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Module 2 Email 
Marketing 
and the 
Marketing 
Mix 

In this module, you will learn about critical marketing tactics and how 
email marketing fits within the broader marketing mix. 
 
Key outcomes: 

• To be able to identify and explain the most critical marketing 
tactics for an organisation into 2020 

• To be able to demonstrate the value for email marketing within an 
existing marketing mix of an organisation 

 

Topic 1 The 
Modern 
Marketing Mix 

Hubspot reports that 99% of consumers check their email every day, 
making email marketing one of the top marketing strategies. It is used by 
thousands of organisations, of all different sizes, around the world. Email 
marketing is an efficient way to connect with existing customers; attract 
new customers; build brand and reputation; and drive revenue. It a low-
cost method for getting the word out and offers one of the best returns 
on the investment of time. 
 
When engaging in email marketing, we need to understand our broader 
marketing strategy and integrate this tactic accordingly. The marketing 
mix plays a vital role in the design of a successful marketing strategy. The 
‘7Ps of modern marketing’ provides a framework to guide organisations 
on achieving their marketing goals and objectives. Clear goals and 
objectives are essential for marketing activities that are wholly focussed 
on customers. 
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Email marketing also supports us in engaging with the customers across 
their journeys and retaining them beyond the first purchase. We know 
that it can cost up to six to seven times more to acquire a new customer 
than to retain a current one. To understand how to manage this, we need 
to consider the concept of Customer Lifetime Value (CLV). This is 
fundamentally important because of its focus on the long-term health of 
customer relationships. 
 
Into the future, a number of developments will change the marketing 
landscape. Artificial Intelligence, predictive analytics and optimising 
emails for mobile will be imperative to the success of email marketing 
campaigns. Personalised communications will become the norm leading 
to greater engagement, customer satisfaction, and retention.  

2.1.1 Core 
components of 
the modern 
marketing mix 

To understand the components of the modern marketing mix, we can 
start by looking at ‘the 4 Ps’ – product, place, price and promotion. But 
the marketing mix has evolved significantly since its inception in the 
1960s. People, process and performance have since joined the mix, so 
now it is now commonly referred to as ‘the 7 Ps’. Although it is not a new 
model, the marketing mix is as relevant as ever in the digital age. While its 
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implementation is different, the fundamentals still apply when designing 
marketing strategy. 

 
<Redesign in branding colours please, support with icons to represent 
each of the components. Caption if required: The original marketing mix 
(McCarthy) vs The modern marketing mix (Booms and Bitner)> 
 
The 7 Ps in digital marketing 
The 7 Ps helps businesses define key issues affecting marketing of its 
products and services. Dave Chaffey’s Digital Marketing Strategy: 
Strategy, Implementation and Practice has refreshed the 7 Ps to include 
online channels and makes the model practical for multi-channel 
businesses. 
 
Here are explanations and examples of each of the 7 Ps that relate to 
digital marketing: 
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Product  
A product is an item that satisfies a consumer need or want. It is the 
tangible (good) or intangible (service) item that an organisation is offering 
in a certain market. 
Examples: Quality, image, branding, features, variants, mix, support, 
customer service, use occasion, availability, warranties. 
How it can be applied: Integrated toolset for SEO, blogging, social media, 
website, email and lead intelligence tools. 
 
Price 
The price of a product or service is the amount that a customer is willing 
to pay. It may also refer to the sacrifice the customer is willing to make to 
acquire the project or service, for example, time or effort.  
Examples: Positioning, list, discounts, credit, payment methods, free or 
value-added elements. 
How it can be applied: Monthly subscription-based Software as a Service 
(SaaS) model, based on number of users and contacts and in a business’s 
database. 
 
Place  
Place refers to providing convenient customer access. Place looks at how 
to position and distribute the product or service so that it is visible, 
accessible and available to potential customers. It involves understanding 
how and when customers utilise each type of distribution channel.  
Examples: Trade channels, sales support, channel number, segmented 
channels. 
How it can be applied: Online, network of partners, country user groups. 
 
Promotion 
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Promotion refers to marketing communications, the activities an 
organisation needs to implement in order to raise awareness of its 
product or service.  
Examples: Marketing communications, personal promotion, sales 
promotion, public relations, branding, direct marketing. 
How it can be applied: Directors speak at events, webinars, useful guides 
that are amplified by SEO and effective with SEO, pay per click (PPC) social 
media advertising, eg., LinkedIn.  
 
People  
There are two different people categories. One includes the organisation’s 
staff: the internal marketing team and employees who interact with 
customers. The other includes present and future customers. 
Examples: Individuals on marketing activities, individuals on customer 
contact, recruitment, culture/image, training and skills, renumeration. 
How it can be applied: Investment in online services. 
 
Processes 
Processes are the procedures, mechanisms and flow of activities by which 
a service or product is delivered. Processes affect how well an 
organisation’s services or products are delivered. Well-optimised 
processes help minimise the costs of providing the service or product.  
Examples: Customer focus, business-led, IT-supported, design features, 
research and development. 
How it can be applied: Involving more sales staff in sales conversion. 
 
