











Approximately one out of bur online users islale to in uence others’
Web site and shopping choicegccording to JupiterResearchNot

only that, these loyalists spend more online tharverage Internet
users,and are more likel to purchase more expensive itemand

in uencers are more likeg} than the rest of your customer base to post
product reviews.It therefore behooves you to know who these in u
encers are so you can communigawith them in ways tha strengthen
brand loyalty and enggement.

Social email marketing can reach out to in uencers and enexgex
isting email marketing progams,turning them into a powerful acquisi
tion tool capable of increasing list size and lling email dabases with
highly quali ed prospective customers who share the same interests
as a brand most engaged email recipients.

SocialEmal Marketing: Viral on Sterotls

The potential of social email marketing could easfar surpass the
limited success of traditional viral email marketing erts.According to
a report by JupiterResearchgnly 10 percent of viral marketers were
able to get email recipients to promote their products or secesAnd
a study conducted ly Silverpop 6und that while viral marketing was
a tactic most email marketers wanted toytthose tha did found it
didn’t work. 8

By comparisonsocial network sites crea a ndural environment br
viral activity Word-of-mouth marketing has a wof taking hold on
sites like Facebook and MySpaées a resultsocial sites are an ideal
channel br successful word-of-mouth marketing erts, creding an
opportunity that more marketers are taking advange of.

GodTube, a global technoloy compary that creaes social networking
tools for the faith-based and famyl marketplaceachieved signi cant
viral activity from its social email marketing campaign email sent
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with Silverpops Share-to-Social links had an open-to-clickeraf

31 percent,and neary 15 percent of those who clicked in the email
posted the messge to Facebook or MySpacastoundingly, 25
percent of the posted emails geneted additional clickscompared
to MarketingSherpa estimded average clickthrough rde of just 2.5
percent for B2C marketers using third-party lists.

Conclusion

Cearly, sogal email markéing isn’tfor everyone.The maketers who
stand to bene t most from itwill be those who recognizethat these sites
representexciting opportunitiesto engage with custorrers and reach ne
audiences. Marketers whodesireto create mutually bene cial relation
ships with eistomers and viho understand the valueof integrating a
tried-and-true, measueble marlketing channel with a nev one that o ers
tremendous breadthof reach will nd themsdvesand their companies
rewarded by the marriagge of sodal networksand email markeing.

Once you implement a social email marketing pnagn, be prepared

to support it. Depending upon the né&ure of the product,sewice or of
fer,you can nd overnight success or spend weeks or months search
ing for the right combinaion of audience and call-to-actiorBut keep
in mind that you can use the metricsvailable in your enggement-
marketing solution to anajze your social email results.

Send.MeasureAdjust. Send gain.

As you re ne and adjust your messagingour customers will spread
the word, serving as kg in uencers in the marketplacebuilding

brand avareness and engaging their network of social acquaintances
to consider your products and seices.

Now reall. How cool is th&?
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