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At its core, Email Marketing is a tool for customer relationship management 
(CRM).

Its Purpose: To build virtual relationships with existing and potential customers.

Its Benefit: Maximise the retention and value of these customers, which should 
ultimately lead to greater profitability.



Why is it so Popular

Simply put, Email Marketing is a form of direct marketing that utilises 
electronic means to deliver commercial messages to an audience. 

It is one of the oldest and yet still one of the most powerful of all 
eMarketing tactics. The power comes from the fact that it is:

Extremely cost effective 
Targetable

Customisable
Completely Measurable



Facts and Figures

Although spam mail has done a great deal to discredit the Email Marketing 
industry, the benefits are still apparent and substantiated by statistics.

There are nine times as many marketing emails sent each year as direct mail 
pieces delivered by the U.S. Postal Service. (Mark the Marketer)



66% of consumers have made a purchase online as a result of an e-mail 
marketing message. (Mark the Marketer)

Email subject lines matter. Really. 64% of people say they open an e-mail 
because of the subject line. (Mark the Marketer)

Personalized subject lines are 22.2% more likely to be opened. 



For B2C emails, the words “Alert,” “New,” “News,” “Bulletin,” “Sale,” “Video,” 
“Daily,” or “Weekly” (though not “Monthly”) all increase open and click-

through rates. (Mark the Marketer)

For B2B companies, subject lines that contained “money,” “revenue,” and 
“profit” performed the best. (Mark the Marketer)

Timing is important too. 76% of e-mail opens occur in the first two days after 
an e-mail is sent. E-mail open rates are noticeably lower on weekends than on 

weekdays. (Mark the Marketer)



Only 8% of companies and agencies have an e-mail marketing team. E-mail 
marketing responsibilities usually fall on one person as a part of his/her wider 

range of marketing responsibilities. (Mark the Marketer)

72% of B2B buyers are most likely to share useful content via e-mail. 
(Mark the Marketer)

Still, the average click-through rate for B2B marketing e-mails is just 1.7%. 
(Mark the Marketer)



Emails with social sharing buttons increase click-through rates by 158%. 
(Social Fresh) 

64 percent of marketers say increasing email click-throughs and open rates is 
among their top priorities this year. (Forbes)

67 percent of marketers say that email is key for attracting and engaging 
prospects, and the best path to increase marketing ROI. (Forbes)



Email Marketing - A Step By Step Guide

A successful email campaign requires careful attention - from planning to execution 
and evaluation of the campaign. There are certain best practices and steps to 

follow which will ensure the success of an email campaign:



Strategic Planning

The first part of any email campaign should involve planning around the goals you 
want to achieve.

There are roughly 2 types of commercial emails you can send:

• Promotional emails are more direct and are geared at enticing the user to 
take action through purchase or sign up.

• Retention based emails usually take the form of a newsletter and may include 
promotional messages but ultimately should contain information of value to 
create a long term relationship with the reader



Define your Audience

As with Blogs you need to start by defining your audience so your E-Shots can be designed to 
suit them.

If you already have subscribers on your list, their signup method can be used to help identify 
them. 

For example:
If they subscribed during the checkout process on your online store, they're customers. 

A collection of subscribers that found you through your website or at a public event (like fairs, 
trade shows, etc.), would be classified as more of a general audience.

If you don't have subscribers yet, think about who is your target audience. How will you find 
these people, and what do you envision they'll want to read in your emails?



The Magical World of Fingley

Parents – News on the latest book or product, 

Christmas marketing.

Teachers - Information about latest educational 

Research or activities available for schools.

Children – Short Storeys, activities such as pictures to 
print out and colour, recipes 

How do I Target My Audience



How often do I send Emails?



Daily



Weekly



Monthly

Monthly





Running a successful email campaign requires that your business has a genuine opt-
in database. This means that you need to have the user's permission to communicate 
with them or you risk having your mail regarded as spam or unsolicited (bulk) email.

