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Deals and discounts rule the 
day for opt-in email

Many email and social media 
marketers are beginning to 
realize that by combining the 
strengths of both tactics they 
have an opportunity to increase 
effectiveness, rather than 
compete with each other.

Until recently, most efforts 
have focused on linking 
existing email strategies with 
emerging social ones. As 
combined efforts become more 
advanced, sophisticated 
integration will mean 
segmenting email and social 
audiences to understand how 
they overlap, what they want 
and how messages should be 
customized for the two tactics.

Based on research from 
ExactTarget, the motivation for 
opting in to marketing emails 
somewhat different from what 
most studies show regarding 
liking brands on Facebook or 
following them on Twitter. 
Discounts and promotions 
were the clear winner, 
followed by freebies and sales. 
Reasons like wanting to 
interact with the brand or show 
their support came in at the 
bottom of the list.
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Related Articles

SEO - A Great Place To Start

http://www.e10egency.com/emarketing-
blog/seo---a-great-place-to-start-your-
emarketing-activities

Poof! They’re Gone

http://www.e10egency.com/emarketing-
blog/handling-leads

The Hunted Are Now The 
Hunters

http://www.e10egency.com/emarketing-
blog/the-hunted-are-now-the-hunters

CONSUMER MOTIVATION

For social followers, discounts 
and deals are still highly 
important. They came in second 
in a March 2010 survey by 
Morpace about joining Facebook 
fan pages. Chadwick Martin Bailey 
found they were the primary 
reason to follow a brand on 
Facebook or Twitter in February 
2010. Razorfish reached similar 
results in August 2009.

But the more public nature of 
opting to join fan pages, like 
brands or follow marketers means 
motivations like showing support 
for the company are also 
important to social marketing. In 
the Morpace survey, that was the 
top reason to join a fan page. 
Other researchers also found 
substantial numbers of 
respondents eager to show their 
support or follow brands simply 
because they were customers.

These motivations bolster 
assumptions that email is a more 
passive channel, while the more 
active brand advocates are to be 
found following brands on social 
sites.
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eMarketer is a business 
information service unlike any 
other. By aggregating, filtering and 
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e10 egency

An emarketing egency located 
in Toronto, we help clients blend 
new media into their existing 
marketing and promotion plans. 
Our balanced approach is creative 
while remaining practical. It helps 
our clients ease into emarketing 
and understand the opportunities 
through experience rather than 
sales presentations.
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