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The Email Landscape - Then



The Email Landscape - Now



So Why Use Email Today?

“Emalil adoption and use by
consumers and businesses alike
remain strong, with 153 million
online adults regularly using
email by 2014.”

Source: US Email Marketing Forecast, 2009 To
2014, Forrester Research, June 2009



Online Behaviour of Adult
Learners

79% use email, send text messages

65%0 use search engines, read online
reviews

32% read blogs, download video/podcasts
9% comment on blogs, post online reviews
6% publish a blog or website

Source: Demand Engine Adult Learner Communication Survey
Q4 2009, as reported at UCEA Conference, Feb 2010
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UBC Continuing Studies
Experience

Started email marketing in 2002

Currently send approx 15-20
email campaigns per month to
2000+ recipients

35% of marketing mix



Our Set Up...not



Our Set Up

Staff of 8 (5.67 FTE), Includes
3 program liaison and
1 (overworked) web developer

No direct cost to program areas



Our Primary Goals

Communicate with current and
former students

Reach out to prospects



Types of Messages

Courses or program starting soon
Information sessions
Deadlines, special offers

Single-minded message with
single call to action



The End Goal?

Bring them to your website



Email Marketing
Advantages

Complement other promotion
Reinforce our brand
Timeliness

Track and measure response
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Good Email Marketing

Relevant products or services to a
target audience who have
consented to being contacted.






Best Practices to Consider

Permission
CAN-SPAM
Institutional policies



Permission

Pre-existing business relationship

Affirmative consent



Permission Reminders

Pre-existing relationship

Affirmative consent



What is CAN-SPAM?



CAN-SPAM

Controlling the
Assault of
Non-

Solicited
Pornography
and

Marketing Act



The Other CAUCE

Coalition Against Unsolicited
Commercial Emaill



CAN-SPAM Basics

Straightforward subject line

Honest and truthful message

Identify your company or brand as the sender
Physical address included in your emalil

Unsubscribe instructions or opt-out link
(Guarantee to process unsubscriptions within
10 business days)



|nstitutional Policies

Check your institution’s policies
regarding privacy and
Information sharing.






Who to Send your Email
to?

Students — current and former
Subscription lists — prospects
Partner lists



Student Lists

Must be RELEVANT
Prerequisites
Location

Target your message to those who
are most likely to find it relevant.



Subscription Lists



Fulfill your Promise



How to Send Your Email




Email Management
Software

In-House (UBC CS - Lyris)

Third-Party Email Provider
(e.g., Constant Contact, Maill
Chimp, Vertical Response)



Benefits of Emaill
Management Software

Metrics for emails sent, opened,
links clicked

Scheduling
List creation & management
Segmentation



When to Send Emalls

Programs: several months or
more before start

Courses: several weeks
Reminders: a couple of days



Delivery Timing

Think of audience

Mid-week (Tues, Wed) better
than beginning or end of week

Mid-day better than mornings or
evenings



Campaign Example

Recent Information Session for
Immigration Practitioner program



Email 1



Email 2



Email 3



A Solid Foundation

Ongoing time and resources
Need an emaill strategy
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Building Your Message

Making it to the inbox
Getting your message opened

Getting your message read and
responded to



Applying the Can Spam rules is
Basically applying common sense, and being respectful (we were sending marketing campaigns before we were aware of the Can Spam rules, anc

Making It to the Inbox

Follow CAN-SPAM guidelines
Use a quality permission-based
list

Keep your promises, keep it

relevant and timely - be
respectful



Getting Your Message
Opened
Most people will not open your
email

Excellent open rate iIs 30%o;
average Is 22%

Emails are opened right away or
not at all






Getting Your Message
Opened ...continued

Decision to open or not is made
In three seconds

One second Is spent on the
sender

Remaining two seconds goes to
the subject line



Sender Name

Sender name should be
Institution’s name (not an
Individual)

Be consistent — don’t confuse
your recipients






Sender: emalil address

Must match sender name

s I

Emalls to this address must be
responded to — promptly!



The Subject Line

“2-2-2" rule for subject lines:
2 seconds, first 2 words, why
should | look at this today?

Convey a sense of urgency

Front-load your message; make
It short (40 characters or less)






Getting Your Message
Read and Responded To

Keep the message body short
and “scannable”

Single-minded message Vs.
scatter-shot approach

Try to have essential message
and call to action “above the fold”



Formatting and Layout

If using HTML emails, always
provide text-only option

Use HTML to emphasize the most
Important information

TEST your HTML emaill Iin a
variety of emaill clients and
browsers



¥You can view this message on the web by pasting the address below into your browser:
http://www.tech.ubc.ca/email/1005-MM-w2 . .html

Webk Design Summer Program

July 5-23, UBC Rchscn Square

Cnly Two Wesks Left for the Earlybkird Rate

This three-week intensive program is your introducticon to creating graphically rich webk

Monday to Friday, July 5-23, 10:30am-5:30pm, UBC Robson Sguare in downtown Vancouver.

Find out more at www.tech.ubc.ca/mmsummer/summer-institutes.html.
UBC Continuing Studies
800 Robson Stree | Vancouwver, BC VeZ 3B7 | Tel: e04-822-1420
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Using Images

Use images sparingly, and always
provide “alt text” - descriptive
tags

Don’t give the top space up to
large images

Don’t use Images to convey

Information — they are blocked In
MOST emall clients









Call to Action

Limit the choices: single link to
your website

Clear call to action — but not too
nard-sell

Provide text link; avoid “click
nere”’
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Additions, Renovations...
Tracking Results

Email management systems can
provide data on results— use it!






Additions, Renovations...
Improving Results

Conduct a/b testing
Test only one thing at a time

Every email is another chance to
test and to improve



Conclusion

We are all email experts

Use relevancy and respect as
your touchstones



Cmail unto others as pou
twould habe them email
unto pou.
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