
Planning an E-mail Campaigns


Use E-mail campaigns for promotions, discounts, product releases, advertising, alerts and market research.  When planning for an E-mail marketing campaign, THG recommends the following be considered for a successful outcome…

1. Define your campaign objections.  Awareness?  Promotion?  Retention?

2. Avoid attempting too many things with the campaign.

3. Understand who your member is and what will motivate them.

4. Establish your measurements for a successful outcome before beginning.

5. Know your competition and what are they doing.

6. Make certain that your E-mail campaign integrates with your organization’s other activities (upcoming conference, new program introductions).

7. Keep others in your organization informed about the campaign, especially member service.

8. Have a contingency plan for potential problems.

Executing an E-mail Campaign
Good planning for an E-mail campaign sets the stage for successful execution. Here are some tactics to insure that execution.

1. Avoid mistakes that impact your Association’s brand,

a. Preview content with another set of eyes before sending.

b. Check any links being used to insure they are functional.

c. Test to make certain that correct addresses are being selected.

d. Test delivery with an internal audience.

2. Select the best day for delivery. Avoid Mondays and Holiday weekends.

3. Build, use and actively review test seed accounts, to ensure the list is used properly.

4. Be sure to define the period of time that the offer is valid or action is needed. 

5. Retry “bounce backs” after reviewing for data integrity.

6. Create test cells for future analysis.

7. Use software to track the performance of your campaign.

Creativity &  E-mail Campaigns
Being creative is essential in any E-mail campaign you are planning and executing for your organization. Consider the following as you put it together.

1. Use creative formats that fit your members’ preferences, profiles and domains (HTML versus text).

2. It needs to make sense to your members in three seconds for them to use.

3. Use subject lines to focus, don’t tease, and personalize. Use less than 42 characters.

4. Use your association’s acronym or name in the subject line, if possible.

5. Think content in your copy and be creative.

a. Content is king.

b. Generate interest in top two inches of e-mail.

c. Eliminate clutter and allow scanning.

d. Headline but disclose.

e. Use the voice your members prefer. Be sensible not sensational.

f. The call to action should occur before you scroll and again, at the end.

g. Use a link strategy.

6. Use creative design and production that makes the content visible.

7. Create copy that is consistent with your brand and other marketing efforts.

Analyzing the Success of an E-mail Campaigns
After an E-mail campaign you’ll want to analyze your results!  Here’s what you’ll want to collect and analyze.  It’s not all inclusive, but will give you a place to start!

1. Collect and analyze your responses looking for opens, responses, undeliverables, opt-outs, member behavior etc.

2. Look at test cells, segments and overall list results by such items as subject lines, offers, content, design and format.

3. Analyze ROI metrics such as cost per order, acquisition or lead, life time value, repeat buyer.

4. Compare ROI metrics to previous campaigns and successful outcome criteria.

5. Look for impacts on other activities and channels.

6. Use what you learn in future E-mails campaigns.

7. Inform others in your organization about the results.
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