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INews!
Digital directl

DM and email are
complementary, so
keep them coming

Tne llood of reports showing the relentless
advance of emall - and Its canniballsation
of traditional markaling channals, M
particularly < s nal subsiding, And they're
basically righl: email 1S eating inte alher
marketing channels.

Ihe reason is obwious to everyona wha
hits ever prepared a propery planned and execuled piece of
cmall matketing: it is fast, it is feble and 1L (genarally
spaaking) cheaper And, yos, it could be more personal

However, 1he guestion of whether email is going to
repace DM |5 an interasting oné, but roguines a

bl of nuancing. I the question & Wil
email lotally replace (4 in the (itura?,

Thereis, then, my answer is 00, I many instances,

the question of . prospects and customens hat

tangibility. Good DM clul[n::' llh rouigh nlrn.'| |||.1-|.1, the Ialﬂ at
ety Lo comwart and the mos

| :;'::IB pliysical skie likety ta churm, A email
e loyaity doesn't wark well for cold

communications, charity receuilment = nor for

something thatoould  most of the cold aceuisition,

b saved and even aomd Lo thal, Beligve it ar nol,

collected. Emailis but higher CPA is somietimes

petudlly & mone desirable ohjeclive
I the guiestion |s 1s emall going 1o
replace DK far some purposas?”, e
answr is yos, parliculaely far eCRA, as it
5 egsler and cheaper W personalise hrough
camail, I olhes words, emall works veny wel 1o custome
serace and loyally communications.
Ihere is, than, the question of tangibitity, Good DM is the
| physical sicle of the [nyalty communications, samething that
coukl be saved and even collectad. Email is parishable, 10t is
faart of @ good inlegraled programme, a bit of tha DM's
tangibiity ran ba passed on Lo il
Finally, mutual einforeement: 38 (oflowed by ¢inail
produces, inavwerage, 1020 per cent better response Hhan DM
lone, Or, lookac from [he olber side, emall preceded by DM
wirks equally mueh better 10is in tho inlerests of email
lleclivenass to presarve DM
Lazar Deamic is planning divector at Kitcatt Nohr

perishable

BULLSEYE

By Hayley Plnkarfield
Independent digital ageney Ln
derwired, whosa cienls includs
Peugeot, Virgln Mepastares,
News International, the Ins)
lute of Cancer Research and
Dettsche Bank, bas launched a
wilh sile focused specifically on
its aC itk work.

The web site, www.eCliM.
couk, provides case studies
and elaborates on the agonoy’s
view Lhat digital agencies will
Descome bedter placed Lo man-
age CRM pogrammes ovar The
hext Tow yoars comaarad with
M apencies

Underired claims Whis is be.
| Causa digital shops ane lecused

on immadiacy of response and

Direct Stats
This month Mobile marketing
15 belng used morns for
retention and for selling
uxisting products than
Eenerating now rovone.
Hayley Pinkerfiald reporis
hobile marketing is sUIa new
and doveloping direct marketing
channe!, bul exponditune ks do-
bling each year, acoording to
the DMAS Mobila insight study
(01 2007 ),

SMS 16 s e dominant ma-
bite markaling farmal. repro-
sentad by the highasl valime
The majenty of SMS sent ware

Underwired reveals
eCRM web offering

Undarared! cCRM wob Site

cosl olfectiveness of he chan-
nets involved = email, web and
mobile

The aguncy recently an-
nounced Lhat eCRM now ac-
counts flar 5O per cant of s
tesenie, and it hos made board:
lewvel changes aecprdingly (Rov-
aitiion, Dotober 2007}, Mast
notably, leng-standing planning
dangloe Loz Dioimic, has bopen

Sowrce DR Modie MarReling hrsieht Sty (0 2007

tor mobile DM (B0 por cent). transactional (1B per cent) and  (MSPs) estimated to account
wiile other lypes sent incduded  olhor (4 par cent), The BMAau-  Tor 70 per cenl of messapes
customer sorvice (28 percent).  veyed mobile sorvice providers  sent by MSPs.
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Talta specia

N0

Folix Vielarde, managing part
i of Underwired, said: “|t's
ecoming obyious (hal dinct |
markeling agencies nave the
daota insight, but no native un
desstonding of dipital channels
a0 launehing eCERL ok will
be & platform an which wa can
Sl oul our wiews and stark at-
tracting more talent Trom Lhe
DM industry, beinging data and
segmentation oxportiseinto tha |
digital woeld, &% opposed to dhe
olher way round,”
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“There is an overwhelming desire amon
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agencies and their ¢

ients to




