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About Econsultancy

Econsultancy is the leading source of independent advice and insight on digital marketing and e-
commerce.

Our reports, events, online resources and training programmes help a community of over 80,000
registered marketers make better decisions, build business cases, find the best suppliers, look
smart in meetings and accelerate their careers.

Econsultancy is an award-winning online publisher of reports covering best practice, user
experience benchmarking, market data, trends and innovation, and supplier selection aimed at
internet professionals that want practical advice on all aspects of ebusiness.

Econsultancy also operates a highly populartraining division,used by some of the wo
prominent brands for staff education, both in -house and via public courses. We provide training

across all areas of digital marketing and at all levels from one day courses to diplomas to Masters

in Digital Marketing.

In addition, we host more than 100 conferences and eventsa year, such as The Online Marketing
Masterclass, regular Supplier Showcases and Roundtables, an annual Future of Digital Marketing
event, Digital Cream and arange of social events.

The Econsultancy site now attracts 175,000 unique users per month where they access research,
read the blog and take part in discussions in the forums. And as a portal to the digital marketing
community, Econsultancy members can also link up with other members and digital suppliers
through our directories, as well as find a new job or new digital talent using the job listings.

Some of Ec ons usidd neembenrs indudec Gobgee nybhooMSN, MySpace, BBC, BT,
Shell, Vodafone, Yell.com, Dell, Oxfam, Virgin Atlantic, TUI, Barclays, Carphone Warehouse, IPC
Media, Deloitte, T-Mobile and Estée Lauder.

Join Econsultancy todaytolearnwhatdé s happeni ng i ni anddwhattvaks. mar ket i

Call us to find out more on +44 (0)20 7681 4052 or contact us online.
http://econsultancy.com
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About Adestra (research sponsor)

Adestra is a highly capable, industry leading, email marketing service provider (ESP)

We deliver resultsé Adestra has world beating

expertise in the country. We are focused entirely on our customers' success, which is why we help
over 3,500 email marketers. Our clients' emails are the most likely to be delivered, read and
positively actioned by their target customers. Some people call this deliverability, but we call it
sales success, because we help turn prospects into customers.

Adestrads Message Focusé Developed entirely
marketing program using Message Focus, from data segmentation, to full and complete reporting.
Whether it is for bulk -sends or tailored, targeted and personalised messages, this customisable
email marketing system allows you to manage your email communications efficiently and
effectively.

In addition, we back this up with advice and t raining to deliver both tactical and strategic plans.

We aim to be the besté We've certainly got t
providing email marketing since the sector's inception. We share much of our email expertise
through regular best practice sessions, both with our clients and with many leading associations,
including the DMA (Direct Marketing Association) and the IDM (Institute of Direct Marketing).

Our industry reputation ensures that Adestra clients enjoy high deliverability rate s. They benefit
from our close relationships with industry ISPs, deliverability scheme accreditation, partnerships
with deliverability specialists such as Return Path and large spam filter technology companies.

Find out more: http://www.adestra.com or email us: moreinfo@adestra.com

London Office Oxford Office New York Office
Enterprise House Holywell House 304 Park Avenue South
1 & 2 Hatfields Osney Mead 7th Floor

London Oxford New York

SE19PG 0OX2 OEA NY 10010

+44 (0) 1865 242425 +44 (0) 1865 242425 +1 646 367 3957

e adestra
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3.

Executive Summary and Highlights

The Email Marketing Census 2009 , published in association with Adestra , is based on the
findings of a survey of more than 1,000 registered Econsultancy users.

Those taking part in our online survey, which was live in January and February 2009, included
560 company email marketers and 289 supplier respondents (i.e. those working for agencies and
email service providers).

Itis clear from this research that email marketing is a crucial weapon for companies who are
trying to focus on effective marketing during the recession. The research shows that there is a
particular focus on customer retention.

