
The News and Intelligence You Need on Luxury

RESEARCH

Cartier ,  Burberry lead in  forgotten butCartier ,  Burberry lead in  forgotten but
important email  marketingimportant email  marketing
April 26, 2016

Burberry Mother's  Day email

 
By FORREST  CARDAMENIS

British fashion label Burberry and French jeweler Cartier are the top email marketers, according to a new report
from ContactLab and Exane BNP Paribas.

"The Dawn of Luxury CRM: Email do's and don'ts" examines brand's practices for engaging their clientele through
email and searches for better solution. Email is  an extremely common marketing practice that is not being
expanded via technology, but the result is  that many brands are lagging behind on best practices.

"Seventy-five percent of ecommerce clients, and 25 percent of in-store clients subscribe to newsletters," said Marco
Pozzi, senior advisor of ContactLab, Milan, Italy. "Email subscribers spend in general 20-25 percent more on a yearly
basis.

"Mobile responsive mail are vital for mobile marketing and commerce, although only nine brands embrace this
technology," he said. "Emails are also important for fostering cross-channel integration: 20 brands have emails with
a link to a store locator; strangely only Burberry has email with a collect-in-store feature and only Cartier has a link to
book an appointment."

Room to improve
The study revealed that the majority of luxury brands have not fully capitalized on the potential of effective email
marketing. Evaluated in email proficiency and strategy, average scores were 34/92 and 28/71, respectively.

Cartier and Burberry were the two top performers overall. Cartier had the highest score in email strategy, at 36, and a
proficiency score of 49, while Burberry led the pack with a 51 proficiency score and was tied for second with Dior in
strategy at 32.
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Zegna email

Fendi, Armani and Ferragamo also performed well, exceeding the average in both categories, with Tod's, Louis
Vuitton, T iffany and Gucci on their heels. Michael Kors was second in proficiency overall, with Ralph Lauren,
Zegna, Hugo Boss and Balenciaga joining it as brands above average in proficiency but below average in strategy.

On the other side, Dior rated highly in strategy, along with Herms, Valentino, and Chanel, with Dior also approaching
average in proficiency. Saint Laurent, Bottega Veneta, Dolce & Gabbana and Bulgari trailed further behind in
strategy. Givenchy, meanwhile, had the lowest score in both strategies.

ContactLab and Exane found that email was localized and properly structured, offering a good mix of visuals and
copy, effectively worded prompts and information and a range of languages. On the other hand, emails are poorly
integrated into ecommerce and cross-channel services, and contact plans are insufficiently segmented.

Dior email

The failure to integrate email marketing into the broader digital marketing strategy means that digital engagement in
general is down. Boosting digital engagement can translate into 40 percent more revenue, so a fully integrated
strategy including email could lead to big gains.

Consumer expectations of email have evolved, but not all brands should follow suit. Tailored, specific emails are
expected, but even having the proper title and recognizing gender is a struggle for some brands.

More specifically, very few brands ask for ZIP codes, which would allow brands to segment consumers
geographically and allow more specific and personal recommendations and offers. Likewise, few brands ask for a
consumer's preferred product category.
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As more sophisticated omnichannel and mobile strategies, such as customer recognition in-store with iBeacons
and more elaborate social media campaigns, the relative oldness of emailing as a form of marketing has caused
brands to stagnate. However, email's role in the lives of consumers is not decreasing, so brands must ensure that
email communications are optimal even as newer, trendier and youth-skewing marketing platforms enter the public
consciousness.

Getting personal

The effectiveness of personalizing email has been verified by other reports.

While it may seem like a simple addition to branded communications, two-thirds of retailers do not use consumer
data to personalize email offers, according to a recent report by Yesmail.

Yesmail's "The 2016 Yesmail Marketing Channel Report" also found that more than one-third of retailers do not
personalize subject lines and the majority do not insert the intended recipient's name in the email body and more
so, 64 percent do not personalize any email copy. With so much buzz centered on the omnichannel concept,
retailers are missing a mark that can easily be solved through the integration of consumer data mined for existing
digital channels (see story).

Similarly, additional reports have proven the ineffectiveness of email marketing from the consumer standpoint.

Email marketing is a cost-effective way to communicate with customers, but retailers may need to rethink their
messaging strategy to get the most out of their campaigns, according to a study by First Insight.

While a small percentage of consumers cannot get enough emails from brands, most complain about the frequency
of messages from brands, which can make a subscriber feel they are being spammed. With fewer yet personalized
emails, brands can get a better return on their effort, as consumers are more likely to open and convert when the
message is aimed at their interests (see story).

"[Brands need to have] the right content balance between brand building and commercial drive," Mr. Pozzi said.
"Today we see too much focus on commercial content; Herms is the best practice correctly mixing
branding/commerce and driving to store content.

"Also, personalization (name/title/subject), customization of content (by gender, purchasing history, geographical
residence," he said.

"From the analysis it stands out that the contact frequency is too high, especially for U.S. brands. From our
experience, if the content is well received and varied, the correct contact frequency in the U.S. is  from 1 to 2 email
per week. Burberry is 1.6; Ferragamo 1.2; Valentino 1; Gucci 2."
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