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EMAIL MARKETING

Malcolm Auld is the author of Direct Marketing Made Easy and
E-Mall Marketing Made Easy. He is also a marketing educator and
principal of advertising agency MAD. Contact Malcolm on (02) 9976
0900 or emall malcolm®madmail.com.au.

Value your brand? Then why delegate responsibility for your email marketing, asks Malcolm Auld.

Don't leave email to amateurs

ver the last year I've

been discussing

with marketers

some of the reasons

email marketing has
choked on its own success. After
all, never before has a new media
been so readily accepted by con-
sumers, yet so comprehensively
abused by marketers to the point of
consumer backlash and the estab-
lishment of legislation against the
use of the media.

Yet that's precisely what's hap-
pened with email. As little as five
years ago there were commentators
predicting the death of snail mail
due to email. But now, thanks to
variable data and digital printing,
we're on the verge of a direct mail
renaissance, while email has legis-
lation restricting its use to opt-in
lists. Making it more difficult for
email marketing are the companies
that have regular ‘email free’ days.
You don't see companies having
‘direct mail free’ days do you?

Email is no longer the valuable
media for acquisition of customers
it once was. Its real strength comes
in communicating with existing
customers or prospects, who have
agreed to receive email messages.
It's an excellent media for selling to
or informing current customers, or
conducting surveys of a list via a
quick poll. Paula O'Connell, general
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manager of Returnity, an email dis-
tribution company, says about g5
percent of their customers are using
email for surveys.

Some email distribution compa-
nies such as Xpedite won't even
send emails to rented lists any-
more - they'll only send to opt-in
house lists - as part of its commit-
ment to prevention of spam. This
restricts the ability to solicit new
customers via rented lists, opt-in or
not, which is probably a good
thing for the industry.

Spam is the main reason for the
problems facing email as a market-
ing media. But what types of spam
and the reasons they exist needs to
be analysed.

There are a couple of types of
spam. The obvious is scam spam,
such as that which offers get-rich-
quick schemes, an improved sex
life, or baldness cures, etc. But
worse still is the spam sent by estab-
lished brand marketers - either
intentionally or in ignorance. And
the main reason brand marketers
become spammers is the way mar-
keting departments are structured.

If you work in marketing or an
advertising agency you know that
one of the easiest tasks in your job,
after a bit of sweat and debate think-
ing aboul i, is to create brand adver-
tising. Marketers are smart people
who know lots about their cus-

tomers and write briefs for their
agency. The agencies are full of peo-
ple dedicated to the task of creating
the ads—account managers, creative
types, media planners and buyers,
strategy planners, production people
and more. If the ads don't work after
being broadcast to the masses, the
marketer stops running them. And
guess what? Customers don't notice,
OF even care.

One of the hardest things you
have to do in marketing is to create
advertisements that talk personally
with relevance to your customers
or prospects — the people who pay
your salaries—and get them tostop
what they are doing and respond to
your communication. Either by
picking up the phone, completing a
coupon, replying by email, visiting
a website, sending an sms or visit-
ing a store.

It's difficult to create person-
alised communications that speak
with relevance to your customers.
That’s because there are not a lot of
people with the necessary skill to
doit, or because marketers don't
always have quality data to allow
relevant communications, or worse
still, the responsibility is delegated
to marketers without experience.

In most marketing departments
the responsibility for creating brand
advertising —whatever thatis—is
usually assumed by the most senior

people. They love to get involved in
the development process of the
advertising. The responsibility for
talking directly to customers or
prospects with relevance, however,
is more often than not delegated
down the marketing hierarchy,

Marketing departments should
be turned upside down — delegate
the creation and planning of brand
advertising to the juniors in the
marketing department. You can
always supervise them. But give the
responsibility for talking directly to
the people who pay your salaries to
the most senior people in your mar-
keting department. You cannot
afford not to — particularly if you
value your brand.

In the past, if someone caused me
grief, I would threaten to put their
name on the Reader’s Digest mail-
ing list at least five times (with due
respect to the Digest). Now [ just
threaten to opt them in to
porn.com. People hate being del-
uged with irrelevant messages
delivered directly to them. And the
thought of being on the end of mail
order lists or spam lists is enough to
frighten anyone.

Personalised media is so intrusive
and such a powerful way to com-
municate, you cannot risk sending
irrelevant messages. Email, for
example, is one of the cheapest
ways to do major damage to your