More than three -quarters of respondents (78%) now rate email as@ x ¢ e | | @ooddfér ROy
higher than for any other digital marketing channel and up 12% since a year ago

However, significant numbers of marketers are still failing to adopt a range of best practices
relating to email, and many are still failing to get to grips with deliverability. Lessthan a fifth of
companies (18%) knowwhat percentage of their email budget is lost through non -delivery.

Additionally, while some companies are mastering various tactical elements of best practice, such
as segmentationand triggered emails, it is clear that there are still problems for many
organisations at a strategic level.

Lack of strategy is now more likely to be regarded by company respondents as a significant barrier
to effective email marketing, up from 32% of email marketers in 2008 to 44% in 2009. An even
bigger proportion of agency respondents (69%) say this is the biggest barrier for their clients, up
16% since last year.

A well thought-out strategy has to be the starting point for email marketing success.

Topics covered in this  the third annual Email Census include:

Approach to email (i.e. in-house, managed servie, hosted etc.)
Use of services provided by email service providers
Type of audiences targeted by email marketers
Extent of email marketing (number of emails sent)
Email marketing budget

Return on investment from email marketing
Effectiveness of emailmarketing practices

Barriers to successful email marketing
Deliverability

Integration of email with digital marketing activities
Resourcing

Email marketing focus

Key findings from the third annual Email Marketing Census:

Approach to email marketing

Appli cation Service Providers / Hosted Service is now the most commonly adopted method
for email marketing, with nearly half of company email marketers (47%) using this approach.
The use of a webbased application interface has increasedmassively in the last two years, up
from 27% of respondents 2007.

Apart from basic broadcast of emalil, the most widely used ESP services areneasurement and
analytics (50% of company respondents) and personalisation (38% of respondents).

Since the first Email Census in 2007, the biggest increases for services used have been for
automated campaigns (up 14%) and for segmentation (up 10%).
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However, there has been an overall decrease in the extent of use alesign and copywriting
servicesand dynamic content solutions .

The proportion of companies using more than 50% of their email system's functionality has
decreased from 41% in 2008 to 37% in 2009

Volume of email, budget, and ROI

More than half of responding organisations (54%) are sending at least 50,000 emails per
month, and just over a fifth (21%) send at least half a million emails per month.

On average, 42% of emailgby volume) are acquisition-focused compared to 58% for
retention -based emails.

On average,email marketing accounts for 14% of online marketing budgets, comparedto 18%
for search and 19% forwebsite spend.

Almost a third of organisations (32%) are spending less than £5,000 per year on email, whilst
some 6% are spending more than a quarter of a million poundsannually . Despite the
economic doom and gloom, the proportion of companies spending £10,000 or more on email
has risen since 2008.

Some 42% of email marketers do not know their ROI from email marketing.

For those who doknow their ROI, the majority of respondents (61%) say that email
marketing delivers an ROI of 300% or more. Almost a third of company email marketers
(30%) say that email marketing delivers an ROI of 500% or more, compared to 24% of
companies in 2008.

Effectiveness and email practices

The vast majority of respondents (78%) rateemallas 6excel |l ent d or 6goodéd
for any other digital marketing channel. Only 4% of respondents say email is poor for ROI.

Since 2008, there has been a 12% increase in the proportion of company respondents
rating email aser bé porguinfmmrinvesaerierit.e nt 6

75% of respondentsare now carrying out basic segmentation, with a further 19% of company
email marketers planning to implement this . The next most commonly undertaken email
marketing practice is regular list cleansing , currently undertaken by 60% of companies.

There has been a 9% increase in the proportion nowre-marketing through email.

Behavioural targeting is the practice least used by company email marketers, with over a
third (39%) of companies not even planning to implement this activity.

The most commonly used type of trigger-based emails are forcross-selling (42%), up-selling
(41%), andreactivating lapsed customers ( 36%).

