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Our approach to email has changed 

January 2015 

          



We’ve used and abused email 

In the world of digital marketing 

Emails just aren’t sexy 

Tactically used 

Used as a distribution tool 

Afterthought – ‘because I think I 

should use it’ and because I can 
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? 

Used as a 

distribution 

tool 

Very tactical 

Auto pilot approach  

– because it ticks a box  In the world 

of digital 

marketing 

emails just 

aren’t sexy 



Why is this a problem? 
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Generic messaging 

Focus on vanity metrics  

Where we have behavioural metrics we don’t use these to optimise 

the Clients’ experience and make it more relevant 

Email is not integrated into the broader contact strategy 

Not designed for device 

 THEN 
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We decided to change our relationship  

with email 



We’re now more strategic 

Client Life-stage approach to optimise communication…and ultimately 

drive an action 

Behavioural driven, trigger activity – customer context, providing 

interaction on their terms 

Personalised content 

Engagement scoring – delivering qualified leads to sales 

Capturing preferences up front – tell us what you want, when you want it 

Ironically… it stops our sales team bombarding clients with emails 

Designed for mobile 

Content is still king  
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Email driven life stage programme 
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ACQUIRE 

Prospects 

Lead generation 

program with partners 

e.g.Goldmine 

Acquisition and  

database growth 

WELCOME 

New Clients 

Welcome comms 

& iShares/BLK 

proposition 

Capture 

Communication 

Preferences 

IN-LIFE 

Tiered & Engaged 

Driving & managing 

preferences 

Deepen engagement 

Brand, thematic 

cross-sell 

RE-ENGAGE 

Inactive & Lapsed 

Re-engagement/ 

win back 

Re-capture 

preferences 
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< BEHAVIOURALTRIGGER ACTIVITY > 

< BEHAVIOURAL TRIGGER ACTIVITY > 
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“Highest  value” clients The “Longtail” 

PRODUCT 

 



Making emails relevant 

Capturing contact preferences 

(customisation) lets us know  

WHAT our clients want to hear about 

and WHEN.  

Behavioural driven trigger activity 

(personalisation) gives us customer 

context and lets us (efficiently) 

interact on their terms 

Leading to better targeted, timely 

and relevant content, increasing 

brand engagement and retain/grow 

client base. 

Engagement scoring lets us pass  

on qualified leads to Sales 
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NO  OF RESPONDERS ENGAGEMENT LEVEL 

60 CONTACTS 

(1%) 

95 CONTACTS 

(1%) 

1,210 CONTACTS 

(15%) 

6,671 CONTACTS 

(83%) 

HIGH  

(SCORE 23+) 

MEDUIM  

(SCORE 2 -22) 

LOW 

(SCORE 1-2) 

NON RESPNDERS 

(SCORE 0) 



Triggered emails deliver better responses 



Triggered emails deliver better responses 



It stops our sales teams bombarding our clients 
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Content is still king 



Content is still king 



Emails designed for mobile 

Emails designed for mobile, 

built responsively, to 

display on all devices.  

Short, sharp, engaging 

copy, easy-to-scan design 
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The more strategic you can be, the better 

Moving away from tactical use and generic messaging has led 

to higher response rates  

Using metrics effectively lets us create customer journeys that 

improves relationships and leads for sales 

Emails have to be designed for mobile 

Our emails have to be relevant. Behavioural trigger activity lets 

us personalise messaging further than salutations.  
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Dynamic Content – efficient 

personalisation of content based 

on past interactions 

Open time personalisation – 

customising email content using 

real time data accessed when 

client opens email 

Batching comms – we’ve got 

lots to say, but we can’t 

overload our clients 

A/B testing – subject lines, 

content & creative 

 

 

 

 

What’s next?  

Dynamic Content 
efficient personalisation of content 

based on past interactions 

  

Open time personalisation 
customising email content using real-time data 

accessed when client opens email 

Bundling comms  
we’ve got lots to say, but we can’t overload our 

clients 

A/B testing  
subject lines, content & creative 
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