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Executive Summary

Email marketing remains one of the most effective ways to grow your business. So, if
it isn't part of your overall marketing strategy, you are missing out on a huge business
opportunity.

This guide will show how using best practice and powerful email marketing
software can increase lead generation and sales quickly; leading to new
customers for your business.




L€ Email marketing
IS the strongest
performing channel
generating

£34 for every £1
spent.”

McKinsey & Company
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Introduction

Some headlines today will lead you to believe that the days of email are numbered
and that it will be made irrelevant by social media and other new startup
technologies.

Don't believe them. While the death of email has long been buzzed about, the reality
is that it's stronger and more effective than ever. In fact, over 294 billion of them
sent daily(],

More than three-quarters of consumers2l also consider email to be the most
trusted form of communication, one reason why the number of people using it is
forecast to rise to 2.9 billion by 2019.

Businesses like it too — email marketing is the strongest performing channel
generating £34 for every £1 spentl3l. And when it comes to acquiring new
customers, email is also 40 times more effective than social media.

Given this, it's perhaps no surprise that email marketing is now a significant
component of emarketing — the use of the internet, mobile and electronic media to
sell products and services. In fact, in 2017 many small businesses are looking to
make it one of their top marketing channels along with social media and website
development.

This means that if email marketing isn't part of your overall marketing strategy, you are
missing out on a huge business opportunity.

Unfortunately, many businesses, smaller ones in particular, don't capitalise on all
that email marketing has to offer because they think it is too expensive to consider,
too complicated to do, or they simply don't know how to choose the best emall
marketing service.

However, thanks to powerful email marketing platforms like Act! emarketing, creating
a highly targeted email marketing campaign has never been easier.

This guide outlines how small businesses can use email marketing to benefit from
using email marketing best practices, a smaller business can benefit from what
marketing guru Seth Godin has called “the most personal advertising medium in
history”.

Let’s begin with the basics.


http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/why-marketers-should-keep-sending-you-emails
https://www.statista.com/topics/1446/e-mail-marketing/
https://www.statista.com/topics/1446/e-mail-marketing/
http://marketingland.com/77-percent-of-us-want-to-get-marketing-messages-via-email-theres-no-close-second-place-study-says-9420
http://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/why-marketers-should-keep-sending-you-emails
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0 What is email marketing?

Think of email marketing as an online version of traditional direct mail.

The difference is that it's not only faster and more cost-effective to send emails,
it's also infinitely easier to target and personalise the content, so you know you are

reaching the right people at the right time with the message most applicable to them.

To be most effective, your email marketing efforts should be tied to specific business
objectives, such as:

¢ Brand building — every marketing email you send is an opportunity to familiarise
the market with the logo, tagline, colours and graphics that make up your brand
image.

e Encouraging repeat business — sending your customers a regular ‘nudge email’
with a tempting offer, or news of your latest products, can overcome ‘buying inertia’
and entice them to order from you again.

e Creating customer engagement — if you don't stay in the eye-line of customers,
you create a vacuum competitors can fill. On the other hand, marketing emails keep
you top of mind until your customers are ready to buy.

54% of marketers say increasing engagement
rate is their top email marketing priority.”
Ascend2

¢ Drive revenue — all of the above lead to higher revenues that add to the bottom
line. And once your database is big enough, you can even create further revenue
streams by allowing others to sell products and services to your list.

A precision marketing tool

Whether you use email marketing to send post-purchase follow-up emails,
newsletters, promotions, or surveys, email marketing is highly versatile, affordable
and easy to use. This makes it particularly appealing to smaller businesses that
typically don't have large marketing budgets or in-house technical expertise.

It's for these very reasons however that emarketing is used by some as a blunt
instrument to promote their message at little cost. However, emails sent randomly
and in high volume don't work. Turning email marketing into a simple ‘numbers
game’ is just ‘spamming’, a counter-productive tactic that can damage a business’s
reputation.