Abandoned baskets, date notifications and click-through -but-no-purchase are the least
used email triggers, with 67%, 68% and 60% of responding organisations (respectively)
saying that they are not using or planning to use these triggers in the future.

The vast majority of email marketers (72%) say that they are not using email marketing as
effectively as they could. Only 16% are using email as effectively as possible for acquisition
compared to 24% for retention.

The biggest barriers to effective email marketing use (according to company respondents) are:

Quality of email database (45%*)
Lack of strategy (44%)
Lack of budget or finances (42%)
Lack of segmentation (37%)
Lack of skills and training (30%)

* Percentageof company respondents viewing this issue as a significant barrier to effective email marketing.
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The proportion of company respondents viewing lack of strategy and lack of segmentation as
barriers has significantly increased since 2008. However, lack of budget is a major barrier for
fewer companies than in 2008.

It is encouraging to see that significantly fewer marketers than in 2008 say that the lack of
skills and training is a barrier to effective email marketing.

Deliverability and Integration

Hal f of responding organisations say that- they
boxes in the last 12 months, the same proportion as 2008.

Fewer than a fifth of companies (18%) know what percentage of their email budget is lost
through non -delivery. According to the companies who say that they know the percentage,
10% of emailbudget is lost through non -delivery on average, compared to 11% in 2008.

Companies are still struggling to integrate their email marketing with the rest of their sales
and marketing. Only 17% say that their email marketing is fully integrated, although this
figure has slightly increased since last year.

Disconnected systems and technologiesremain s the biggest barrier to effective email
integration, according to more than half of organisations surveyed (59%). Since 2007 there
has been an 11% increase in the percentage of company respondents who say this is an issue.

Resourcing and governance

Three-quarters of companies surveyed (74%) have up to five employees working on erail
marketing within their organisation.

Almost two -thirds of responding organisations (63%) do not have any employees who are
solely working on email marketing. Just under a quarter of organisations (23%) have one
employee within their organisation dedic ated to email marketing.

Design and content is the activity relating to email that survey respondents are most likely to
be personally involved in, with 84% of respondents stating that they have some responsibility
for this. Some 79% of respondents are inwlved in strategy and planning .

The majority of companies surveyed say that they have effective control and governance over
different aspects of email marketing, including for legal compliance (data protection),
appearance of emails (including branding gu idelines), frequency of emails and relevance of
emails to individuals .

However, significant numbers of respondents say their companies do not have effective
control and governance around the frequency of emails sent (24%) and over the relevance
of emails to individuals (30%).

Strategy and campaign planning is the area that most email marketers (40%) say that they
need to focus on in 2009.
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Other related Econsultancy reports and content:

Email Marketing Platforms Buyer's Guide 2008
http://econsultancy.com/reports/email -marketing -platforms -buyer-s-quide-2008

Email Marketing Trends Briefing - November 2008
http://econsultancy.com/reports/email -marketing-briefing -november-2008

Internet Stats Compendium 2009
http://econsultancy.com/reports/internet  -statistics-compendium

Training and events:

Email marketing training
http://econsultancy.com/training/courses/email -marketing

Advanced email marketing
http://econsultancy.co m/training/courses/advanced -email-marketing

Email marketing Roundtable - September 2009
http://econsultancy.com/events/e -mail-marketing -roundtable -september-2009
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4, Introduction by Adestra

We have commissioned the annual email marketing census, the largest and most comprehensive
of its kind, for three years now, monitoring how the sector is evolving in the UK. For an industry
that is still in its infancy, this resea rch not only enables us to track how marketers are
approaching email marketing as they adapt to the turbulent economic backdrop, but will help
shape the industry for the future. Thank you to everyone that has participated.

