White Paper

How Email Marketing Can Help
You Reach Your 2009 Business
Targets

Ensure that you are getting the most out of your 2009 marketing budget
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Executive summary

With businesses seeking to cut costs as the UK
economy slows down on a par with the eatly
1990s, meeting sales expectations is going to be a
challenge, let alone exceeding them.

Email marketing isn't necessatily 'the easy way' out
of this dilemma — it requires some thought and
consistent application — but it is by far the best
candidate for a solution to the problem you'll be
facing. Used correctly, email marketing can thrive
even in times of economic uncertainty and this
year we want email marketing to help you:

e generate new business

e inspire customer loyalty

e bring cost-effectiveness
to your budget

e cnhance your other
marketing channels

In this white paper we will
demonstrate the four key
attributes of email marketing
and give you advice on how to
apply them to your business.
With a 2009 Email Marketing
Planner included, you can begin
applying a consistent approach
to your new email marketing
strategy to ensure success for
the rest of the year.
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Customer Loyalty

Forecasts suggest that the UK economy will
contract by at least 2% in the next two quarters:
with less money and fewer customers to go
round, keeping the ones you already have will be
of paramount importance.

If you're going to be in with a good chance of
making your sales targets, you need a strong
foundation of steady customers you can depend
on. If you can inspire loyalty in your customers
with regular communications and incentives, you
can bank on making the sales projected with
greater confidence.

made easy:..

Communicating with customers on a regular
basis is important because chances are there are
plenty of competitors fighting for their attention
too. Minimise the amount of interference your
customers experience from competing adverts
with a steady stream of your own. As the
communication channel with the lowest 'cost per
send', email marketing can help you to do this
without spending large amounts of your
marketing budget.

v Qui ck

"'-., lectric
o
23
ONLINE.COM W

Ti p!

You can keep customers even more
engaged by providing them with
sales incentives and exclusive
content unavailable to the general
public. Whether it's a simple
discount or special media content,
make them feel special and they'll
keep on opening your emails.
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Cost Effectiveness

The Direct Marketing Association
(DMA) recently quoted email
marketing campaigns as enjoying a
maximum return on investment
(ROI) of 500% in some cases. Not
even the most successful direct-
mail, TV, print or telesales
campaigns achieve this kind of
return. Pay per click campaigns can't
compete with this ROI either and
are off limits as feasible marketing
opportunities for many.

Email marketing, however, is more of a level
playing field. Small and large businesses alike
can get leverage out of email marketing's strong
ROI and the size of the campaign can be tailored
to fit individual budgets and market sizes.

It also saves a lot of time. For instance, to
formulate, design and circulate a traditional
advertising campaign can take days at the very
least. With email marketing, putting content
directly into pre-designed templates means you




have an aesthetically pleasing marketing
message in a fraction of the time, and once you
click 'send’, the message will transmit
instantaneously.

v. Quick Tip!
Take advantage of email g
marketing's time-saving
capabilities by releasing
topical campaigns. If
you can coincide a
campaign to launch
within hours of a big
news release, you'll get
a head start on your
competitors and show
your customers you're
more aware of the
businesses environment -

around you. A company that knows what's going
on in the business world is one to trust in the
mind of a customer.
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Building Relationships to Generate New
Business

Email inboxes are an extension of people's
personal space, albeit not to the same extent that
a person's letterbox and telephone number are. It
strikes the right balance between the personal
and impersonal; that's why email marketers find
it easier to build trust with their prospects than
those working in direct mail or making 'cold
calls'.

Regular communications are used to build trust:
as the recipient receives more emails, the more
familiar your name becomes to the consumer and
by delivering quality content every time you gain
the status of a 'trusted sender' — recipients won't
need any encouragement to open your emails.

Setting a regular schedule for email send-outs is
simple enough; creating quality content is your
chance to shine. Use the time saved by email
marketing's efficiencies to research topical news
stories and personalise your content. Address
recipients by name, listen to their preferences

and you'll endear yourself to your mailing list.
After all, nothing should be more important to
you than your customer. By taking a leaf out of
Dale Carnegie's book, 'How to Win Friends and
Influence People' and becoming genuinely
interested in your customers, they'll become
genuinely interested in you.

v. Quick Tip!

Use auto-responders with data capture forms to
learn more about your mailing list. With auto-
responders you can organise to send a welcome
message automatically when people sign up to
your list — there's no better time to get this
information than when the interest is fresh.