Three-quarters of companies agree that
email offers ‘excellent’ to ‘good’ ROI”
Econsultancy

In fact, email marketing is actually a precision technique that enables you to adjust
and fine tune campaigns down to the smallest detail, thanks to the ability to see
which emails have been received, opened, clicked or deleted.



http://ascend2.com/wp-content/uploads/2017/01/Ascend2-Email-Marketing-Strategy-Survey-Summary-Report-160908.pdf
https://econsultancy.com/blog/67734-three-key-charts-from-our-2016-email-marketing-census/

e Creating an email marketing campaign

To create an effective email marketing campaign, there are two key metrics to focus
on. Open rates (the percentage of people who open your email) and click-though
rates (the percentage of openers who click on a link within that email). The click-
through rate is totally dependent on the open rate — if someone doesn't open your
email, they can’t click on it!

The average open rate for an email marketing campaign is around 24%[4l. This
figure has remained largely consistent over the last decade and may actually be

on the risel®l. However, it still means that three-quarters of those who are sent a
marketing email will never read it. If you want to improve on these numbers you must:

e Know why you are emailing — your emails need to be strategically directed
towards a defined goal such as re-engaging with lapsed customers, launching a new
product, or promoting a sale.

e Meet your customers’ expectations — there is nothing worse than receiving
undesired emails. Ensure you are emailing to customers who have given you
permission and have agreed to receive the type of content you are sending.

e Send to a segmented list — use the smallest nugget of information to qualify and
divide your customers by their purchasing and viewing behaviours. This will help you
create more effective, targeted campaigns.

e Have a compelling subject line — this, along with your name, is the first thing
anyone receiving your email sees. According to consultants Convince & Convert,
35% of email recipients open email based solely on the subject linel6l.

¢ Make the best offer possible — without a good reason why would anyone want to
click through?

¢ Personalise your message — Brands that personalise promotional marketing
emails experience 27% higher unique click rates and 11% higher open rates
than those that do not personalisel],

e Write ‘killer’ copy — the best offer in the world is of little use if no one knows how
good it is. The copy you use has to truly resonate with the reader by giving them
both emotional and rational reasons to act. The customer feedback that comes
through comments, questions and social media can help shape future content.

¢ Design a better email — this not only helps with brand recognition, but also
creates an instantaneous impression of you as a business, hopefully one of
competence, trust and reassurance.
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LL47% of email
reciplients open an
emall based solely
on the subject line.’

SuperoOffice

(015


http://www.superoffice.com/blog/email-open-rates/
https://www.epsilon.com/a-brand-new-view/region/us/email-open-rates-at-a-two-year-high/
https://www.epsilon.com/a-brand-new-view/region/us/email-open-rates-at-a-two-year-high/
http://www.convinceandconvert.com/convince-convert/15-email-statistics-that-are-shaping-the-future/
https://www.experianplc.com/media/news/2016/q2-2016-email-benchmark-report/
https://www.experianplc.com/media/news/2016/q2-2016-email-benchmark-report/
http://www.superoffice.com/blog/email-open-rates/
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Improving results through testing

As every business is different, the only way you can find out what works for you is to
test and test again — by changing a component of your email marketing campaign
and measuring what happens.

You can't presume that what works for another business will work for you. There's no
better example of this than the debate over when best to send marketing emails.

Conventional wisdom, based on analysis of billions of email open rates across
industries, concludes that it's Tuesday. Others believe it's Saturdays and Sundays.
MailerMailer thinks it’s a Tuesday or Wednesday, with weekends the worst.
MailChimp on the other hand, considers the best day for sending emails is
a Thursdayl(8l. With no optimal day, it's just a matter of what works best for your
business.

