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How do you get the most out of emaill marketing campaigns? Simon

Bowker, UK Managing Director, eCircle provides an in—-depth guide
on converting emails into customers.

In the wake of the recession, marketers have more responsibility than ever to
justify their worth, and demonstrate a profitable return on investment. And
with email playing such a key role in establishing a connection between brands
and consumers, It 1= important that marketers are employing the best
methods of measuremant, in arder to demonstrate their value.

As with many forms of digital marketing it's possible to analyse email in a
number of different ways, and with budgets sull being squeezed across the
board, it is important that marketers use the best analysis tools available, to
ensure that budaget isn't wasted on ineffective campaigns.

It's frustrating to see that some brands are still continuing to waste money by
not measuring, evaluating and adapting their email campaigns as they go.
The first, and possibly most important, rule of email is test, test and test
again.

It is imperative to test emails prior to sending out to the full database, in order
to iron out any potential problems. At the same time, brands need to look
back at the success of previous campaigns, such as open rates and click
through rates, to see what has succeeded or failed in the past




The first aspect every email marketing campaign should be assessed on is
open rates. This is classified as the ratio between the number of emails sent
out and the number opened. Different emails can, and do, generate vey
different responses, depending on the content, time and regularity. For
example, welcome emails, or the first contact made with a new customer,
tend to be the best read - so marketers need to invest time in including the
maost engaging content so that this isn’t wasted.

At the same time, it’s important to constantly update your key data, such as
the lifecycle of your customers and their preferences, visible from previous
purchases, and broader segment data in order to help refine the your
database, and increase the open rate of future communications.

Measuring bounce rates enables you to see the percentage of emails you send
out that are blocked. There are many tools available, such as eC-messenger,
that will automatically process these bounces, and remove them from your
database, so that you are continuously cleaning your database and reducing
the cost of sending emails that aren’t being received.

The most important factor in increasing the number of consumers clicking
through the specified site, is ensuring the email has an engaging call to
action.

Easier said than done - last year the average click through rate was below 5%.
So, if you want to increase this you have to keep two things in mind; segment
your database in appropriate target groups and only send them
correspondence with relevant content.

To really gain insight from open rates, bounce rates and click through rates,
marketers must look to find a ratio between these figures. For example, if
you divide the click through rate by the opening rate, you will get a better
understanding of whether the content in the email is working, and if
consumers are clicking through.

A bad result will indicate that you need to spend time optimising the email
further, so that it offers a more attractive call to action for the consumer.

Ultimately you want to get the highest number of sales from the smallest
number of emails, in order to make best use of the budget, and so careful
analysis of these figures also allows you cull unresponsive recipients from your
database.







