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Email used as a Direct Marketing Medium

Targeted email marketing

Responses of 5-15% versus traditional direct
marketing of 1-3%

Can generate 9 times more revenue than broadcast
mailings [Jupiter Research’05]

80% of marketers use emails to generate leads and
online sales [Outsell Survey’06]

45% of consumers rate email as the best way to stay
In touch [eMarketer’'06]

53% said that such emails affected their personal
buying decision [eMarketer’'06] ,
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i v Frequentj . !}‘F‘? Qantas Frequent Flyer offer

Hello Patrick

You have just 4 days for your chance to win one of 4
Mercedes-Benz™

Qantas Frequent Flyer o four Mercedes-Benz to It's all easy online
be won
s an M-Class, E-Class, Here are just some of the
AClass and C-Class things you can do online:
Sparts Coupe e hook available Award
e exclusive offer to Qantas flight=#
Frequent Flyers e find the best fares on

Clantas, oneworld™

You only have a few days left to play the Frequent Flyer Top alliance and partner

10 game far your chance to win a new Mercedes-Benz. The airline_s - ;
competition ends on June 30, e claim missing points
on Glantas and some
Wi'hy not take a break right now, to join in and have same fun. antas p_artner airlines+
for travel in the past 12
All you have to do is play the Frequent Flyer Top 10 game, rnonths
answer three easy questions about car ownership and e request a flight
register for your chance to win. Plus, you'll find out how to upgrade using paoints an 3

take the most of vour Freguent Flyer membershin anline. eligible Qantas flights*
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Why use Permission-based Email Marketing?

Seek & send only permission based emails
Comply with anti-SPAM regulations

Galin trust, attract interest, build desire for, &
generate sales of your product/service
Provide relevant and engaging content
Inform, educate & promote
Foster long-lasting relationships

Done correctly an extremely powerful and effective
marketing medium

Extremely cost effective versus direct mail pieces

4
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5-Step Process for Permission Email Marketing

1. Use permission based email marketing software

2. Decide on the type and frequency of email communications

Set objectives, determine criteria for measuring success, define
audience & understand timing (B2B versus B2C)

3.  Solicit email sign-up at every opportunity
Provide privacy policy
Be clear on what they will be receiving & frequency

4.  Create a professional email template

5. Develop quality & relevant content
Value to reader
Attract, Interest, Desire & Action [AIDA]
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Sample for Double Opt-in Subscription

Subject:  Patrick, confirm wour request For Jav's windFall profits paradox report WO xsw3coupbl gtie2hk7piedulsa2dau3c?qo0a0)

Hello Patrick Zuluaga

Martin here. I have received your recquest for Jay Abraham's windfall profits paradox report. Before I begin sending vou the information you reguestec
just want to be certain I have your permizsion. (Please check yvour email again after
confirmation)

CONFIEM BY VISITING THE LINE BELOW:

http://www, aveber.con/ &/ ¢/ 7xavicoupblgt 162 hkTpisdulnva daudc7go090

Click the link above Lo give us permission to send yvou information. It's fast and easy! If yvou cannot click the full URL above please copy and past
into your weh hrowser.

Or, if wou prefer, reply to this message with the confirmation key in the subject line.

If wvou do not want to subscribe, simply ighore this message.
Eegards,

Martin Lee
dhrahemC lub . com

et your emails delivered with Aweher
http://autorespondersystem. aveber . com
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Ke your emails worth reading

Profile the target & avoid mass broadcasting
mportant, useful & engaging to the reader
nformative, educational and promotional

Reader feels special, important & privileged

Send to the right people , the right message , with the
right offer , at the right time and you will get the

right response ,
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Relevant & Promotional

netwark map | member centre

smh.com.au

Cear Patrick,

3
WIN TICKETS TO THE WORLD CUP! L:‘JJ
Emirafes

You won't miss a minute of the action with the FIFA Warld Cup
Germany 2006 website on smhb.com.au,

wie will keep you up to date with all the overnight action from
Gerrmany, including results and breaking news, tearn profiles,
dussie Updates, photo galleries, video footage plus comrmentary
and analysis on the matches direct from our expert journalists in
Germany.,

Sign up ta receive the daily World Cup email and yvou could WIn
a $19,000 trip to the Waorld Cup and see Australia play -
courtesy of Emirates.

Click here to sign up and enter!

Yours sincerely
Cavid Higgins 8

rrnh o aae EAFA-
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Six Elements of Effective Emalil Marketing

2. Write effective copy - to be a must read
Pick one idea (easier to hear the message)

Boil it down to the heart of the matter
Not more than 800 words
Used landing pages for more details

Speak like a human being
One to one

Proof read and read it aloud to yourself

Make It the one they walit for and you will never again
fear the delete key. 9
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realestatecoach

Lo

14 SECRETS

of TOP Performing Agents

KNOWLEDGE + ACTION + BEING = SUCCESS . £Zeir 7%enns
Karin Hanna,
Real Estate Coach

Dear Patrick,

Welcome to your Special Report: "14 Secrets of Top Performing Agents", from
www .RealEstateCoach.com.au.

To supplement this report, vou will alsa be receiving my bonus e-Course,
"Getting The Secrets Into Action". Twice per week, [ will challenge you to
accomplish a special "mission" which, should vou choose to accept it, will enlist
you to take action and implement each of the 14 secrets,

If wou find this information waluable, be sure to let other agents know about
www' FealEstateCoach.com.au, so they can enjoy it too!

Lowve & Success,

Karin Hanna
Real Estate Coach 10
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Six Elements of Effective Emalil Marketing

3. Getting your email opened & read
Ensure your readers can identify your email

From Line: Two Parts — From Name & From Address

Be consistent (Up to 63.3% use the From Line as the most important
factor to decide to open an email)

Subject Line:
Keep it short & spell out the benefit (compelling to open)
Make it urgent
Never mislead
Do not personalise
Easy on the punctuation and don't use all capital letters 11
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From Line & Subject Line

12




Six Elements of Effective Emalil Marketing

4. Give the readers what they want
Target profile (segmentation)
Capture interest & preference at sign-up

Survey to ask feedback and opinion
Use information to adjust and become more relevant

13




Survey with Incentive

14




Six Elements of Effective Emalil Marketing

5. (Get responses with ‘Call to Actions’
What do you want the reader to do?
Why should they do it?
How can they take the next step?

Six winning characteristics for call to actions:
Visible — place at beginning, middle and end
Clear — use simple words or short phrases
Compelling — action oriented (i.e. save now!)
Rewarding — incentive to take action
Urgent - specify a limited time period or quantity

Direct — how they can take the action (use hotlinks and other
dynamic elements to facilitate action) 15




Call to Action with a Specified Time Period

16




Six Elements of Effective Emalil Marketing

6. Measure, track, analyse and adjust
Measure results against objectives
Track the trend and analyse the results
Test A/B copy for responses (with 48-hours)
Learn as you measure and track trends

Adjust as appropriate to achieve better
responses

Marketing without measuring your results is not
marketing but wishful thinking! .




Email Marketing — Measure & Analyse
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A/B Testing
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Information Request & Subscription Form

Request a copy of the presentation slides

Subscription to the marketing articles, advise,
hints & tips e-newsletter (zine)

Question you would like answered on effective
email marketing

20
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