Emailing frequency — how often you send emails — is also a hot topic, Receiving too
many is the number one reason people unsubscribe from a listlS).
However, this doesn’t necessarily mean ‘often’ is bad, just that subscribers want
to receive relevant, appropriate emails at a rate that suits them. In fact, 86% of
consumers are happy to receive marketing emails from companies they do
business with at least monthly, while 15% would like them daily(10],

ttSending one more email a month to a list of
5 million subscribers could result in £2.2 million
additional revenue.”
Marketing Charts

e Choosing your email marketing software

To get the very most from emarketing, you must think beyond Excel® spreadsheets
and programs like Outlook® for managing lists and campaigns. These simply don't
have the capacity to handle the range and depth of data, nor do they provide a
detailed and comprehensive picture of what works and what doesn’t,

That's why over three-quarters of companies opt to handle email campaigns in-
housel! I, using an email marketing platiorm to make the process easier and much
more effective built-in analytics, templates and automated workflows mean you can
track, adjust and test copy, designs and offers to continually improve your results.

What should you look for in an email marketing
solution?

1. Ease of use — emall marketing software shouldn’t require you to know HTML or be
a designer. Nor should it be overly complicated to set up and manage. If it is, using it
will become a chore and your campaigns will consequently be much less effective.

2. Affordability — look for a provider offering a range of pricing options. A pay-as-
you-go cloud-based email marketing service, for example, is highly cost-effective for
even the smallest business.

3. Scalability — any email marketing solution should have the capacity and flexibility
to handle more contacts as your business grows and changes.

4. Integration — look for seamless integration with other programs, especially your
CRM (Customer Relationship Management). Some providers have an application
programming interface (API) you can use build your own custom integrations.

B. Social media compatibility — this will allow you to connect your campaigns to
Facebook® and Twitter® feeds, so emails are automatically posted to those sites.

6. Automated workflows — being able to create responsive workflows is not just a
massive time saver, but allows you to ‘drip market’ by automatically sending targeted
messages based on how recipients have responded to previous emails.

7. Personalisation tools — these give you the ability to customise emails so they
match the needs of individual customers.

8.AB testing tools — being able to test alternative emails lets you tweak
campaigns to get the most from your email marketing.

9. Mobile responsiveness — with more people opening emails on mobile devices,
your emails must be properly optimised for smartphone and tablet, or they won't be
viewed.

10. Analytical capability — you must be able to measure and assess your emall
marketing performance. Graphical reports that show opens, clicks, and bounces
help you do this visually.

T11. Design flexibility — having a range of pre-formatted email marketing templates
in both HMTL and plain text means you can customise a campaign to suit your
needs and those of your market. Act! emarketing, for instance, offers over 100 email
templates as well as the option to import your own HTML files. A good, clean, simple
email template will mean all you need to do is drop in some copy, images and links
and away you go.


http://www.mailermailer.com/resources/metrics/2013/how-scheduling-affects-rates.rwp
http://www.mailermailer.com/resources/metrics/2013/how-scheduling-affects-rates.rwp
http://www.mailermailer.com/resources/metrics/2013/how-scheduling-affects-rates.rwp
http://www.marketingcharts.com/wp/online/top-reasons-consumers-give-for-marking-emails-as-spam-36897/
http://www.marketingcharts.com/wp/online/top-reasons-consumers-give-for-marking-emails-as-spam-36897/
https://www.marketingsherpa.com/article/chart/how-customers-want-promo-emails
https://www.marketingsherpa.com/article/chart/how-customers-want-promo-emails
https://www.marketingsherpa.com/article/chart/how-customers-want-promo-emails
http://www.marketingcharts.com/wp/online/should-brands-send-even-more-emails-38823/
http://info.lionbridge.com/rs/lionbridge/images/GlobalEmailMarketingSurveyReport_FINAL.pdf?aliId=15214842
http://info.lionbridge.com/rs/lionbridge/images/GlobalEmailMarketingSurveyReport_FINAL.pdf?aliId=15214842
http://info.lionbridge.com/rs/lionbridge/images/GlobalEmailMarketingSurveyReport_FINAL.pdf?aliId=15214842
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12. Reliability — a proven email marketing platform will help ensure you don't get
let down in the middle of a campaign. Check out user recommendations and social
media reviews before committing.