There is an added
bonus to using auto-
responders: it comes
in the form of a 24
hour marketing team.
No matter when
people sign up to
your mailing list, they
will get an instant
response. In effect,
you will have opened
your marketing
department to anyone
located anywhere in
the world — without
your marketing
department
necessarily being
there.

Integrate Email Marketing With Your Other
Channels

Email marketing is a versatile channel — it can
work either as a standalone solution or as a
complementary service to traditional and other
digital advertising channels. With a quality
customer relationship management program in
place, you can collect prospects' information via
email, gain their trust with repeated
communications and then introduce a 'soft' or




‘hard' offer using telesales, direct mail or social
media channels.

v. Quick Tip!

When using email marketing as part of a multi-
channel strategy, think of ways in which emails
can be used as a ‘conversation facilitator': offer
an opportunity to book a telephone appointment
or ask for permission to send a ‘free loyalty gift'
through the post to increase customer
engagement.

Conclusion

Recessions typically make businesses more risk
averse despite commentators urging businesses
to continue advertising. As a result, financial
directors tend to retrench the advertising budget
and marketers find themselves in a bind.
However, the difference between the recession
we faced in the early 1990s and today is
marketers now have a new direct marketing
channel with a proven ROI at their disposal. And
as you should have seen in this white paper,
email marketing is ideal for the risk averse —
with performance analysis and reporting
facilities, you can measure for yourself how well
your investment is paying off. Pre-empt any
forced decisions by making the decision to use
email marketing sooner rather than later — even
if it's only as an additional channel, it will be a
welcome addition to your arsenal.

Finally

Don’t forget to check out the Email Marketing
Planner on the next page and use it to ensure you
meet your business targets in 2009.




Email Marketing Planner 2009

Designed to help you organise your marketing department so messages go out on time without a hitch, the
email marketing planner below is a template you can adapt to suit your own business' email marketing
strategy. For simplicity's sake, we've planned this example on a monthly cycle but you might want to
make it fortnightly or once every two months depending on how often you'd like to be in touch with your
mailing list.

However frequently or infrequently you plan to send your email marketing messages, the trick is to
remain consistent: regular messaging will help your mailing list stay engaged with what you're saying.
Make sure that everyone involved in the email marketing program has a copy of this planner so they can
co-ordinate their efforts to never miss a deadline.

Review this email marketing planner regularly to make sure it's up to date with people's timetables and
refine its focus. Plan step-by-step and the time it takes you to get your email marketing program up and
running will be dramatically reduced with the use of this email marketing planner.

(January  Februa _March

Set updata capture on the
ecommerce site with aute
responders welcoming new
contacts to the list

Deadline: 16/01/09

Broadcast first email newsletter
to list with hyperlinks to free
content

Deadline: 02/02/09

Send out second newsletter to
the segmented lists wih
additional downloadable content

Deadline: 02/03/09

Build up contacts through data
capture and bought data (send
emails to existing contacts asking
them to sign up to newsletter)

Deadline: ongoing

Analyse performance reports;
have sales team follow up
contacts who downloaded
content from newsletter and
make sales enquiries; put leads
into appropriate CRM program

Deadline: 05/02/09

Analyse performance reports;
have sales team follow up
contacts who downloaded
content from newsletter and
make sales engries; put leads
into appropriate CRM program

Deadline: 05/03/09

Create free /exclusive content for
inclusion with the email
newsletter that recipients can
download

Deadline: 26/01/09

Segment list according to marked
preferences to improve email
marketing messages' relevancy

Deadline: ongoing

Plan an A/B test scheme for next
newsletter to find out which
email subject line gets the better
openrate

Deadline 09/03/09

Compose newsletter content;
insert into pre-designed
template; check it formats
correctly in email inboxes by
using 'test-send’, provide options

Create PR story to drive more
traffic to website and fill in auto-
responders

Deadline: 16/02/09

Check current mailing list for
duplicate / inactive emails and
delete (list clean’)

Deadline 16/03/09

for recipients to enter newsletter
preferences

Deadline: 28/01/09

Compose second newsletter
content and free / exclusive
content that recipients can
download; check formatting and
deliverability issues

Deadline: 25/02/09

Compose third newsletter
content and free / exclusive
content that recipients can
download; check formatting and
deliverability issues

Deadline: 25/03/09




eMailCampaigner — get the most out of your
marketing

eMailCampaigner ™ is a practical solution to
your permission based email requirements that
helps you manage, create and monitor your e-

marketing program.

Let us show you how you can:

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

1 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:
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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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