Email Marketing Strategy
& Planning

Ensuring success with your email marketing campaigns
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Executive Summary

Having been involved in email marketing
provision for over 5 years, | have noticed a trend
when speaking to potential customers. This trend
concerns those people who understand the
benefits of email marketing and would like to
start running campaigns for their company, yet
don’t feel they have
regular campaigns or how to use email to help
support your customer acquisition and retention.

This is a worry for many people. It is
understandable, if you are paying for something
then you want to make sure you are using it. Any
marketing channel needs to be utilised to its
maximum and email is no different. The fact that
it is cheaper and faster than sending direct mail
i's 1 rrel evkowwhattdseng.o u

We have written this white paper to show you
the numerous campaigns you can run, no matter
what size your database is or how often you feel
you have newsworthy information or offers.

Before doing this though, we need to look at
putting a sensible email marketing plan in place.
A simple plan will ensure your emails are
consistent and hitting the right spot with your
recipients. Without a plan, your campaigns can
suffer as you may be sending them too
infrequently or worse still, not at all.

Developing a plan 0 the basics
As with other marketing channels, there are two
main reasons people use email marketing;

1. Customer Retention — building a strong
relationship with customers

2. Customer Acquisition —generating new
business

It is important to cover both of the above angles
within your marketing plan.

It i s often quoted that
acquire a new customer than keep an existing

enou

one so you must ensure that retention is high on
your thoughts when planning email campaigns.

To grow as a company though, acquisition is just
as important and your plan must cover strategies
in generating new business via email.
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Developing a plan & setting objectives
for Retention

You can determine the strength of your

C 0 mp a eteptiorsstrategy by asking your
existing customers whether they would
recommend your company or not.

Your relationship with existing customers is a
very valuable asset and looking after them is
vital. When planned correctly, email marketing
is an excellent tool to help with customer
retention.

When developing your plan for retention, it is
important to know what outcome you want from
your marketing efforts. This can be hierarchal.

For example, when we carry out email marketing
campaigns to existing customers we have an
overall objective, followed by smaller objectives

it s ar more costly t




which work towards achieving this top level
goal;

Top Level
Objective

Retain

Customer

Ensure Provide Keep at front of
customer knows customer with mind of
that help and good value for customer so
suppott money backed t hey
channels are with high forget about
available as and customer you

When planning your campaigns, it is important
to keep things simple. At the start of each month,
brainstorm with your colleagues and decide what
information is newsworthy and likely to add
value to your customers. For example, do you
have a new service that will make an
improvement to their current package? Do you
have new features that will enhance a product
that they have bought from you?

As far as frequency is concerned, unless you
have a major press release that concerns your
existing customers, then 1 or 2 emails each
month is more than enough within a B2B
market. B2C emails can be sent more frequently
as long as they are relevant. Tesco achieve high
levels of success through their email marketing
campaigns and they often send more than 3 per
week.

Finally, write down your plan and stick to it.
Have a certain day of the month that you send
your campaigns and let your customers know
when that will be. That way your customers are
expecting it and if your emails are informative
and entertaining then your customers will more
than likely be looking forward to it and less
likely to unsubscribe.

Developing a plan & setting objectives
for Acquisition

Targeting is a critical component of your email
marketing success. Attracting and retaining
profitable customers and turning potential
customers into actual customers is a huge
challenge. Whether it's business-to-business
email marketing or business-to-consumer email
marketing, you need to know your customers. By
understanding the demographic characteristics,
lifestyle behaviours and purchase preferences
that drive your audience's decisions, you can
successfully tailor your marketing strategies to
reach those most likely to purchase your product
or service.

With this in mind, planning your acquisition
campaigns is arguably more important that
retention.

Again, as with retention, setting an objective for

your campaigns is where you should begin. With
acquisition, this is quite simple —the end goal is

generate new business.

Your plan however should be based upon the
stages that lead to generating new business such
as building brand awareness through consistent
informative emails, providing value to prospects
through offering free white papers or through
offering a free mini-course delivered via a
scheduled series of emails. Therefore, set a
realistic objective of achieving smaller goals
over a period of time such as the following;

9 Building trust through consistent,
informative emails

9 Offering prospects value through free
white papers / mini course

9 Understanding more about your
prospects through surveys and
questionnaires

Achieving these smaller objectives will help you
buildtowards t he wul ti mat e
remember that Rome

that in order for a prospect to be comfortable in

wasn

goal



buying from you, you need to develop a
relationship over time. Send consistent emails
that will strike a chord with your prospects.

