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OPEN. CLICK. ENGAGE:
KeY TIPS FOR SUCCESSFUL
LAW FIRM EMAIL MARKE TING

In recent years email marketing
has rapidly become the primary
weapon in the mid-to-large law
firm marketing arsenal. Cost
effective and quick to produce,
its undoubted power to drive
traffic to a law firm's website
has seen its popularity surge.

Hubbard One Managing Account Director, John Simpson,
estimates that over 95% of AmLaw 200 law firms have in
place some sort of email marketing programme. “Those that
don’t would be way behind the times.”

Right now, he says, there is a definite trend towards faster,
more ‘rifle-shot’ communications — an environment which has
seen email marketing, blogs and web feeds flourish.

But he warns ubiquity can breed contempt and law firms
should maintain vigilance when it comes to decisions about
the quality and quantity of email communications they
produce.

"Before sending an email, the key question each law firm
should ask is this: ‘Is my client really going to care about the
content of this email?’ If the answer isn't obvious, then there is
a risk that by sending it the channel becomes devalued,” says
Simpson.

When compared to traditional print approaches, email
marketing makes good financial sense, says Simpson. “In
recessionary times it is more important than ever for firms to
cost justify their marketing actions, and email marketing can
be up to 100 times cheaper to produce than direct mail. This
can be both a blessing and a curse. Law firm audiences are
demanding more timely communications and more targeted
insights, but just because email marketing is relatively cheap
to produce, that doesn’t mean it should be used in all
circumstances.”

BEST PRACTICE TIPS:

So what are the rules to ensure a firm’s email communications
elicit an ‘open, click, engage’ response from its recipients?

The tips and tricks under the following five key headings will
help firms ensure they engage better with their audience;
make their communications stand out amongst the increasing
plethora of email traffic; and garner the all important click-
throughs necessary to begin creating a real client relationship.

Readership

Simple sign-up: Building a following for your communications is
fundamental to success. Make sure that the sign-up procedure is easy for
people to undertake. Overloading a registration form with unnecessary
information fields is both invasive and off-putting to many recipients.

Build trust: A good way of building trust is to show recipients why they
should subscribe. Provide an example of the email communication they will
receive. This lets them try it for size and helps allay any fears that by signing
up they will be spammed or overly communicated with.

Make your case: A good way of promoting your product is to tell potential
readers who else has already signed up to the newsletter. A phrase such
as "See why more than 1500 people have signed up to our M&A alert” can
encourage sign ups and make people feel they have the inside running on
receiving important update information.

Show don’t tell: Client testimonials are compelling. If you can post
comments about what other readers think of the content in your email
communication back to your website, and let potential subscribers see these
testimonials, it provides a powerful endorsement as to the quality of your
communication.

Expand your reach: Getting the word out that your email exists is important
for building readership. Post content of the email to the news section of
social networking sites, such as LinkedIn and Facebook, after you have sent
them. After all, you have spent a good deal of time creating the content, so
why not utilise the power of social networking sites to get more eyeballs in
front of that content.

Forward to a friend: Make sure the email includes a sign up window so
people who have received it through a ‘forward’ know exactly where to
register. This is an easy way of capturing additional audience.

Leverage your hard work: It is also good practice to ensure your sign-up
form includes the topics that you regularly cover in the email. Don't leave
people guessing as to content, they need to know if your communication
is relevant to them. If you can précis the topics that your previous email
covered, this can also act as a hook and can encourage further click-
throughs.



Deliverability

Making sure your email reaches its destination is imperative.
With the rise of spam, there is a lot of technology that may
inadvertently prevent your email arriving on the recipient’s
desktop.

Format friendly: \While most email clients can receive HTML
emails, it is still good practice to ensure a text version of your
email is available. Because many email clients do not render
HTML email correctly, a link to view a web version of your
email should be clearly available.

This allows the recipient to see the email through their
browser, rather than through the email client.. The rise of
mobile devices should also be considered when creating the
communication. Ensure that it is in a mobile friendly format
and contains a higher ratio of text to images.

What's in a name: A key rule to prevent being blacklisted by
ISPs and corporate servers is to never send emails using the
same domain name as your firm. For example, if your firm
domain is joe.smith@lawfirm.com’, do not send out mass
emails using ‘lawfirm.com’ as the domain name. Establish a
separate domain or email address to send the email from.

Remove dead wood: It is good practice to remove emails that
no longer work from your lists. If you consistently send emails
to non-valid addresses the server governing those emails will
start to think that you are sending spam.

Run a delivery audit: It is always a good idea to find out
whether you have been blacklisted by any of the major ISPs

or corporations. If you have been your email will stop at the
corporate firewall and even though someone has opted in
they won't receive the email. Several services on the web offer
deliverability audits for a fee.

Verify your subscribers: In the UK for example, an email
verification step in the sign-up process is mandatory. Simply
put, if someone comes to your website and signs up to a
newsletter, you must send them a verification email. This
contains a link which they must click on to confirm the
subscription. This prevents individuals populating email
addresses of other people who may not want to receive the
email.

Don't trigger the spam filters: Along with the obvious
keywords, other things that can trigger spam filters include:

a low ratio of text to images, the subject line of an email
presented in capitals, and the inclusion of attachments.

Email clients are particularly sensitive to attachments because
they can contain viruses. If you want people to see more
information, provide them with a link back to the website —
this is also a good way of encouraging more click-throughs
and traffic to your site.