Despite the difficult economic climate, the email marketing industry is continuing to grow. The
proportion of companies spending £10,000 or more on email has risen in the last two years. With
over a fifth of respondents sending at least half a million emails per month, companies are
distributing greater volumes of emails but the trend is moving towards more targeted campaigns.
Since the first email census in 2007, automated campaigns have seen the biggest increase in
services used. This rise in trigger campaigns clearly indicates that p@ple are using Email Service
Providers (ESP) intelligently, as opposed to adopting a load and blast approach.

With belts tightening throughout this recession, it is very concerning that 42% of marketers do

not know their ROI from email marketing. It is the most cost effective medium, accounting for

just 14% of online marketing budgets. Those that do track the ROIfind it offers excellent value,

with the vast majority of respondents rating ema
any other digital marketing channel. With many marketers recording ROIs of over six times,

budget constraints should not be seen as a barrier.

Now, it is not enough to just send emails. It is imperative that marketers use the email service

wisely. Campaigns need to be carefully targeted. Although it is encouraging thatthree-quarters of
respondents are carrying out basic segnentation by, for example, tailoring their message to the

female or male audience, it is worrying that the proportion of companies using more than 50% of

their email systembs functionality has decreased
targeting.

The quality of email database remains a problem for the industry, with 45% believing that it is the
biggest barrier to effective email marketing. Top tier ESPs, such as Adestra, are tirelessly working
with their clients to ensure the quality of the em ail database is improved, advising clients on how
to collect data, set up partnerships with companies that monitor the quality of your email and
ensuring content relevance segmentation. In addition, lack of strategy has been a stumbling block
for many. Three years ago, Adestra identified this ard as a result was the first ESPin the UK to
establish a Strategy division. At Adestra, we invest heavily in our people so that they can provide
expertise, guidance and input for all our clients.

Looking to the futu re, the email marketing industry is set to grow further, as budgets continue to
be slashed and email marketing replaces other less cost effective marketing mediums. We will see
more online marketing specialists, who, in turn, will be demanding more from ES Ps. Visibility on
deliverability will become more important. At Adestra, we are not interested in our clients just
sending more emails, in fact, in many cases we suggest they send less. The load and blast
approach will not achieve the best results. For the successful marketers, sophisticated, high
quality and targeted campaigns will be paramount to deliver truly excellent ROI.

Henry Hyder -Smith , Managing Director, Adestra

®s adestra
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5.1.

5.2.

5.2.1.

Methodology and Sample

Methodology

This is the third annual Email Marketing Census published by Econsultancy in association with
Adestra. Many of the questions in the censushave been repeated over this time period enabling

us to compare data and look at trends.

There were more than 100 respondents to the 2009 Census, which took the form of an online
survey!in January and February 2009. Respondents included both client -side or in-house
marketers, as well as agencies, email service providers, or specialist email marketing consultants.

The findings are shown forclient-s i de (or O6company

resparddntdoad@le na

respondent s énfornsatop aboutthe survey, including the link, was emailed to
Econsultancyds user base. The iaoomglimantary empybfdahis t ak i

report in advance of its publication on the Econsultancy website.

I f you have any questions about
Linus Gregoriadis (Lin us@econsultancy.com.

Respondent profiles

t

he research, pl

The majority of respondentstaking part in this survey are client -side email marketers [Figure 1].
The sample included 560 respondents who are part of an in-house team, and 289 respondents
who work on the supply side. Some 165 respondents say that they fall into neither of these

categories, classifingt hems el ves as Aot her . 0

Email marketing role

Figure 1 Which of the following most accurately reflects your role?

Fart of an in-house team (client-side)

mEmail Service Provider (ESP) employes, agency or consultant

W[ either

Respondents: 1014
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5.2.2.

5.2.3.

Number of employees

Just over two-fifths of in -house marketers (44%) work for organisations with less than 100
employees, compared to nearly a third working for companies with between 100 and 1,000
employees. Over a quarter (26%) work for companies with more than 1,000 staff members, and
11% work for companies with more than 5000 employees.

Compani essi(diel-lbendé a)
Figure 2: How many employees are there in your organisation?