Place (or physical evidence) 
Place or physical evidence refers to the environment or space where 
customers and service personnel interact. 
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Examples: Buildings, stores, sales/staff contact experience of brand, 
product packaging, online experience. 
How it can be applied: Consistent branding across communications. 
 
The marketing mix plays a vital role in the process of designing marketing 
strategy. To ensure organisations have set themselves up for success, it is 
crucial that they develop marketing plans that take into account 
marketing mix. 
 

2.1.2 The lifetime 
view of the 
customer 

Customer Lifetime Value (CLV), also known as Lifetime Customer Value 
(LCV) or Life-time Value (LTV), predicts the value (the net profit) an 
organisation will derive from their entire relationship with a customer.  
 
CLV is an important concept as it encourages organisations to focus on the 
long-term health of their customer relationships and not just quarterly 
profits. Customer Lifetime Value is an important metric in determining the 
upper limit on spending to acquire new customers. It is an important 
element in calculating the return on the advertising spend in the 
marketing mix. Customer Lifetime Value is considered one of the most 
important factors in determining an organisation’s present and future 
success.  
 
Salesforce estimates that it can cost up to six to seven times more to 
acquire a new customer than to retain a current one. Therefore, 
organisations should look at the customers they already have, how they 
can retain them and generate more business from them. In fact, Invesp 
reports that a 5% increase in retention rates can translate into 25-95% 
improvements in profit. 
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The value of using CLV is to focus on finding, nurturing and retaining those 
customers which will ultimately generate the most value for the 
organisation in the long-term. Having a clear idea of CLV helps provide 
meaningful insights into how organisations should invest their resources 
and highlight areas for improvement, particularly around the customer 
experience and product or service offering. 
 
One of the most effective ways to boost CLV is to increase customer 
satisfaction. Research has shown that up to 85% of customers who had a 
positive customer experience were likely to repurchase from the same 
organisation. By understanding their high-value customers, companies 
can prioritise the customer service they provide to these customers, 
understand how much to invest to solve their customers’ issues and 
quantify the value of customer satisfaction.  
 
Key elements in successfully calculating CLV include having the right 
people, tools and systems in place. Centralised data, a single view of the 
customer, and understanding the customers’ journey are vital to 
understanding CLV. By doing this, organisations can prioritise their 
activities to deliver the best CLV for their customers. Management buy-in 
is also considered vital for ensuring CLV is supported across the 
organisation as a vital element in the marketing mix.  
 

2.1.3 The critical 
tactics and 
trends of the 
coming 12-
months 

With the growth of digital marketing, there has been a shift toward 
making marketing channels, customer touchpoints, promotions and sales 
increasingly customer-centric and personalised. Organisations are 
focussed on the customer journey and optimising the use of technology in 
their marketing strategy – aligning with the multitude of ways 
customers are buying. To increase revenue and reduce costs, they are 
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building customer journeys that work across both digital and traditional 
channels. 
 
Broader trends affecting marketing 
Marketing trends that are becoming popular demonstrate the changing 
ways consumers interact with technology – with technologies like voice 
search and artificial intelligence pointing to a ‘new normal’. 
 

1. Optimising for voice search 
Companies are mostly focused optimising SEO (search engine 
optimisation), for the way consumers traditionally use the internet. For 
example, they will design key words, optimise landing pages and make 
websites both bot and human-friendly. But as voice search becomes the 
preferred method of interaction, optimisation techniques will need to 
change. 
 
With voice assistants on smartphones, microphone plug-ins on search 
engines, and smart speakers (capable of voice interaction) becoming more 
popular in homes, the rise in voice search popularity must not be 
overlooked. 
 
Optimising for this new technology means designing key search phrases 
that are more aligned to the natural way people ask questions. This is in 
contrast to optimising for SEO, which generally relies on around one-three 
keywords for best results. 
 

2. Artificial Intelligence 
Artificial Intelligence (AI) makes it easier to spot trends and understand 
correlations. Rather than combing through multiple data sources, AI can 
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help organisations monitor the health of the subscriber, offer suggestions, 
and free up valuable time.  
 
AI can look at the organisation’s content, evaluate what performs best, 
and generate new content combinations. It can analyse customers’ past 
behaviour and identify what promotions and recommendations will work 
best for each customer segment.  
 
While organisations have more customer data than ever before, many are 
struggling to make sense of it all (Salesforce reports that only 47% of 
marketers say they have a completely unified view of customer data). AI 
can create segments based on behaviour patterns that human marketers 
might have missed.  
 
AI is about delivering customer value in a more precise manner. 
 

3. Quality and micro-influencers 
Not to overlook the significance of technology, but there is a move toward 
higher-quality, more human marketing efforts going forward. Companies 
will strive to create brand stories and interactions, often co-created with 
their customers, to maximise value. 
 
Quality is key – with the goal to create loyal advocates, rather than 
millions of ‘faceless followers’. This also supports the movement toward 
the ‘micro-influencer’ trend.  
 
