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Let’s walk before we run

Heather Maitland investigates how we are getting on with our e-mailing campaigns

Last autumn, my colleague, Beth Aplin, joined 13 venues’ email lists to see what happened.
  Although she was playing the role of a dance enthusiast, just five venues sent her relevant emails at an appropriate frequency.  She got nothing at all from five venues and one venue sent her an average of two emails a week about everything from kids’ shows to musicals.

We hear a lot about the excellent results achieved by some of our colleagues but many of us aren’t getting the basics of email marketing right.

The research is clear and consistent.  Email marketing works because it is low cost, easy to do and is customisable.
  Unfortunately, much of what we send out is ineffective because we ignore that third essential factor.  Like any form of permission marketing, email must be ‘anticipated, personal and relevant’.

Anticipated means email arriving at the frequency the recipient expects.  Ruth Rettie and her team tested this by inviting people interested in music to sign up to receive emails via the NME website.  Only 30% of the participants opened all the emails they were sent.  So, although participants had requested either daily or weekly emails, most still didn’t read them all and, even worse, 52% unsubscribed.  The problem was that there wasn’t enough content to sustain personalisation and relevance at that level of frequency.
Personalisation and relevance are essential.  Jupiter Research found that untargeted, one-size-fits-all emailings had an open rate of 20% and an average conversion rate of 1.1% while highly personalised campaigns to lists segmented using clickstream data that indicated what elements of the website interested each visitor scored 33% and 3.9%.

Open rates are declining according to DoubleClick’s research.  They identify two reasons.  As databases of email addresses age, the older addresses perform less well.  The answer is to segment so that messages can be targeted to reactivate lapsed customers.  They also believe that recipients are becoming more discerning.  They are only opening emails that are relevant and timely.  Again, the answer is better segmentation of lists.

Beth Aplin’s experience as a mystery shopper indicates that many arts marketers are not segmenting their elists or targeting their emailings.  But we are not alone in this.  Although the 500 companies participating in the Email Marketing Industry Census were spending a fifth of their online marketing budget on emails, 81% said that they are not using the medium as effectively as they could.
  Almost half of all campaigns carried out by participants in the Direct Marketing Association’s benchmarking project in the last quarter of 2006 were one-size-fits-all messages usually sent out monthly.  The report’s authors speculate the increase in unsubscribe rates are partly because people are getting more emails and partly because untargeted messages are being rejected.  Even so, 80% of the participating marketers were experiencing low opt-out rates of less than 1%.  On average, though, each was sending out five different types of email.
  I suspect that most arts marketers are sending out just one or two.  Are our opt-out rates correspondingly higher?  Most of us don’t know.
All of this matters.  Research published in 2006 identifies the key factors for the effectiveness of marketing communications channels as the degree to which they are seen as enjoyable (as opposed to objectionable eg intrusive), entertaining, and reliable.  It shows that recipients rate personalised snail mail as significantly more trustworthy and reliable than email, which gets similar ratings to telesales calls.  They are also much more likely to bin the email they get at home than they are traditional media.  Although they rate email they get at work much more positively, this doesn’t translate into sales.  Email, telesales, SMS and door-to-door sales visits get the lowest scores for purchase intention for both business to business and business to consumer campaigns.

Spam plays a role in this.  A phone survey of 2,200 American adults revealed that 37% believed they were getting more spam, although 51% said they had not perceived a change.  They are getting better at dealing with it: 68% said they almost never unintentionally open a message without realising it is spam.  Even so, it has had an impact on their attitudes towards email.  Just one in five said that spam had reduced their use of email but over half said that it had made them less trusting of emails.
  We need to make sure our emails are instantly identifiable as anticipated and relevant by keeping the subject line short and focused on what we are offering, making sure our organisation’s name is recognisable in the From line and make sure that the key message is visible in the Outlook preview pane.

There are technical issues, too.  AOL, Gmail, Outlook 2003 and upgraded versions of Outlook Express automatically block images.  This has a negative impact on brand, relevance and interactivity.  21% of business and consumer email messages tested in research into 1,000 emailings sent out in the last quarter of 2006 were completely blank when images were blocked.  26% contained links that did not work.

So let’s get the basics right.  That way we won’t waste the time and effort we put into our email campaigns.  There’s a wealth of information and resources out there to help us, so there’s no excuse.  Start by taking a look at www.emaillabs.com/tools today. 
� To find out more, email beth@hapartnership.com


� Ruth Rettie, Ursula Grandcolas and Verity Payne, ‘Email Marketing: permission to pester’, Academy of Marketing Conference, Nottingham 2002 consulted at � HYPERLINK "http://www.kingston.ac.uk/~ku03468/docs/permission.pdf" ��http://www.kingston.ac.uk/~ku03468/docs/permission.pdf�, 22/8/2007


� Seth Godin, Permission Marketing: Turning Strangers into Friends, and Friends into Customers, (New York: Simon and Schuster, 1999), p 43


� Consulted at � HYPERLINK "http://www.emaillabs.com/tools/email-marketing-statistics.html" ��http://www.emaillabs.com/tools/email-marketing-statistics.html�, 21/8/2007


� DoubleClick Email Solutions, Analysis of Ope Rate Trend Data consulted at � HYPERLINK "http://www.emaillabs.com/tools" ��http://www.emaillabs.com/tools� 14/8/2007


� Adestra, Email Marketing Industry Census, E-consultancy.com ltd, 2007, p 6


� National Email Benchmarking Report: Q4, 2006, Direct Marketing Association


� Peter Danaher and John Rossiter, A Comparison of the Effectiveness of Marketing Communication Channels: perspectives from both receivers and senders, 2006


� PEW/Internet, PEW Internet and American Life Project, May 2007 consulted at  � HYPERLINK "http://www.pewinternet.org/pdfs/PIP_Spam_May_2007.pdf" ��http://www.pewinternet.org/pdfs/PIP_Spam_May_2007.pdf�, 14/8/2007


� Internet Retail Survey on Email Marketing, May 2007 consulted at � HYPERLINK "http://www.emaillabs.com/tools/email-marketing-statistics.html" ��http://www.emaillabs.com/tools/email-marketing-statistics.html� 14/8/2007


� Email Experience Council, The 2007 Rendering Report, 2007 consulted at � HYPERLINK "http://www.emaillabs.com/tools/email-marketing-statistics.html" ��http://www.emaillabs.com/tools/email-marketing-statistics.html� 14/8/2007





