five different 
divisions. We do everything for them. We send out bill statements, product promotions, and we send something called 
video bill. AT&T gets huge spikes to their calling center right at billing time, especially with new customers wanting 
clarification on charges. To reduce these spikes we helped introduce video bill. Customers receiving their first two paper 
bills now automatically get an email with a personalized video bill in it. If they click on a personalized URL, a video pops 
up and explains to them what the charges mean. It walks you right through your bill. That has reduced their call center 
traffic by quite a lot and it saves them a great deal of money. 

 
CEOCFO: What might be something out of the box that you would do for a customer? Does a client know what 
they want and come to you for the solutions? 
Mr. Litchfield: They usually come up with the problem and then we think of the solution. Something out of the box is that 
we do a great deal of custom programming. For example, we have some customers with many regional offices coast to 
coast – such as our insurance clients. There is always this struggle between head office that has to control all the 
branding and make sure the brand is not being misused, that the offers are stated correctly and so forth. The regional 
offices just want to send things to their local clients and they want as much autonomy as they can have. We have a 
multipoint deployment system that we built that allows head office control of branding. They create the templates, so 
everything is controlled there, yet the local offices can access this and send those templates and customize them with the 
agent’s photo and name and send them to their local subscribers and customers. It blends central control and regional 
autonomy very well. This started as an out of the box product, and now we are selling it to many different companies. 
 
CEOCFO: Does the consumer not realize it is all coming from one place? 
Mr. Litchfield: The thing is, it isn’t all coming from one place. The insurance policies, offers and branding are uniform but 
the conversation the consumer is having is directly with the agent can find the right mix of services for their client. 
 
CEOCFO: What goes into the thought process of how you create a program for a customer? How do you decide 
where to focus and how to focus? 
Mr. Litchfield: It starts with a listening session with the client. A client usually has a problem. Some of the problems are 
very common: their email database is not big enough or they are losing customers; or they are not holding on to 
customers or acquiring new customers fast enough. Sometimes they are unique problems as well, like the AT&T call 
center. It always starts with a listening session, and then we analyze what the competitors are doing and industry trends 
so everything is in context. Then we start brainstorming solutions on our end. We take it back to the client, brainstorm our 
solutions with them, get their feedback, and we progress toward a plan. 
 
CEOCFO: How do you evaluate the new concepts and technologies to know what you need to incorporate or 
keep on the radar screen and what is likely to fall by the wayside? 
Mr. Litchfield: We are a best practices shop, so we subscribe to a great deal of research and we have a big research 
budget. We constantly avail ourselves to this research and best practices as they emerge. We are always watching trends 
and we attend many conferences. We do not like being surprised. That is really how we evaluate these things. Social 
media is an example. It has been around for a good seven years. When you go to conferences, it always seems to be 
something about to explode, with a lot of money going into it. But to this day it hasn’t found its feet as a marketing 
channel, because it is so different from any other channel. In digital messaging, social media is still of limited use. We use 
it to its fullest, but it still has limited applications. It is not quite there with email or mobile messaging.  
 
CEOCFO: Would you tell us about UMPIRE? 
Mr. Litchfield: UMPIRE is the ‘productization’ of what we have offered as fully-managed services at Inbox for years. It is 
a unified messaging platform, and we took the first letters in each word to create the name. We have been in business 12 
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years and in the first eight years we were strictly a service company, sourcing all of our technology from outside, like our 
email servers. We had used most of the major platforms out there who happened to be our competitors because we 
licensed those platforms. Also in those eight years we learned a great deal about what big corporate clients need. Most of 
these platforms were not meeting those needs or our needs, so we started building our own. After three years of 
development, we completed UMPIRE, and UMPIRE differs from the other major platforms in several ways: First, it unifies 
all those digital messaging channels in a common data mart. Second, it is extremely easy to use. The reason it is 
extremely easy to use because we teamed our software engineers with our account managers who really understood 
customer needs. Together, they designed the architecture of the system and the user interfaces and what features 
needed to be in there and what features could be left out because nobody used them. The result is a system we can train 
anybody to use in two hours. This compares to bloated, legacy messaging platforms with code bases dating back to the 
1990s. They are expensive and high maintenance platforms.  UMPIRE is brand new and based on a very modern .net 
code base. That means it is easily modified, so when we do bring in new features they can be done quickly, inexpensively 
and without complicating the user interface.  
 