Readability

Eye-tracking studies report that the average viewing time
of an email communication is a miserly 51 seconds. This is
not a lot of time for readers to understand what you are
communicating.

Test your work: Before sending out an email review it to see
what pops out at you. If your key points are not obvious, then
you probably have to rethink the layout.

Be direct and keep left: Readers like short sentences, bold
text and bullet points - tests have shown these three devices
attract high eye traffic. Viewers tend to focus on the left hand
side of the page, so make sure any click-through links contain
the topic of interest early in the phrase.

Brevity is an art form: Emails traditionally contain concise
information. Observe this rule by creating communications
that only require the reader to scroll a maximum of one or

Just because email marketing is
relatively cheap to produce, that
doesn’t mean it should be used in
all circumstances.”

JOHN SIMPSON
Hubbard One

two times. Again, studies show that very little eye traffic appears at the
bottom of email communications. Keep it short and relevant, and use jump
links that allow the reader to move quickly down to information they

find attractive.

Work with the preview pane: Many email clients offer the ability to preview
email from the inbox. Over 70% of people with a preview pane use it in the
horizontal preview mode, which means that only the top third of your email
will be available for view. Ensure your key messages are in the top 25% of
the email*

The personal touch: Ensure the email sender’s name and address is easily
seen and looks as though it comes from someone the recipient might know,
such as a managing partner or practice chair.

Imagery isn’t everything: Over 50% of users have their email client
automatically set to block out images. It isimportant then that emails
still make sense when images are not downloaded. Ensure that there is
supporting text so readers don't have to physically change the settings on
their email to enable image download.

Engagement

The number one reason people decide to unsubscribe from an email is
because the message is not relevant to them. To keep your audience
engaged, ensure your communications are targeted precisely at your
audience group.

Create a positive vibe: \When someone signs up to your email, send out

a welcome message. Better yet, make it personal by sending a picture of
the person who is sending the communication. Capitalise on the initial
honeymoon stage by encouraging new subscribers to tell others about the
service.

Set expectations: Over frequency of emails is the second biggest reason
people unsubscribe. Set a schedule with your audience so they know how
often you are going to send the communication and tell them exactly
what time it will be sent. Differentiate between newsletters (on a regular
timetable) and client alerts (sent real-time). Make sure the user knows the
difference between the two types of communication.

Avoid email fatigue: Constantly scan your email recipient groups and track
the total number of different emails any particular contact is receiving.
Some may be getting too many and will soon become fatigued with the
inundation.

Call people to action: Encouraging people to open the newsletter is an
obvious, but key, call to action. Make the subject line active and specific, use
straightforward language and brand it as yours by including your company
name in the text.

Studies show that using video can increase click through rates by up to
25%. Use an image that looks like a video player to encourage people to
click through to streaming video content.

Surveying your recipients is another good way of stimulating action.
Rather than including the survey form in your email — which is likely to
fail to embed correctly across different email clients - a better practice



is to provide a link to the form. Make the survey short and
wherever possible provide the respondent with the results of
the survey immediately afterwards.

The break up: Finding out why people no longer wish to
subscribe to your email is good practice. Always include a
free text field where people can include comments on why
they are unsubscribing, but don’t make this field compulsory
as that will only annoy readers.

The unsubscribe process should also offer the recipient the
option to unsubscribe from any other emails they receive from
your organisation. This again is a mandatory action when
sending commercial emails in the UK.

Measurement

Having taken the time to create what you believe is a
compelling communication, it is important to measure its
actual success.

Track the clicks: All click-through links, unsubscribes and
‘forward to friend’ links in your email should be tracked to
enable you to constantly fine-tune your content and update
your recipient lists. Remember, sending a high number of
emails to failed addresses flags you as a potential spammer.

Delivery statistics: It is important to track how many emails
are sent, how many are failing and how many people are
looking at the content - the view rate. Low view rates mean
something is wrong with the communication and it needs
adjustment. It pays to keep an eye on the number of people
not reading your email also. If your key clients are included in
this group you need to change the content or appearance of
the email to make it more appealing to your core audience.

Advanced analysis: Several new measurements which offer
a finer level of analysis are now becoming industry standard.
The ‘click to read’ ratio provides the number of people who
opened the email and actually took an action, giving you an
insight into the content relevancy of your email. The ‘average
recipient render’ ratio tells you how many people opened your
email more than once to undertake repeat views of content.
This provides another good indication of the ‘stickiness’ of
your email design and content.

CONTACT INFORMATION:

Contact alison.sharp@thomsonreuters.com or visit our Web
site at www.hubbardone.co.uk/emailmarketingsolution for
further information.
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"Before sending an email the key
question each law firm should ask

is this: ‘Is my client really going to
care about the content of this email?”’
If the answer isn't obvious, then there
iS a risk that by sending it the channel
becomes devalued.”

JOHN SIMPSON
Hubbard One

Client prospect intelligence: Combine business development with
engagement metrics by cross-referencing your top 20 clients or prospects
with the level of email readership and check that for actual click-throughs.
Also track the click-throughs of your key clients as this provides insights into
your client's interests.

Following these rules will go a long way to creating a loyal readership for
any email marketing campaign you employ. But remember your readership
is not static, it will rise and fall depending on the topicality of your ongoing
communications. Don't be afraid to reach out to new audiences and expand
your user community using both offline and online means.

Source: * Can B2B Newsletters Survive the Preview Pane?
by Daniel Jung - Published on January 1/, 2006
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