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It was a time where people were not aware of any social 
media site. Today media is filled with stories of 
phenomenal growth and effect on popular culture. 
Twitter as a site has grown tremendously. And twitter isn’t 
the only social networking site. Face book has evolved 
from its roots as a social networking site for college 
students to the largest social network on the Web, with 
over 250 million registered users. 

The main goal is to integrate social media into any 
marketing efforts and succeed in motivating consumers. 

“On the social web, consumers often tune out traditional 
Third-party banner ads, instead focusing on the endless 
stream of personally relevant information being” 

Email is the age of Social 
Media - Best Practices in email 
marketing 
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The social media is directly establishing itself 
as a directing marketing channel as should be 
considered a valuable tool for any brand 
company.  While some companies see social 
media as simply a channel for building and 
monitoring brand awareness, there is new 
evidence that it is emerging as a direct 
channel. On June 2012, Strong Mail survey 9 
of more than 500 marketers asked them 
which marketing function owned social media 
within their organization. The survey revealed 
a “land grab” within marketing departments 
for control of social media, with 29% of 
respondents saying that responsibility for 
social media is shared by multiple functions. 
However, the majority of respondents 
reported that direct marketing owns social 
media within their company,   36% of the 
respondents. Notably, only 9% of 
respondents stated that social media was 
owned by their public relations departments, 
and a paltry 5% had their own dedicated 
social media department.  

The survey also confirmed a strong 
connection with email marketing. In fact, 
66% of marketers plan to integrate the two 
channels in 2009. This move makes a lot of 
sense. Email is an integral part of social 
media, as it is relied upon to keep members 
updated of the latest news and updates 
taking place on their favourite social 
networks, blogs and wikis.  

Given that all social network profiles are 
linked to an email address, integrating the 
two channels also allows marketers to get a 
more complete view of the customer, which is 
necessary for delivering relevant and 
effective communications.  

 

THE EMERGENCE OF SOCIAL MEDIA AS A 

DIRECT MARKETING CHANNEL 

Email marketers, specifically, understand the 
value in sending targeted messages and 
measuring their effectiveness, which is why 
it’s not surprising that many companies are 
leveraging email marketing departments for 
their social media initiatives. According to the 
survey, of the two-thirds of businesses 
planning to integrate the two channels in 
2012, 48% have already formulated a 
strategy for achieving this initiative. 
 

According to the survey, the top two 
challenges for marketers came down to 
finding the right strategies for measuring 
success and establishing business goals. In 
order to effectively capitalize on its potential, 
marketers need to leverage social media in 
the same way that they monetize other 
online direct channels such as email 
marketing, online advertising and search 
marketing. While it’s important to continually 
monitor for brand view, marketers must find 
a way to measure the success of any direct 
marketing effort. 

That’s why marketers need to develop formal 
strategies and adopt solutions that allow 
them to evaluate their use of digital channels 
and then maximize and measure their 
impact. With the right tools, marketers can 
create viral social media campaigns that can 
be tracked, measured and optimized to 
maximize reach and ROI. 

THE UNION OF EMAIL MARKETING AND SOCIAL 

MEDIA 

When marketers integrate email with social 
media accelerators like social networking, 
micro-blogging, blogging, bookmarking and 
referencing, it allows them to leverage their 
most valuable asset, “the customer,” to 
expand the reach of their message and brand 
to their trusted networks and communities. 
The global reach, rapid adoption and high 
engagement of social media networks is 
providing email marketers with a new 
channel to engage with existing customers 
and acquire new ones with similar interests. 

Not only are the two channels closely related, 
they are also the top two areas of marketing 
investment in 2012 according to the survey.  
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Of marketers planning to increase budgets in 
2012, 83% will increase spend in email 
marketing, followed by social media at 62%. 

However, in order to successfully capitalize on 
the immense potential of social media as a direct 
channel, email marketers must first understand 
the differences between traditional direct 
marketing campaign strategy and the hierarchy 
of social motivators that makes social marketing 
programs successful. 

It’s important for marketers to understand why 
consumers find social networking online so 
compelling. 

Humans are inherently social beings. We find 
comfort in the connections with the company 
we keep. The instinct to “connect” with others 
is deeply rooted in our biological makeup – 
being social allowed prehistoric humans to cope 
with their very harsh world. Being social was a 
matter of life and death. Your connections 
helped you figure out which mushrooms tasted 
great and which mushrooms might be lethal. 

These days, we connect with each other as a 
form of entertainment. Websites like Facebook, 
Myspace, LinkedIn and Twitter all allow people 
to create and manage a very large number of 
connections with others. You can suddenly keep 
up with more people than ever before, without 
picking up the phone or even dashing off an 
email. 

These streams are highly personalized and 
make it easy to jump into conversations by 
sharing an observation or commenting on 
something posted by a connection. This is how 
conversations happen online today. 

Social media is all about the ability for 
consumers to create a personalized, high-
quality signal that they can plug into. This is an 
important concept for marketers to recognize. 

Subscribing to a life stream of your friends, 
colleagues or fellow archery enthusiasts means 
the content you’re subscribing to is nearly all 
signal, free from noise. You’ve opted-in to 
hearing about what’s going on in the lives of 
those you’re connected with. Your stream is 
unique and highly personalized to you. It’s 
formed by people you know and share an 
emotional connection with, discussing topics 
with which you can personally relate. 
 

