
Application for the EDDM Award 2016 

Presentation of XQueue / wdv
Frankfurt, April 2016



Mission and Goals

Retention
 Increase customer loyalty

Branding
 Positively influence company image 

Competence
 Show subject competence by offering premium content

Contact
 Increase number of contact points



Newsletter Portfolio Subscription Page

• AOK.de multi topic portal newsletter

• AOK ON student newsletter

• Schlemmerpost diet newsletter

• Baby care newsletter

• Pregnancy newsletter

• Vaccination and preventive health newsletter



Campaign 1: Pregnancy Newsletter

Result

 Opening rate: 68%

 Click rate: 40%

Solution

 Series of 35 fully automated time triggered emails

 weekly schedule starting in pregnancy week 5 

(expected birth date is entered on subcription

page)

 Key content: medical background information

about the unborn baby, diagnostics, relevant health

insurance coverage details, links to additional 

content, tipps, checklist, contacts, … 



Campaign 2: Baby Newsletter

Result

 Opening rate: 76%

 Click rate: 39%

Solution

 Series of 15 fully automated time triggered emails

over the course of 12 months after birth

 Sendout schedule in irregular intervals depending

on time relevance

 Key content: medical background information

about the newborn baby, reminder for standard

baby health checks (so called U1 to U6), relevant 

health insurance coverage details, links to

additional content, tipps, checklist, contacts, … 



Campaign 3: Fitness Newsletter

Result

 Opening rate: 51%

 Click rate: n.a. (no links included)

Solution

 Series of 30 fully automated time triggered emails

 Daily Sendout

 Key content: fitness exercises that can easily be

integrated into a daily routine, recipes for healthy

food



Campaign 4: Health Test Reminder

Result

 Opening rate: 44% to 60%

 Click rate: 16% to 24%

Solution

 Series of 4 fully automated time triggered emails

 Scheduled over 6 months

 Reminders are sent based on predefined time 

intervals and subscriber behavior (health test

completion)



Success Summary

Key Drivers

Comparison

• Nurturing of email addresses over almost two years (if pregnancy + baby newsletter
are subscribed)  

• B2C response rates exceptionally high in comparison not only with market
averages but also with all other AOK newsletter offerings:

• Portal
• regional (e.g. dafuer-sind-wir-aok.de)
• Student (AOK ON)
• Vaccination / Preventive Health
• Diet (Schlemmerpost)

• Premium content timely delivered to a highly targeted audience from a trusted
sender

Newsletter Open Rate Click Rate Unsubscribe Rate

Pregnancy 67,80% 39,40% 1,47%

Baby 76,40% 39,40% 0,26%

Fitness 50,10% 0,19%

Preventive health 47,00% 19,30% 1,60%

Future
• More similarly innovative email campaigns are planned …

• Breast Cancer (Brustkrebs)
• Self Help (Selbsthilfe)
• AOK Plus
• Employee
• …


