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Automated emails deliver information seamlessly to your 
customers exactly when they need it, in a way that’s extremely 
efficient for you and your team. It’s a win-win.

• Welcome Series

• Re-engagement

• Augmented Transactional

• Reminders

• Customer Service Follow-ups

What is Automated Marketing?



You hear it all the time. You never get a second 
chance to make a first impression.

An Email Welcome Series is one of the most 
effective ways to open lines of communication and 
promote good customer service. The moment a 
customer establishes service, they are the most 
engaged and open to communication as they are 
likely to ever be. 

Automated welcome campaigns help to educate 
customers about online account access, energy-
efficiency programs, payment options and more, 
engaging customers at the perfect time. 

Welcome Series



• AEP Ohio
• Greg Earl, Senior Manager, AEP Ohio Customer Services

• Dave Tabata, Consumer Programs and Marketing Manager

• Entergy
• Jill Bryan, Questline Account Director

• MidAmerican Energy
• Alisa Reber, Questline Sr. Account Manager

Welcome Series Panel



• Open Rate: 40.98% … 2X the overall benchmark!

• Click-to-Open-Rate (CTOR): 15.58%… 
3X the overall benchmark!

• Delivery Rate: 96.46%

Welcome Series Key Metrics



• Welcome Series Impact on Program Promotion

Welcome Series Graduates are 38% more likely to 
open a Program Promotion email and 16.5% more 

likely to click once they do!

The Welcome Series that keeps on giving

*Graduates = customers who have competed a Welcome Series and opened at least one communication.

PROGRAM
PROMOTION

Welcome Series 
Graduates*

Overall

Open Rate: 29.31% 21.28%

CTOR: 8.35% 7.17%



• Welcome Series Impact on Newsletters

Welcome Series Graduates are 19.5% more likely 
to open a Newsletter and 58% more likely 

to click once they do!

The Welcome Series that keeps on giving

*Graduates = customers who have competed a Welcome Series and opened at least one communication.

NEWSLETTERS Welcome Series 
Graduates*

Overall

Open Rate: 25.77% 21.57%

CTOR: 16.71% 10.56%



Welcome Series



Additional 
Automated Marketing

Campaigns



Avista Energy:  Furnace Filter Campaign

Sign-up page Welcome email Reminder email



CPS Energy:  Energy Portal Email Campaign

< Email sent weekly 
to customers who 
recently received a 
smart meter. 

Energy Savings 
Roadshow email  >
sent to promote 
energy workshops 
hosted by CPS



AEP Ohio:  Customer Survey Emails

• Email sent to customers who 
recently applied for a rebate. 

• Attributes pull in rebate 
information and ensure the 
correct survey is used.



Idaho Power has 49,000 customers who have signed-up through a third party provider (or their 
bank) to receive a “paperless” bill. 

In 2015, Idaho Power decided to move the paperless billing offering in-house. They had the 
capabilities to handle all aspects except sending billing reminders. Idaho Power turned to 
Questline to help with the billing reminders as well as the Welcome email upon signing up and 
the Goodbye email if people choose to opt-out.

• Questline will report any “bounce back” emails to Idaho Power.  

• Customers will receive a branded email with some basic bill information, and other company 
messaging. The email would appear coming from Idaho Power.

• Idaho Power will have access to the secure Engage REST API to add customers, trigger 
notification emails, and query event data such as sends, bounces, opens, and clicks.       

• Idaho Power will be aggressive in promoting paperless, with a goal of enrolling 100,000 
customers over the 2 – 3 years. 

Idaho Power:  Billing Reminders



Additional Questions?



Thank you to our 
Panel Members and 

our Audience