CEOCFO: Are you glad you waited? 
Mr. Litchfield: Yes, it is really the right platform at the right time. We have always been a full-serve shop aimed at a full-
serve market - Fortune 500 companies. We built Umpire as a self-serve product for mid-sized companies, which are 
typically more hands-on and strategic. They like to do things more themselves so that they like having a good self-serve 
platform in their hands, but they still want higher-end services like strategy and message optimization, segmentation plans 
and that sort of thing. It is a very interesting market for us that extends us into a mid-size market on a product basis but 
also creates demand for higher-end services.  
 
CEOCFO: Did you develop UMPIRE and then realize that was the best place for it or did you want to get into that 
market? 
Mr. Litchfield: That was very much the strategy, and why we built UMPIRE. We built it to productize what we do so we 
could be a more scalable business and extend into a really good market that is more neglected than the Fortune 500 
market. That has always been the intent. 
 
CEOCFO: What is your geographic reach today? 
Mr. Litchfield: We are North America - roughly split between the United States and Canada. 
 
CEOCFO: When a company has been using UMPIRE, when do they call on you for advanced services? 
Mr. Litchfield: There are two general times. One is in the initial sale. In the initial sale, they discover as we are 
demonstrating the platform, the uses of the platform and everything, we are also telling them these additional services. 
Often, they will license the platform but also tell us they really liked our graphic design and templates and want to know if 
we can design them some templates, for example. We also make them very aware of our strategic services: customer 
acquisition plans, segmentation plans, customer retention plans – strategies that can grow their online communities and 
their business. Every customer has an account manager who stays in touch with them, so it is fairly common that they 
come back for more services later in the year.  
 
CEOCFO: Do you find that most companies you work with pay attention and use the results to make change? 
Mr. Litchfield: In terms of paying attention, it is really paying attention to the results of the campaign. In UMPIRE, we 
have excellent graphical reporting so it is easy to see if they are improving, or if the community is deteriorating. We watch 
that with them and are always prompting them about trends that we are seeing in their data. It could be that their online 
community is getting less active and there is a greater and greater proportion of the database that has not clicked on 
anything - this is often an indicator that you are about to lose a customer. We monitor that and offer solutions to fix it 
before the problems gets too serious. We see a trend of companies getting much more familiar with their customer data   
and proactive about maintaining its health.  
 
CEOCFO: How do you continue the trajectory with your business? 
Mr. Litchfield: We are still in the early days of UMPIRE and the mid-size market, so we see a lot of time. I think our 
trajectory is probably going to steepen again. We are 12 years old and we started to mature. As a full-serve business, it 
took us three years to design and create UMPIRE. We are in its fourth iteration right now. We have laid the steps now to 
go after a big chunk of that mid-tier market. We just made our inroads in the last 12 months and it is going well, but we 
think we have a long way to go, so it is a very exciting time for us. We productized ourselves as a company and retain our 
original full serve business to really large customers. It is almost like being an adolescent again! 
 
CEOCFO: Giving back is important for Inbox Marketer . Why and where do you focus your efforts? 
Mr. Litchfield: We focus our efforts more in our community. We are big food bank contributors. We donate money, food 
and our time. Just last week, our whole office took the afternoon off and 50 of us went down sorted boxed literally tons of 
food. We do that probably twice a year. We also donate to places like the local hospital both money and our services, 
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handling all their digital campaigns. It is important to help people, especially in your community, and it is also important 
internally because it makes us as a company be more to our employees than just about money and sales. I think it makes 
everybody feel a little bit better about themselves and about their company, and these things are also social things. When 
we go work together, side by side, stacking food, we can all enjoy a slightly different relationship than your usual day-to-
day work relationship. It is a very important feature and characteristic of Inbox. 
 
CEOCFO: Put it all together for our readers. Why pay attention to Inbox Marketer? 
Mr. Litchfield: I think there are two reasons. First, we provide an increasingly important solution to just about any 
business out there. That is your ability to connect with your customers, turn them into a vibrant online community and be 
digitally aware of every behavioral nuance in that community. That awareness can deliver maximum ROI for your 
company. The second reason to pay attention is that it is always interesting to see a company grow and bring innovation 
into the market, which is our whole story. If people are at all interested in the state of the art of digital messaging - not just 
what digital messaging can do for them but where it is going - we are at the vanguard. 
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