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IMPLEMENTING YOUR CONTACT PLAN

Contact plans range from monthly emails to your entire customer base to complex, interactive messages targeted at specific segments. Successful plans are well defined and measurable over time.

1. Build a scalable customer profile data mart

· Even simple email marketing campaigns require significant resources, need to build a system that can scale up to meet constantly growing demands and requirements.

· One-time set up required plus ongoing updates to the database, which should be automated with scripts if similar updates occur regularly.

· Two-way data feeds advisable to allow synchronization with other databases, such as purchasing and email response activity.

· System must be flexible and expandable, even though this has a cost in terms of data consistency over time.

· Whether you build and operate in-house or outsource email marketing, the following factors influencing scalability and growth should be considered.

· Data mart software and hardware platform 

· Data size and complexity

· Application and usage

2. Evaluate application tools and technology:  Preferable to work with service providers or buy email marketing software given the speed of software development in this arena and marketers’ lack of expertise.  You must judge the features of a technology platform relative to your marketing program and how your organization plans to use it.  Requirements to consider include:
· Ability to customize

· Access to application user interface

· Level of marketing program automation

· Ability to define sophisticated business rules

· Event-based architecture

· Level of dynamic message personalization

· Link tracking by individual

· Ability to define individual contact limits

· Ability to set message priorities

· Operational reliability and scalability

· Ability to use sophisticated data models

· Reporting and analysis

· Ability to preview message

· Message quality assurance

· Ability to develop message templates

· Support for one-time data import and export

· Message turnaround time and scheduling

· Automatic detection of appropriate message formats

· Support for autoreplies, bounced emails and live responses

· Support for live profile pages

· Support for unsubscribe

· Customer service integration

3. Implement customer profile pages:  Customer profile pages include registration, subscription and other personalized data included in your database.
· Make the profile page live – connect the page to your underlying database for real-time updates of personal information.

· Hosting the profile page – can be run of the central customer database or a separate email marketing database; ensure regular updates across databases to avoid improper customer communications.

· Profile page security and access controls – must restrict access to personal data via password protection or cookies.

· Distributed versus integrated profiles – customer centered organizations should always provide integrated profiles.

4. Implement a message production process:  a well-defined message production process ensures that inevitable complications in developing an email marketing campaign don’t overwhelm the organization.  A message production process should:
· Describe the production cycle (message conception to final delivery).

· Identify all contributors in the production process – relationship marketing manager owns the program, but success relies on input from many parts of the organization.

· Production, legal, customer service, sales, merchandising, fulfillment, IT or web services, quality assurance and outside service vendors.

· Identify review points in the production process.

· Identify repeating and predictable events.

· Identify production dependencies – critical to streamlining the process.

· Identify production cycle risks and plan ahead to minimize the impact of potential problems in these areas.

MESSAGE PRODUCTION

Factors to plan for in producing your message:

· Creative, interactive design – need to create a design that will engage recipients, with a communications and service feel.  Must balance creativity with bandwidth limitations of recipients.

· Message copy – short, action-oriented copy with a tone consistent with your brand. 

· Message personalization – ranges from inserting customer names to driving dynamic content targeted to specific recipients.

· Message targeting – targeting criteria should be outlined in your contact plan.

· Message timing – may be regularly scheduled or event-driven (i.e., special offer 10 days after a purchase)

· Quality assurance – errors are common.  Depending on technology platform, you may be able to automate some QA (checking for broken links, verifying personalization scripts).  Can also do QA by doing pilot tests for each message.  Must evaluate quality on a regular and ongoing basis, both in terms of how well you are meeting the goals of your contact plan and in terms of direct customer feedback

· Message templates – useful in streamlining the process where there is repeated content in successive messages.

OPERATING THE PROGRAM

· 90% of response comes in first 48 hours after email delivery.

· Need to be able to respond 24-7.

· Operational reliability is critical – especially when you send recurring messages and create customer expectations for message delivery.

RUNNING TESTS

· Contact plan should include test plan defining the criteria and type of testing for each message.  

· Testing should follow plan, but also be dynamic to deal with unanticipated issues.

RUNNING REPORTS

· Options:  real-time versus batch reporting.

CUSTOMIZING REPORTS

· May need to link to data outside the email marketing program to generate robust reports.

Brondmo Chapter 8 (176-188)

Measuring Response Distribution

· It can be interesting to analyze responses to email marketing over time

· Do the same set of customers consistently respond?  Do some customers never respond?

Measuring the Cost of a Customer Loss

· It’s fairly easy to quantify the cost of a lost customer (lifetime click value – value already realized), but much more difficult to quantify the economic impact of a customer who is partially disengaged.

· Customer engagement problems can be detected via RFC analysis contrasted with contact frequency and relevance.

1. Select the customer segment to analyze

2. Select the time period to analyze

3. Graph the average RFC scores for that segment over the time period

4. Evaluate the historical graph and determine whether there has been a change in aggregate RFC values indicating a change in customer engagement.

5. Graph contact frequency and individualization for the chosen segment over the same time period.

6. Look for a correlation between the level of engagement, contact frequency and individualization.

Measuring Return on Loyalty

· Netcentives has developed a return on loyalty model, measuring the effect of loyalty on a number of factors contributing to customer long-term value through comparison of data for customers exposed to a loyalty program with a control group.

· Model elements:

· Investment – NPV of loyalty related investments over customer life span.

· Conversion – incremental purchase activity as a function of increased loyalty

· Transaction – lift as a function of loyalty program.

· Price – ability to maintain price as a function of increased loyalty

· Frequency – increased number of purchases as a function of increased loyalty

· Retention - increased lifespan of customer as a function of increased loyalty

· Total Return – gross return on loyalty

Incentives and Rewards and Their Impact on Loyalty

	Incentive/Reward Mechanism
	Description
	Common Applications

	Cash Rebate
	· Effective incentive mechanism

· Ineffective reward mechanism

· Minimum impact on loyalty

· No cumulative effect
	· Drive sales

· Push select merchandise through channel

· Cash rebate to move specific product line

	Coupons
	· Mostly one-time promotions

· Some loyalty effect 

· Easily transferable


	· Encourage repeat purchases

· Cross sell

	Points
	· Strong cumulative effect

· Strategic tool to influence long-term behavior
	· Discrimination

· Recognition/status


Measuring the Success of Your Service Provider

· Define and monitor success criteria

· Establish performance reviews

· Demand performance and quality guarantees

· Compare results with industry averages

· Monitor broader industry initiatives and developments

Part Science, Part Art – Guided by Strategy

· Science because we apply analytics to huge amounts of data to structure it and understand customers’ responses and behaviors.

· Art because lasting program success depends on creative, out of the box program designs.