13. Ongoing support — problems can happen with even the best email marketing
platforms, so make sure your email marketing service can provide technical backup
as needed and in a way that suits you.

14. Lead scoring — being able to create a prioritised list of contacts for follow-up
after an email has been sent will make your sales team much more effective.

15. Deliverability — check that your email marketing service provider takes

deliverability seriously. If they don't, then your emails won't be getting to the right
inboxes and you will be in danger of having them blacklisted.

0 30 ways to create a better email

There are two key components to a successful email - the subject line, which
determines whether your email is opened in the first place and the content of your
email the recipient then sees, which determines whether they will act on your email.
These tips will help you write the best possible email.

How to write a great subject line

Tell people what's inside the email, don't
expect them to just open it.

Use simple, concise language so the

message isn't confusing.

Use keywords that resonate with the
recipient, as this will increase their interest.

Create a personalised subject line using
knowledge from your CRM, so they feel that
the email has been written for them.

Using the recipient's name or location
improves open rates.

Include a benefit, such as ‘Increase your
open rates by 50%’ as this gives them a
reason to read your email.

Create a sense of urgency. ‘Today only” will
encourage them to take action now.

Include numbers. They get better
click-throughs.

Don't try to be too clever or funny. The
recipient may not think you are.

Keep it below 50 characters. Longer lines
can get cut off.
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Put the most relevant information upfront, so

. Make only one clear offer, or it can confuse
it doesn't get lost.

the reader.

Avoid ‘spam words’ like ‘free’ and ‘act now/, Make sure that all text, images and links
and don't use punctuation, such as ! and ? in your email clearly show why someone
pecause this is what ‘spammy’ emails often do. should read it.

Don't use CAPITALS. They trigger spam Don't make the recipient jump through
filters. hoops to access your deal. Keep the next

action simple.

Send the email from a real person and not a I you iﬁC::Jdeh |iﬂKShTO |€|Se|\(viere, TheH the
generic address. reader why they should click on them.

Continually test alternative subject lines to Use templates for consistency and to make
improve open rates. emails easier to write.

Include your company’s name, postal
How to create great content address and an unsubscribe link. You must

do so by law.

Be clear about why you are writing an email.

What do you want it to do? Use ow.ly or bit.ly to shorten URL links to

make your email look better.
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Keep images relevant, or people will wonder
why they are there.,

Use JPEGs for images, not PNGs, which
never render properly in emails.

Avoid video. Most email clients can't render
it well. Send a screen-grab with a link to your
website instead.

Use customer comments and feedback to
create better emails in future.

Keep text to image ratio low to ensure your
emails sail through spam filters and take
less time to load.

Test that your email can be read by different
email clients.

Use clear, large CTAs that are powerful and
repeat them at the end of your emalil,

e Staying ‘email legal

To prevent uncontrolled and unwanted email marketing, anti-spam law requires you
to have someone’s permission before you can send them a marketing email. This
includes individuals, sole traders and business partnerships in England and Wales.
The rules for business partnerships in Scotland are slightly different,

You can send unsolicited emails, however, to those in corporate organisations if the
email is relevant to their work.

Any marketing emails you do send must clearly state who you are, that you are
selling something, and any conditions of the promotion.

So, you must include your legal company name and registration number, and valid
postal and email addresses in every email you send out.

You must also give someone the chance to opt out of receiving further emails from
you.

People who don't want to receive emails can add their name to the Email Preference
Service database. So you don't inadvertently breach anti-spam laws, you should
cross-reference your own list against this before mailing.

Even if you use someone else to do your email marketing, you are still liable if they
break ‘email law’.

In the UK, the Information Commissioner enforces anti-spam legislation. You can be
fined up to £5,000 for any breach, as well as face claims for civil damages.

You must also be mindful of your obligations under the Data Protection Act, as this
governs the way in which you hold and process personal data.

