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The Power of Email Marketinc




The Power of Email Marketing

AEmail is fast and reaches your
customers almost instantly

AEmail can be tracked, forwarded,
linked and measured

AYou will obtain a higher response rat
than through traditional print
advertising

AEconomical
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The Power of Emall Marketing

Communications Impact

One-time touch
Immediate Purchaser Immediate Purchase

Interested (Buy Later) Unlikely to Return
Not Now (Maybe Later)
No Interest

Ongoing Interaction
Immediate Purchaser Immediate &
Follow-on Purchases

Interested (Buy Later) Capture Interest
Not Now (Maybe Later) & Communicate

0 Return
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The Power of Emall Marketing

So why email?

Because almost everyone your business needs to reac

reads it

- 91% of Internet users between the ages
of 18 and 64 send or read emaill

- 147 million people across the country use
email, most use it every day.

SourceeMarketer




The Power of Emall Marketing

During this recession,
companies are looking to emalil
marketing with renewed hope.

prE: 2F 02y adzyYSNE
likely to buy products from
companies who send them email,
whether their purchases are online

or at a place of business
¢ Epsilon (Feb 2009)
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The Power of Emall Marketing

Email Marketing is Cosfffective
Compare Direct Mail vs. Email Marketing

3 For the same response,
direct mail cosR0 times
as much as emalill

Forrester Research, Inc.

3 Email ROl is the highest
when compared to other
Internet marketing
mediums

Direct Marketing Association




