E-COMMERCE LINK

E-mail Strategies
for Corporate

Governance

How to manage your e-mail programs across your company

I8 &-mail commusnication so success
full for your company that everyone
winnits to get i on the act! In many
organiations, the marketing. =les,
public relations, product marketing
and market research departments all
want to develop outhound e-mail
commumications. Many of these busi-
niess wnitg are likely to be unversec in
el best practices and legal issues
The end result can b o free-for-all
that can damage your brand, annoy

wour customers and create seriows
liabilities for your company,

The firg sep you should ke &
o centralize the povernance of your
e-mail programs. Croups within your
company can wse e-mail, but you
ihould essablish rubes and standards.
Even if your company’s wie of e-mail
limited, it still s advisable to develop
a strategy for oversight of the ¢-mail
channel, Here are some thoughts for
an integrated approach

Corporate E-mail Road Map
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Create a Road Map
Develop a grid that outlines every
group that uses e-mail and the pri
mary purpose of its communications
It might book something like this {see
chart below) in a typical company,

The goal is b0 mag cut all the majos
e-mail wuchpoints. Once ywu've done
chis, identify o contact in each growp
who has primary responsibilivy for
e-mail efforts. This is the beginning of
FOUT BOVETTIANCE Commities

MName one person or deparment
in your organization o be responsible
for the overall administration of your
company’s vanows e-mail efforts, This
individia] or bisines undt dhould have
a keen undemstanding of the e-mail
landscape, keep abreast of indusery
issues aned trends, and have the power
to make policy end decisions on the
gompany’s use of e-mail

Educate Groups

on Can Spam and
Permission Practices

You mass csenblish scandards for legal
complisnee with the Can Spam Act
and any othver laws {many of which an:
industry-specific) that may affect yous
c-mail programs. Establish levels of
permission for the major types of e-mail
wou send and consider implementing a
companywide opr-out policy
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feomaned from page 17)

Most of your messages fall under the
Can Spam definiion of “commercial
erveisaaes,” and requite elemvenis such
s your company’s postal address and a
way for reciplents 1o ot out of fure
e-mmails. §s your sales deparrment awsire
of thi? Tt should be, since individual
salespersons act o8 agents of the com-
pany and are subgect 1o compliance with
the lave. Do your thisd-pamy advertising
e-miail procedures include suppression of
previous opt-outs from advertisers? The
law defires the adveniser as the sender
because the content is about its product
or service: and a main requinement of
Caan Spaan i that prcr opt-out neuests
must be honored. 1t is likely that some
individuals on your list previowsly have
opted out from the advertiser.

Some of your e-mails are likely o

fall outside of Can Spam mequirements |
becase they are “mansactional mes- |

sapges,” such as customer servioe replics

to customers of order confirmations. |
Howewer, there are best practices for |

the content of these messages.

You should document legal reguane-
ments and permission sandands for
your company. It B a good idea 1o
hold educarional brsefings so char all
depanmernts are aware of the law and
the penalties for noncompliance.

Set Brand Standards

Your company’s e-mails should pro-
mote your brand consistenaly. This
starts with creating standirds for fonts,
logo use, termimology and legal lan-
guage. It also includes establishing
miles for depantments. Can they create
theirown e-mails oc must they anly use
preapproved templates? For example,
SO Organiztions empower their
sabespeople 1o seboct e-mail content
frowm a senies of preset messages. This
controls the mesaging and presenta-
tion, but alkows sales tomke dynamic
use of the esmmil channel.

It%s alsa important oo make sure
your temiplates and messaging are in
alignment with your Web site, direct
mail programs, print advertising and
other communications.

Centralize Deployment
for Most Touches
Ideally, you should use the same
e-mail deployment system for mose
of your messaging. (Groups such as
customer service and public relations
may require different facilivies.) A
centralized system allows you o pro-
vide consistent aocess to a selection
of e-mail lists or subsers of e-mail liscs,
and also enseres that opt-out activity is
managed properly. A good system abso
proviches companies with the sbility to
control who has acoess o the sysem
ond what they can do within it

The primary company admindstra-
tor might be responsible for creat-
ing lists for vamous depammenis. For
example, the product management
department might only have scces
£ o list of registered users of a specific
procuct, and the sales team might only
have access 1o a segment of prospects
or customers added 1o a list within a
given time frame.

I addition, don't allow individual

users 1o have full acoess o all e-mall |

ackbresses in the system because it cer-
ey witll pesulr in e o overuse of
parres. And you probabdy do not want
to give these users the right o modify
recosch within the system.

Bstahlish

Frequency Rules

It s natural that individual groups
im your company wifer fram tunnel
vision. Their e-mail program has a
particular mission and goal, and they
may ot be aware of all the other
e-mail activity taking place throughout
the company. Without govermance,
you could be inundating a customer

[ or progpect with maltiple e-mails on

any given day.

You should establish general fre-
quency rules for eomail contaces, If
your newsletters are sent on Tuesdays
arsd Thursdays, you may only want to
send third-party advertising e-mails
on Mondays and Wednesdays. Yes,
there may be extenuating <ircum-
stances, but if all groups know the
guidelines in advance, you'll have
stronger lists and suffer less chum.
Your administratar should be the
final arbiger.

Ongoing Oversight
and Monitoring

Your e-mail administrator also mast

. ke responsible for ongoing oversight

of your programs. Monitor acneal fre-
quency, opt-outs by list type, spam
complaines and other general perfor-
mance metrics, If there are problems
caused by particular programs, they
must be addressed.

E-mail corporate govemnance isnot
casy. Companies thar rake a central-
ized approach and dhe time o develop
guidelines and standands will be poised
to use the channel effectively and
reap rewards. You'll maximize your
e-mail communications and have
# healthy list thar will continue o

deliver ROIL n
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