New digital tracking study reveals UK consumer views on promotional email and
social media use

Posted by Bryan on May 16, 2010
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La=t Thursday I was out at the launch event for the DMA's Digital Tracker Study, a2 r=
FastMAP and =mail marks
ar= a=king in r=lation to usi

=arch initiathre {Backed by online ressarch company
lverPop) that aims to provide regular insights inte some of the key gue
| media us=.

ions online markst=rs

SlideShare] .

A= is always the case with such reszarch, some of the cbservations just confirm what most good online marketers know already - like the fact
of the insights related to
=t

= in t=n promotional =mails of int=r=st

delivery) work wellin email. But I gid Tind

== =mails 2 media sit=s of rzal in

g l=== than o

stats - lik= almost two thinds of = nits i
dismal click through rates many =mail marketars s=e).

{which might explain some of the

Her= ar= some of the in=ights that jumpsd out at me - but do take a look yours=if and z== il the r=sults confirm or counter your own
=xperiencs or curment thinking:
s 43% of UK adults rec=ive over 20 promotional emails a wesk - =o there's lots of competition for att=ntion in their inbox

s 4% of pzople find ju=t 1 in t=n {or l==x) of thess =mails of int=re=t to them - suggesting that il you can be truly rel=vant than you can
realty stand-out

s 19% of p=ople will flag your =mail as Spam if they ==l they reczive too many and 18% will Spam flag =mails they don't recall =igning-
up for- so make sure you ==nd 3 memorable “we=lcome’ =mail in response to =very sign-up and then watch your frequency il you don't
want your =mail campaigns blacklist=d [(although the more relevant and thus “valuable’ your =mail, the less fregueency should be a
cono=m)

s A further E% us= the Spam flag instzad of opting-cut if the opt-cut process z=ems too slkow or unclzar - =0, again you're risking
bilacklisting if you don't make it as =a=y to opt-out as you did to opt-in

= The majority of email iz =till read on desktop (67%) or laptop (45% ) d=vices - but 11% of adults now also read them on mobile devices

= Int=restingly, this contrasts with 15% of prople using mobile devices to scoe=s their social networks - suggesting & wery differ=nt mod=
of u=e batw==n =mail and socisl networks, which marketers need to take into scocownt