JAGUAR

What drives the man who drives
the England team to victory?

Dear John,

Michael Vaughan has discovered an equally exciting way to get from 0 to 50.
The Jaguar 5-TYPE.

Look carefully at his next cover drive and you'll see our logo on his bat.

We're very proud of you. Congratulations, Michael.

Well done lads.

Click here to read more.

Yours sincerely,

Jaguar Cars

Jaguar.co.uk Locate a dealer Request a brochure Request a Test Drive
Approved Used Keep me informed  Update profile  Contact Us  Privacy
policy

Questionnaires & Surveys

How much do you know about your existing
customers? Are you doing enough to keep them
happy? Email questionnaires are a great way of
finding out where you stand with customers and
prospects alike.

Historically, the questionnaires that get the best
results are those that offer an incentive for
completion and are easy to fill in. If you want the
answers to war and peace, an email
questionnaire is not the place to find them.
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Press Release

Email marketing is a great way to get your PR
organi sed. Many compani e
agency so email provides a simple yet effective

route to journalists.

Again, keep your content
and sell your company within the press release
as vanity doesn’t wor k!
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bmi regional reaffirms commitment to new routes and frequencies
bmi regional, officially the UK's most punctual and reliable airiine, has reaffirmed its commitment to developing new
regional air services and further improving frequencies on existing routes following BA's announcement to stop its
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bmi regional operates an alljet fieet of modern Embraer 135 (39 seats) and Embraer 145 (49 seats) aircraft

bmi regional operates to the folowing UK and European airports: Aberdeen, Amsterdam, Br
Widlands, Edinburgh, Esbjerg, Glasgow, Groningen, Kristiansand, Leeds Bradford, Lile, Manchester, Nor

penhagen, East
wiich, Zurich

Event Invitations / RSVP

Organising an event can be a strain on your time
and your money. Using email to send invitations
can cut down on the time spent and cost
involved.

You can track al/l RSVP’ ¢
recipients like it as they can confirm attendance

at the click of a button without leaving the office

or picking up the telephone.
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Email Marketing Planner 0 Working Example

Day

Activity

1St

2nd

3rd

4th

5 th

6th

7th

8th

9th

10th

11th

12th

13th

14%

15%

16th

17*

1 8th

19th

20th

215t

22nd

2 3rd

24"

25th

26"

27%

28th

29th

30th

31

Campaign Ideas — choose a campaign from the list below and add them to your plan.

Retention
Newsletter
Satisfaction Survey
Referral Incentive
Press Release
Event Invitations
Welcome Packs

Acquisition Other
Newsletter / News Updates Event Invitations
Special Offers Press Release

Free Mini Course

Free White Paper / Resources
Event Invitations

Press Release




Conclusion

Email marketing is no different to other
marketing mediums - it works best when you
have a sensible plan in place. The issues covered
in this white paper should give you a solid
platform on which to build your email marketing
success.

Remember, set your objectives first and then
work out how you are going to achieve them.
Look at other marketing campaigns that have
been successful for your organisation and work
out which of the tactics used in those campaigns
can be used for Email Marketing.

eMailCampaigner - Helping with your
strategy & planning

eMailCampaigner ™ ia gractical solution to
your permission based email requirements that
helps you manage, create and monitor your e-
marketing program.

Let us shown you how you can:

91 Dramatically reduce costs through
switching from direct mail to email
marketing

9 Use advanced reporting in real-time to
enjoy a faster sales process

1 Increase profitability with highly
targeted campaigns

1 Reduce production time spent creating
projects with our friendly template
system

Just some of the great brands that trust us to
achieve their marketing objectives:

. BAA Vi

CRE

Waterstone’s

s JAGUA

FraserEAGLE

Call us on 0870 770 4990 to find out how we can
help you meet your business objectives or visit
www.eMailCampaigner.com to find out more
today or contact

eMailCampaigner.com

A product from Doctor Net Limited
Pleer House, 1 Fennel Street
Manchester, M4 3DU

T: 0870 770 4990

F: 0870 770 4991
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