These are only the basics of email marketing law. You can find out more from
GOV.UK or the Information Commissioner.


http://www.ims-dm.com/cgi/offemaillist.php
http://www.ims-dm.com/cgi/offemaillist.php
https://www.gov.uk/marketing-advertising-law/direct-marketing
http://www.ico.org.uk/
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Think about what you want to achieve through emarketing based on your brand and
business needs, as well as customer buying habits.

According to email marketing service Mailchimp, the open rate of segmented email
campaigns is nearly 15% higher than for non-segmented ones where the list isn't split
into groups.

The open rate for marketing emails with a personalised message is higher than for
those without.

Companies that automate their email marketing are 133% more likely to send
messages matching their customer’s purchase cycle, resulting in more business.

In every emall, tell readers exactly what to do next and why that matters. Use CTAs
near the top of a page so readers don't have to scroll, and buttons to make
them stand out.

Email marketing tools let you drill down into data to see who's engaging with which
emails and when. You can use this ‘marketing gold’ to create more
effective campaigns.

Only by continual testing can you effectively tweak your email campaigns to obtain
better results.

You don't want to send emails to those who don't care enough to read them. Getting
people off your list who don't want to be there lets you focus instead on your best
pProspects.
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Emails containing errors will not only reflect badly on your business but also hit sales.
So, always make sure they are proofread for typos and grammatical errors by more
than one person.

Keep your customers and prospects informed throughout the year so that they stay
aware of your brand, products or services.

DON'T

As 43% of people now check emails on smartphones, if they can’t do so easily
because of formatting issues, your email will be ignored or deleted.

Random,

Ready-made databases bought from brokers may seem a short cut to email
marketing success, but they generally aren't. Building your own list is much more
effective.

If your emails aren’t information-rich and relevant, why should anyone click through?
Also make sure landing page content matches the promise of your email.

If you do, you won't know what really works and be able to adjust your campaigns
accordingly. That will leave you wasting money and potentially alienating those
on your list.


https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business
https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business
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Are you making the most of emarketing?

Email marketing remains the most cost-effective way to reach your
customers and prospects. A properly conducted campaign will remind
them of who you are and how what you offer can add value to their lives.
By using email marketing software you can make it your most powerful
business-building tool, particularly if you use the wealth of information
available from your CRM platform.

Get started with Act! emarketing today!

-

Learn more at act.co.uk

or contact us on

/
. 0845 268 0220

together
08% of all
I'I'_eﬂl?;:Jt |

nue.’

sociation



https://www.act.com/en-uk/products/act-emarketing
https://www.act.com/en-uk/products/act-emarketing
https://dma.org.uk/uploads/ckeditor/National-client-email-2015.pdf

act!

What is Act!?

Act! makes it easy to build relationships that last with quick, organised access to highly personalised
customer details. Because every business runs differently, you have the freedom to tailor an Act!
experience to your business and industry needs—your adaptable, everywhere, connected workspace.

Finally, a CRM solution that’s uniquely yours.

To learn more about Act! visit
Or call us on

Connect with Act!

00060

[1]: “over 294 billion of them sent daily”,
[2]: “three-quarters of consumers”,
[3]: “£34 for every £1 spent”,
[4]: “The average open rate for an email marketing campaign is around 24%”",
[5]: “may actually be on the rise”,
[6]: “35% of email recipients open email based solely on the subject line”,
[7]: “experience 27% higher unique click rates and 11% higher open rates than those that do not personalise”,
[8]: “MailerMailer thinks it's a Tuesday or Wednesday, with weekends the worst. MailChimp on the other hand, considers the best day for sending emails is a Thursday”,
[9]: “Receiving too many is the number one reason people unsubscribe from a list”,
[10]: "86% of consumers are happy to receive marketing emails from companies they do business with at least monthly, while 15% would like them daily”,
[11]: “over three-quarters of companies opt to handle email campaigns in-house”,
[12]: “irresponsible emarketing will damage your reputation and leave you potentially open to fines”,
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