Lessthan 100 =101-1000 = 1001-5000 = More than 5000

Respondents: 359

Business sector

Respondents work acrossa wide range of different industry sectors. The best represented sectors
are retail (16%), financial services (11%), andpublishing (11%). Just over a quarter of
respondents specify 6othero6 aschasl@andtramiegct or ;

Companies

Figure 3: In which business sector is your organisation?

30%

26%
25% B
20% B
16%
15% B
1% 1%
10% L -
E%
4% a0 a0
% B
2% oy 10 1% qap qg 0%
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N Py el )
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Respondents: 358
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5.2.4. Geography

The majority of company respondents (77%) are UK based Most of the remaining respondents

are based in Europe (11%) or in North AmeEastca (6
Asia and the Middle East. Two-thirds of supplier-side respondents(66%) are based in the UK

[Figure 5].

Companies

Figure 4: In whi ch country/region are you (personally) based?

Uk mEurope (non-UK)  ®mNorth America ® Other

Respondents: 361
Agencies

Figure 5: In which country/region are you (personally) based?

UK ®Europe (non-UK)  ®EMNorth America B Other

Respondents: 361
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6.1.
6.1.1.

Findings

Approach to email and use of ESPs

Approach to email marketing

The use of an emai |-basedemail appcationisonow tideanosh veidelyr e b
adopted approach to email marketing, with almost half of companies surveyed (47%)now using
an application service provider (ASP)or a hosted service. This percentagescompares to a third
(33%) of respondentsin 2008, and only a quarter (27%) in 2007 [Figure 7].

Only 8% say theyusea fully managed (ESP) service, and just under a quarter (23%) usean in-
house system for email .

The findings show that the popularity of the ASP approach has continued to grow, now well ahead
of in-house systems, which was the most commonly adopted approach in 2007.

Companies arenow also less likely to use amixture of different approaches than they were in
2008 or 2007, although nearly half of agencies surveyed (48%) say their clients typically use a
mixture of email services [Figure 8].

Companies
Figure 6: Which of the following best describes your organisation's approach to
email marketing ?

50% 7%
45%
40%
35%
30%
25%
20%
15%
10% &

5% ——

0%

23%

18%

4%

Fully managed Application In-House System A mixture of the Mone of the above
service (anEmail Service Provider/  (including third above
Service Provider Hosted Service  party software you

developsand  (web-based email have installed)

sends your email application
campaigns) interface provided
by an Email

Service Provider)

Respondents: 461
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Company trends
Figure 7: Which of the following best describes your organisation's approach to
email marketing?

100%
80% —
70%
50%
50%
40%
30%
20%
10%
0%
2009 2008 2007
Fully managed service (an Email Service Provider develops and sends your email
campaigns)
= Application Service Provider f Hosted Service (web-based email application interface
provided by an Email Service Provider)
m |n-House System (including third party software you have installed)
u A mixture of the above
Agencies

Figure 8: For the majority of your clients, what best describes their approach to
email marketing?

50%
45%
40%
35%
0%
24%
25% 21%
20% ——
15% ——
10% —
5% —— 1%
0%
Fully managed Application In-House System A mixture of the MNone of the abowve
service (anEmail Service Provider/  (including third above
Service Provider  Hosted Service party software
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6.1.2.

6.1.3.

6.1.4.

Proportion of emails

Table 1below shows the proportion of email typically sent out via each type of email method for
those who said they use a mixture of email approaches. On average, around a third oftheir emails
(34%) can be attributed to their fully managed services. Just over a third (37%) of their emails
are sent via an ASP or a webbased email application. In-house systemsaccount for
approximately 29% of emails sent by company respondents.

Table 1 What percentage of your emails does each of the following account for?

Average
Fully managed service 34%
ASP / Web-based email application 37%
29%

In-house system

Primary ESP

The Email Service Provider market is highly fragmented with more than 50 ESPs being used by
respondent organisations. The most widely used ESPs are Adestra, Cheetahmail, Email Vision,
Pure and Silverpop.