Selecting people who have a more human, down-to-earth feel helps 
customers relate to products and services in a very real way. Avoiding the 
use of high-level influencers might seem counter-intuitive, as the tactic 
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attracts a lower following, but it results in higher engagement – making 
for better brand advocacy. 
 
Trends specifically affecting email marketing 
As this course is primarily focused on email marketing, it is important to 
consider trends that are more specifically related to optimising the email 
marketing experience. These include: 
 

1. Chatbots 
Put simply, a chatbot is an artificial intelligence (AI) program designed to 
simulate conversation with human users, using key pre-calculated user 
phrases and auditory or text-based signals. Chatbots are frequently used 
for basic customer service, marketing systems and as intelligent virtual 
assistants. Chatbots can generate a better response rate and encourage 
customers to conduct repeat business without any additional work. 
 
Email subscription chatbots can encourage visitors to sign up for the 
organisation’s email list (which also provides the opportunity to gather 
more information); or ask new subscribers what type of content they’d 
like to receive and how often (to self-segment). Chatbot reminders can 
remind subscribers about a special promotion or upcoming event. A 
chatbot link in the email can answer customer service issues or questions, 
resolve FAQs and address common errors.  
 
When implementing chatbots, it is important to remember they are a part 
of the organisation’s marketing strategy, not the primary focus. 
 

2. Interactivity 
Interactivity has been a top email marketing design trend over the last 
couple of years and is set to continue.  
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The use of interactive content can help boost sales, educate and/or 
entertain subscribers without needing to leave their inbox. It can entice 
subscribers to open the organisation’s emails. The ability to make 
purchases within email helps make the buying process even faster and will 
improve sales for those organisations that embrace interactivity.  
 
Interactivity can be delivered in a range of ways, such as games, quizzes, 
forms, reviews, image carousels, and hotspots.  
 
See this article, to learn more about interactive content and see case 
studies. 
 

3. Personalisation  
Personalised communication increases engagement, customer 
satisfaction, and retention. It can transform the relationship between 
organisation and subscriber by ensuring that emails don’t read like spam. 
 
Email marketing content should be deliberately based on customers 
behaviour, habits and preferences. The mass approach to email marketing 
generally doesn’t work. Segmenting lists and using personalisation are 
effective marketing tactics, e.g. a personalised greeting can result in a six-
fold increase in transaction rate. 
 
Effectively segmented email campaigns are central to personalisation. 
Mailchimp reports that segmented email campaigns have an open rate 
that is 14.32% higher than non-segmented campaigns. 
 

4. Social media design  
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Email can be easily integrated with and reflect what’s trending in social 
media. Just like social media, it is important to make sure visuals and tone 
are aligned to the brand, that the focus is on just a few actions and that 
the content is personalised and relevant for the segments that are 
targeted. Email marketing materials should be minimalist where possible, 
and encourage sharing to broaden the subscriber network. 
 

5. More mobile 
Litmus reports that about 53% of emails are opened on mobile devices. 
But it’s not just reading emails that customers are doing on their mobile 
devices. Calls to action (CTAs) should assume subscribers will read the 
email, click through to the website, and perform whatever action is being 
promoted all via their mobile devices.  
 
Optimising emails for mobile will be imperative to the success of any and 
every email marketing campaign in 2019. This is not just about designing 
an email for easy reading on your subscribers’ smartphones, optimising 
email marketing for mobile means crafting the entire customer journey 
for mobile users. 
 

6. Loyalty programs will further expand to collect customer data 
Loyalty programs will become increasingly sophisticated and provide 
better opportunities for organisations to collect customer data, to better 
understand customer behaviour, to reach loyal customers with better 
personalisation and to acquire new customers with the same 
characteristics. 
 
Loyalty programs create opportunities to collect rich data and this informs 
powerful design on all fronts. By collecting more and more sophisticated 
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data, emails can be further personalised and customised, as can customer 
journeys and marketing tactics.  
 

7. Data privacy 
In this hyper-connected age, data privacy is critical to ethical relationships 
with customers. Data privacy is an important legal obligation; and users 
are becoming more aware of their rights regarding their data privacy. 
 
Where once it was far easier to collect and utilise customer data for 
company gain, changes to data privacy laws means that amongst many 
other things, a customer must actively confirm their consent to receiving 
any marketing communications.   
 
Effective management of customer data is part of an effective strategy for 
building trust with customers through transparency, security, compliance, 
privacy, and performance. 
 
In the next 12 months, email marketing is set to build on the emerging 
trends of the past two years, becoming increasingly personalised and 
interactive. The user experience design focus looks at providing a 
meaningful and immersive experience within the email. With increasing 
numbers of mobile users, email marketing needs to be purposely 
designed for this user group. Data privacy will continue to be a paramount 
concern for everyone involved in email marketing. It is about creating an 
experience that engages the end-user to open and engage with the email. 
 

Topic Formative 
Assessment 

1. In 200 words, sum up the concept of the Customer Lifetime Value 
(CLV). 
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2. Research one modern marketing method, such as AI, and answer 
the following: 
a) How could you leverage this? 
b) What are the principal benefits? 
c) When and where could you use it? 
d) How could you test it? 
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