Miele

Mastering Deliveranility
MIELE

Sept 2025

The Advance d Email & CRM Marketing Conference



* * *
arman famiyv run o e S 2t O\

T ) \/ &

Leader in premium home appliances
Global presence (+50 markets)

since 2020 in Amsterdam
M iele X

* *
a O1lO0DAlL (O 2 () 2
_J NJ U/ \_ _ N N

Federica Rotondi - Head of CRM

2



How Miele mastered deliverability
Agenda

01

How it all started

02

How it all changed

03

What we achieved

04

Takeaways

Miele. Immer Begser. | CRM




How it all starteo

17 subsidiaries all on separate CRM
tech stack

L ocal activities run in silos

Poor segmentation and personalization
capabilities

Little knowledge about tech KPIs — no
monitoring or troubleshooting

Deliverability “the unknown”
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How it all changed

Set the basics right

Central infrastructure
Migration to dedicated IPs @

Authentication requirements

Keep it clean

DOI / email verification

Rule the business

MAILABLE segmentation @
Engagement segments @

Common sending practices

Strict data hygiene measures

List-unsubscribe as default

Demystify Deliverability
In-house expertise

Ongoing updates & adjustments
Stakeholder trust

Make it to the inbox

Postmaster tools access
Regular inbox placement tests

Internal seed list
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IP warming
golden rules

Specifically for multi-domains migration

® & 6 6 ¢ o o o

Be in the driver’s seat

Plan in advance & don’t rush

Start with domains with healthier KPls
but less business critical first

Migrate 1 domain at the time
next when 80% volume on new |IP and KPIs stable

Transfer “good” traffic first
automations, transactional, one-offs to engaged users

Prepare a thorough warm-up plan incl. daily volume increases

Align with campaign planning to enable daily volume sending

Monitor & adjust
if OR/CTR drastically decreases or SBR don’t stabilize
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Business rules

Consistent rules enabling efficient & scalable adjustments

MAILABLE

Mix of consent data, additional safety measures for SB,
temporary domain exclusions, adjusted preference

Mandatory filter for each email sendout (one-off or automation)

DB health check (min 989%)

&5 Mailable [Deliverability + Consent]

o Tip 1: Customize based on DB and practices

Tip 2: Start small, don’t overcomplicate

Engagement segments

Combination of engagement & subscription data

Throttling or differentiating sending approach
Defining frequency policy

Specific targeting or exclusions (exclude inactive segment, target only
on special occasions)

B ACTIVE
Bl MEDIUM-ACTIVE

Bl PASSIVE
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VWhat we achieved

KPIs*

SBR UR
+0.3% +0.2%
CoR CTR

.0.01% «4,3%

Gpostmaster/SNDS

IP/Domain reputation  CoR

HIGH 0.1%

*overall average metrics, local variances apply
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Takeaways

01

Set the basics right

Migrate to an infrastructure that
meets all tech requirements and gives
control over your sending practices

03

Rule the business

Define helpful segmentations for
orchestrating and troubleshooting

05

Demystify Deliverability
Raise awareness in- and outside your
team

02

Keep it clean

Follow strict data hygiene
rules & automize whenever
possible

04

Make it to the inbox

Don’t rely on Delivery Rate —
test Inbox Placement
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The information contained in these documents is confidential, privileged and only for the
information of the intended recipient and may not be used, published or redistributed without
the prior written consent of Miele & Cie. KG. The opinions expressed are in good faith and
while every care has been taken in preparing these documents, Miele employees and
managers make no representation and gives no warranties of whatever nature in respect

of these documents, including but not limited to the accuracy or completeness of any
information, facts and/or opinions contained therein. Miele & Cie. KG, its subsidiaries,

the directors, employees and agents cannot be held liable for the use of and reliance of

the opinions, estimates, forecasts and findings in these documents.