Use of ESP beyond basic broadcast of email

Nearly a third of respondents (32%) say they use an ESP for services other than just basic
broadcast of email, compared to 68% who do not use any other services. Comparison with 2008
figures indicates that little has changed in the course of a year, with the majority of companies
still using ESPs only for the basic broadcast of email.

Figure 9: Does your organisation use an ESP for any services beyond the basic
broadcast of email?
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2009 respondents: 459
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6.1.5.

Range of ESP services used

Figure 10 shows the range of additional services used bythose organisations who say that they
use an ESP for more than just basic broadcast of email. Half of responding organisations use an
ESP for measurement and analytics . Around a third of companies use an ESP fompersonalisation
(38%), segmentation (33%) and automated campaigns (31%).

Company
Figure 10: If relevant, which ESP services do you use?
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Figure 11(on the next page) shows the net growth in theuse of these different ESP services.

The use ofautomated campaigns has shown the most rapid growth over the last two years, with
almost a third of companies (31%) now using their ESP forautomated campaigns .

Segmentation and Campaign optimisation have also shown significant levels ofincreased uptake,
increasing by 10% and 8% since 2007 respectivelyUptake of email data provision services has
also increased by 8%.

However, fewer companies are now usingdesign and copywriting services anddynamic content
solutions.
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Company trends:

Figure 11 Net growth in use of ESP services since 2007
16% a0
14% —
12% —
10% —
8% —
6% —
4% —
2%

10%

-9 -3%

0%
-2%
_40
& S & & : & N S =)
RN A A
o@.;o & & & (\Q\ O(\-‘o\ %?S@ o & 8
& & SR £ & &
N & N @‘50 Q @ &0 & &
s & AN O 4
?‘6\ o & Q;bf’ &’3 {\'bé
“b& \’:\ é‘-p"i@ {)"\
o
© &

Figure 12 shows the supply-side perspective on what ESP services clients are using anthese
percentages are therefore understandably higher.

The vast majority of agency / ESP respondents(70%) say that their clients use design and
copywriting services, compared to only 16% of companies. Similarly, only 20%of company
respondents say theyuse strategy and campaign planning services , whil e the vast majority of
agencies surveyed 65%) say their clients typically use this service.

Agencies
Figure 12 Beyond the basic broadcast of email, what ESP services do your clierst
typically use?
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6.1.6.

Proportion of email functionality used

The proportion of companies using more than 50% of their email system's functionality has
decreased from 41% in 2008 to 37% in 2009 [Figure 14].

More encouragingly, the proportion of respondents using less than a quarter of functionality has
decreased from 28% in 2007 to 21% of companies. It needs to be remembered that ESP system
functionality is being added to all the time.

Figure 13: What proportion of your email system's functionality do you think you
(or your clients) are using?
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Figure 14: What proportion of your email sy stem's functionality do you think you

are using?
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6.1.7. Types of audience targeted
More than half of companies surveyed (55%) are targeting B2B customers, although this

proportion has slightly dropped since last year [Figure 15].

From the agency / ESP perspective [ Figure 16], slightly more of their clients are now targeting
B2C customes, and fewer are targeting B2B. But the reverse is true for company respondents
who are now focusing less on B2Ghan they were a year ago
Company trends
Figure 15 Which types of audience do you target?
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Figure 16: Which types of audience do your clients typically target?
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6.2. Volume of email, budget and ROI

6.2.1. Number of emails sent

More than half of responding organisations (54%) are sending at least 50,000 emails per month,
with just over a fifth (21%) sending at least half a million emails per month.

Companies
Figure 17 How many emails does your organisation send each month?
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Figure 18: How many emails does a typical client send each month?
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Figure 19 shows that the number of emails sent by companieshas slightly decreased, with fewer
organisations sending more than 1 million emails this year than last year (15% compared to 18%).

