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IS EMAIL MARKETING

DEAD OR STILL KICKING?

Brandi Musgrave

echnologies have a way of
quickly gaining popularity then
dwindling as the novelty wears
off; however, exceptional tech-
nologies will ultimately stabilize
and continue for the long term.
Email is one such technology.

When the first mass email was sent
to 400 recipients in 1978, no one
could have predicted how this form
of communication would eventually
change the face of marketing. The
birth of the commercial Internet
in 1991 and of Hotmail in 19962
truly transformed how companies
could communicate efficiently and
cost-effectively via this new form of
direct marketing. Email was a hot
commodity, but it got put in the hot
seat during the 2000s when “spam”
emails began diluting the legitimate
messages. At this time many market-
ers believed that the email marketing
trend had run its course.

However, anti-spam laws and the
power to send segmented, targeted,
and behavioral-triggered emails have
kept this medium not just an indul-
gence but rather a necessity if you

want to grow your practice.

HOOKED ON EMAIL

What is one of the first things you do
when you log on to your computer, lap-
top, tablet, or smartphone? Chances are
you check your email. Here are some
powerful stats to show that email is still
alive and kicking:
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e 247 billion emails are sent every
day.?

e There are more than 3.2 billion
email accounts.

e Subscribers receive, on average,
416 commercial messages each
month.’

* 95% of online consumers use
email.®

* 91% of consumers reported check-
ing their email at least once a day.’

* 77% of consumers prefer to re-
ceive permission-based marketing
communications through email.®

* There will be an estimated 236.8
million United States email users
by 2017.?

ROI OF 4,300%
Experts say that email marketing brings
an ROI of 4,300%.'°
However, not all email marketing is
designed—or written—equally well.
If your messages fall flat, you will get
buried in inboxes and your ROI will
suffer. While not every email campaign
will produce such outstanding ROI
results, email marketing can be highly
effective for your practice if you observe
these tips:
¢ Make your emails mobile-friend-
ly; 48% of emails are opened on
smart phones."" If the recipient has
to scroll around and resize to read
your message, your email will quick-
ly move into the “deleted” file.
¢ Use strong, short subject lines
to make your email stand out

from the barrage of emails people
receive every day. Hit your pa-
tients’ “hot” buttons when writing
subject lines.

Put the most important informa-
tion first: in the headline or in the
first few sentences of the email.
Include a call-to-action, such as

a free online self-evaluation or a
monetary savings off one of your
services. Give your recipients a
reason to take another step with
your practice (not just “call now”).
Make sure that the buttons or links
you provide in the email direct the
recipient to a specific landing page
with your offer, rather than the
home page of your website. You will
have a much greater response rate if
it is easy to “collect” the offer.

Test delivery days and times.
There is no “perfect” time to
send email messages. For some
target audiences early weekday
mornings might be best; for
others it might be weekend
evenings.

Provide something valuable.

This can range from educational
information to a free offer... and
everything in-between. Know your
audience to know what will trigger
their response.

Provide an opt-out option.
Including an easy way to unsub-
scribe from your future emails is
the law. Respect the wishes of your
email recipients.



* Keep the content short. The
purpose of an email is to pique
interest in your services and en-
courage patients to contact your
office...not to act as an extension
of your website.

¢ Proofread emails carefully, in-
cluding the subject line. Emails
with grammatical or spelling
errors reflect poorly on your
practice.

* Target your audience. Whether
you send emails to your internal
database or purchase an outside
list, make sure the message you
are sending will “speak” to the
recipients.

* Track and edit. Gauge the effec-
tiveness of every email by tracking
the open rate and the click-
through rate. Aim for 18-20%
open rates and 8-10% click-
through rates. If you are getting
less than positive results, change
your tactics. Know when to cut
the cord on your own favorite

messages or email designs.

MORE THAN EMAIL: ONLINE
CUSTOMER RELATIONSHIP
MANAGER

When it comes to elective surgery,
time is on your patients’ side. It can
take some people up to two years to
proceed with an elective surgery. This
is the opportunity to use “drip” email
marketing to keep your practice top of
mind by providing educational emails
for prospects in every step of their
decision-making process. You want to
establish your practice as a trustworthy
source of information so you become
the logical choice when it comes to
elective surgery.

A series of automated emails can be
designed to communicate with pros-
pects who have

* Expressed interest in your services

¢ Scheduled a consultation

* Had successful surgery
e And more

GO SOCIAL WITH EMAILS

Email sharing is extremely important to
any digital marketing campaign. Include
social sharing buttons at the top of

your messages so your emails can have

a greater reach at no extra cost to you.
When the recipient clicks the share but-
ton, have the social post populated with
interesting copy and a shortened link.

BRAND YOUR PRACTICE ON THE GO
Mobile devices now allow you to
reach potential patients when they
are on the go. They will use any form
of downtime they can muster to
read your enticing messages and take
action. When used correctly, email
marketing is still extremely effective
in establishing your brand among
prospective patients and strengthen-
ing your brand with existing patients.
The bottom line is that email mar-
keting can still have a positive impact

on your practice’s bottom line. AE
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* 77% of consumers prefer
to receive permission-based
marketing communications
through email.

Make your emails mo-
bile-friendly: 48% of emails
are opened on smartphones.

Use “drip” email marketing
to keep your practice top of
mind.
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