STEPS FOR LEVERAGING SOCIAL MEDIA 

MARKETING 

Understanding Social Media, Influence and 
Conversations 

Signal-to-Noise 

There’s a good reason that social networking 
commands so much consumer time and 
attention and it’s related to what is often 
referred to as the “signal-to-noise” ratio. 
Consumers are naturally inclined to divert their 
attention toward high-quality “signal” in the 
form of personalized, relevant or engaging 
content. They are also inclined to shy away 
from noise – ads, intolerable people they can’t 
relate to, etc. Today’s connected consumer 
plugs into the comings-and-goings of their 
friends – observing their friends’ “life streams.” 
conversations happen online today. 

Monitoring Services 

There are a number of solutions in the 
marketplace that help companies analyse social 
presence. Companies like Techrigy and Radian6 
offer web-based services that enable brands to 
quickly access and track social presence. These 
types of solutions will allow you to access a 
variety of valuable metrics, including: 

Social Tone: Is the tone of comments on the 
social web positive, neutral or negative towards 
your brand? 

Social Presence 

What social websites are most active in 
discussions around your brand?  

How does conversation volume on Myspace 
compare to Face book, LinkedIn, etc.? 

Understanding these aggregate data points will 
help brands analyse the impact of the social 
programs they deploy and develop strategies 
that help drive the business. 

Data Appending 

Services like Rapleaf can take your existing 
email data file and append social information to 
it. This can be useful for creating new segments 
based on which social sites your customers are 
active on or segmenting out people who are 
highly connected online. 
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This kind of information shows how active or 
connected your customers are in general, but 
doesn’t really allow you to figure out which of 
your customers are most passionate about your 
brand. That’s where an applied methodology 
comes into play. 

Quantitative Identification 

Any social media marketing tool that you 
consider should allow you to create social 
campaigns that are keyed to your email file. As 
you announce social campaigns or promotions 
to your list, consumers opt in to participate. 
This gives you the ability to observe and report 
on not only which of your customers has a lot 
of friends online, but who is most effective at 
persuading their peers to engage with your 
brand or promotion. You can set the thresholds 
for what constitutes an influencer for your 
brand, and then export the data back into your 
CRM system. 

Influencer marketing uses data and analytics to 
find your true influencers – people who are 
naturally passionate about your brand and 
eager to share that passion – and then 
leverages their enthusiasm to drive your 
business forward. It’s about empowering your 
key customers and amplifying their voices. 
 

Motivating Influencers 

While many marketers are beginning to 
understand 
Social Motivators: 

o Self-Expression 
o Achievement 
o Altruism 
o Self-Reward 

Social Programs enables email marketers to 
create powerful direct-response campaigns that 
leverage social media as the next generation of 
forward-to-a-friend. Social Programs integrates 
email, the Web and social networks to create 
true viral marketing programs in which 
consumers spend their own social capital to 
drive your brand, helping marketers finally 
deliver on the vision of viral marketing. 

HARNESSING THE VIRAL POWER OF SOCIAL 

NETWORKS 

With Social Programs, marketers can maintain 
and reinforce connections between consumers, 
creating shared experiences around your 
content, brand or offer. “Inviters” can share 
personalized invitation links directing their 
friends to meet them at a targeted destination 
chosen by the marketer. Those friends can then 
be greeted by a message from the person who 
brought them there. 

Once recipients complete targeted campaign 
actions, they are automatically prompted to 
become inviters. In the end, recipients who get 
value from the experience will be more likely to 
invite others to enjoy the same socially 
engaging experience offered up by a well 
thought-out social program. And once the 
recipients become inviters, the campaign 
automatically taps the power of what’s known as 
a “viral loop,” which can increase sharing 
exponentially. 

A natural extension of email marketing, Social 
Direct puts the marketer in control to send 
targeted and personalized messages directly 
into social communities. Email marketers can 
leverage Social Direct to communicate directly 
with their company’s fans and networks on Face 
book via messages, status updates and wall 
posts. Because 

Facebook makes the personal attributes of each 

member available, email marketers can also 
leverage this tool to merge profile data with 
their email file to drive increasingly relevant 
campaigns. 

COMMUNICATING DIRECTLY WITH YOUR 

NETWORKS 

Social Share enables email marketers to drive 
list growth and acquire new, highly valuable 
targets by allowing email recipients to share 
branded email content across the most popular 
social networks, blogs and email. Marketers can 
leverage Social 

Share to provide targeted offers to their email 
list that ignite a natural sharing response, 
inspiring others to opt in for additional special 
offers. 

DRIVING SHARABLE CONTENT 
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CONCLUSION 
 Social media adoption has hit the mainstream, 
which makes it highly likely that a good 
percentage of your customers and prospects are 
already engaging in conversations that you 
could be benefiting from and helping to 
influence. There has never been a better time to 
formulate a strategy for leveraging the power of 
the social web, and that’s why Strong Mail has 
developed a range of products and services to 
help customers do just that. 

 

Social Share is a valuable new tool in the email 
marketer’s toolbox, but it needs to be 
sharpened and used correctly to accomplish the 
task at hand. Just enabling someone to share 
an email newsletter or web page doesn’t mean 
that they will. To encourage sharing, you need 
to be strategic and develop a viral campaign 
that taps into the key motivations behind 
sharing behaviour that were mentioned in the 
previous section. 
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