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To effectively leverage e-mail marketing, it is important to apply the same mindset as any other

online campaign, establishing branded paths to action that provide value to the recipient that in turn
leads to conversion. For e-mail marketing, this starts with the “from” and “subject” lines to content
and calls-to-action within the e-mail to destination pages and website processes that enable the
visitor to gain value as they make their way through to the conversion goal.
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To enhance brand trust you must provide value—value that is easy to identify and act upon from
the subject line through the content within the e-mail. Your opt-in list is a significant and valuable
resource. In this whitepaper, we discuss ways to make the most of your e-mail marketing and

provide real value to your customers and maximize ROI.

Overland Agency Inc. | 503.963.8501 | www.overlandagency.com




OVERLAND

AGENCY

Permission Based Marketing and the BPA

Permission-based marketing is essential in extending your online presence and in developing,
managing, and controlling your brand. Your website combined with e-mail marketing enables you
to interact directly with your clients—new and existing, potential employees, the media, investors,
and other constituents—to build lasting and valuable brand relationships. To maximize your e-mail
marketing effectiveness, you need to track your customers’ online behavior and constantly shape
your content and messaging to changing market needs.

Building brand trust in your customer relationships begins at the first encounter with the brand-
whether from an e-newsletter, search response, syndicated article, press release, or other
communications. Every click from that encounter should prove relevant to your visitor and strengthen
your brand. You can imagine your site action paths as a funnel where an easy-to-navigate content
presentation allows visitors to zero in on the specific information that moves the visitor to their
desired objective—such as finding product information or making an online purchase.
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This illustrates how a well designed user interface and BPA strategy should work. Once a customer is
identified a targeted Permission Based Marketing (PBM) program should start.
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UTILIZE SITE FULLY

Your PBM program should provide clear reasons for your target top return to the website and overtime
make it a go-to place for resources and knowledge.

E-mail marketing tactics are just one part of a cohesive online strategy. The best e-mail creative
and strategic execution will mean little if the stage for action — the website — fails to deliver on the

promise created in the e-mail touchpoint. The web site must be ready to respond and fulfill customer
expectations. It should reshape its content based on the needs of the market thereby increasing
relevance to its visitors. When your site engages, your brand is strengthened. A well-designed BPA
strategy and relevant and easy-to-use web site speak clearly and directly to your audience, delivering
consistency of message from e-mail through to the transactional processes that define conversion on

the web site

Success for any online permission-based marketing campaign requires consistency of message and
fulfillment of promise on your website. Continually strengthening the BPA from your e-mail marketing
tactics through to your web site should be a major factor in designing any campaign, destination pages
and even options for landing pages to improve conversion response.