Company trends

Figure 19 How many emails does your organisation send each month?
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6.2.2. Online marketing budget split

Table 2 shows how marketing budgets are divided up between different digital marketing
channels. After website (19%), search commands the biggest share of marketing budgets (18%),
followed by email marketing (14%).

In the midst of a deep recessionsearch and email continue to attract significant sums of
investment, since they are inherently accountable and more measurable than other areas of
marketing (such as display advertising).

It is unsurprising that email continues to thrive in the current economic climate. Email is a
proven marketing tool, and is particularly effective in a recession since it is relatively low-cost and
provides a demonstrably high return on investment. In addition, email marketing has been

around long enough for best practices to be established and for marketers to understand what
works (and indeed what doesndt) .

Social media now attracts approximately 6% of online marketing budgets, according to company
respondents. Another consequence of the ongoing finartial crisis is that organisations are
increasingly looking to low -cost, alternative ways to market online. Hence the rise of social media
is expected to continue despite therecession

Respondents could also select showmshudgetdaremalso an opt i
dedicated to aggregators and shopping comparison sites, which are expected to do well as
consumers become increasingly price sensitive.

Table 3 (on the next page) showsthe supply-side perspectiveonhowt hei r cl i ent sé mal
budgets are split. As with the companies themselves (apart from budget dedicated to thewebsite)
search and email marketing come out on top.

Companies

Table 2: Split of online marketing budgets across different digital disciplines

Average
Website 19%
Search 18%
Email marketing 14%
Display advertising 13%
Affiliate marketing 11%
Sponsorship 7%
Mobile 6%
Social media 6%
Viral marketing 6%
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Agencies

Table 3: Split of online marketing budgets across different digital disciplines

Average
Website 21%
Search 16%
Email marketing 15%
Display advertising 14%
Affiliate marketing 8%
Sponsorship 8%
Viral marketing 6%
Mobile 6%
Social media 5%

6.2.3. Split between acquisition and retention

Table 4 shows the average split betweenacquisition and retention emails in terms of the volume
of emails being sent, either by companies and agencies.

The increased focus on retention-based marketing during a period of economic instability is to be

expected, gven that acquiring new customers is associated with significantly higher costs than
retaining existing ones.

Table 4: Average split between acquisition and retention (by volume of email)

Companies Agencies
Acquisition 42% 45%
Retention 58% 55%
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6.2.4.

Change in volume of acquisition and retention emails

Although there is a shift towards customer retention in terms of the proportion of emails being
sent, the majority of organisations are still expecting to send more emails relating to acquisition
[Figure 20]. It is clearer from the supply -side response to this questionthat clients are more
likely than last yearto be sendingemails for retention than for acquisition [Figure 21].

Companies

Figure 20: Will you be sending more or less emails for acquisition and retention
over the next year?
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Figure 21 Typically, will your clients be sending more or less emails for
acquisition and retention over the next year?
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6.2.5.

Annual spend on email marketing

Almost a third of responding organisations (32%) are spending less than £5,000 annually on
email marketing, whilst at the other end of the scale, a third of companies (34%) are spending at
least £25,000 per year.

Figure 23 shows that the proportion of companies spending £10,000 or more on email marketing
annually has continued to rise. Over half of companies surveyed are now spending at least
£10,000 on email annually, compared to just under half (46%) in 2008, and 42% in 20 07.

Some 14% of organisations are spending over £100,000 per year on email marketing compared to
10% for the previous two years.

The increase in budgets during a time of economic instability underpins the notion that email
marketing is expected to do well in the recession. This is unsurprising, given that email is a highly
cost-effective and measurable form of marketing that delivers proven ROI.

Companies

Figure 22: How much does your organisation spend on email marketing per year?
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Company trends

Figure 23: Annual spend on email marketing
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