Emails regarded as spam can have dire consequences for your organisation as not only 
will your reputation be in jeopardy, but legal action may be pursued in many parts of 

the world.

List Building and Management



An effective, best practice Email Marketing campaign requires an in-house list cultivated 
over time. 

This list should contain people who are prospects, customers or potential evangelists of 
your business, who have explicitly given their permission to hear from you. 

You can use the website and subscription campaigns as well as the newsletter itself (e.g. 
send to a friend function) to build lists. 

An equally important feature is the function. A reader needs to know how they can 
easily opt-out of your email communication should they need to.

List Building and Management



There are absolutely loads of ways to build up great quality email marketing lists 
organically, and some are really quick and easy:

• Give an incentive for signing up to newsletters (i.e. a 10% discount code)

• Keep subscription forms short and sweet – however, you can also test engagement 
levels by asking new subscribers to activate their subscription via email

• Gather data at real-world events like trade shows, exhibitions and marketing events

publish white papers and how-to guides (great for b2b email marketing) that require

email sign-up to download

How to Build Your List



• Publish white papers and how-to guides (great for b2b email marketing) that require 
email sign-up to download

• Start a blog and invite website visitors to register for updates

How to Build Your List







Bought In Mailing Lists

“Generating a mailing list takes time, but buying one can save you the hassle.”

There are organisations offering mail lists for most business sectors.



But are they the money?

Recipients will think you’re a spammer and won’t open your emails.
If your emails aren’t relevant, recipients won’t open them and could even mark them as 

spam. 

As well as causing trouble for your company with email service providers, this can 
damage your brand reputation with potential customers.

Your company could end up blacklisted by email service providers. 
Using paid lists tends to result in higher undelivered rates. When this is combined with 

recipients marking you as a spammer, it gets flags up a warning with email service 
providers. 

They could end up blacklisting you, meaning that none of your emails will get through 
at all. 



The data is likely to be poor quality, out of date and 
inaccurate.

This is partly because the data won’t be targeted to your business and its ideal 
customers, but also because the quality of email data degrades practically by the hour. 

In fact, research has found that email marketing databases degrade by over 22% every 
year, as people leave jobs, abandon email address and opt out of your campaigns. 

If you buy a list, you have no guarantee that it’s up-to-date, which can lead to bounce 
backs and problems with your email deliverability.



You won’t be the first to buy the list

Mail lists get sold time and time again. 

Meaning that the issues with incorrectly targeted mail and list degradation are 
compounded even more by recipients receipting large volumes of mail. 



The more a list correlates with lists available for purchase online, the higher its spam 
complaint rate. 

In other words, a purchased list is a dead list.



Email Content that your readers will value is vital to ensuring the success of an Email 
Marketing campaign. 

Valuable content is informative and progressive and should address the problems and 
needs of readers. 

It's all about what they want to hear more than what you want to say to them. 

The reader determines what value your content provides, not the publisher.

Creative Execution





The design of a mailer is sometimes an area that has the least amount of thought put 
into it. This is usually due to the lack of experience and time. 

The common problems are the:

Length of the email
Disorganised structure of information
Readability of text
Imagery
Lack of Responsive Design

Design



The Layout must allow people to scan and navigate the email without too much 
complication. 

Length of paragraphs

Emphasis through bolding and colours

Bullets and borders to section sections

All contribute to a well structured email.

Layout



Within every newsletter, there are a number of components that will aid the reader to 
orientate and better accept and react to your newsletter over time.

Consistency is key in some areas while others can be refreshed although remaining 
within the style and tone of the communication. The most prevalent components are as 

follows:

E-Shot Newsletter Components



Are essential! 
They aid the reader in identifying the newsletter and enticing them to open it. 

It is important to avoid promotional words like "free", "win" and "buy now" due to 
these being flagged as potential spam by email spam filters. 

Using the name and edition of the newsletter in the subject line aids in maintaining 
consistency and also helps readers filter them from their inbox.

Your title has to be engaging, it has to make the reader want to see and read more.
To avoid going straight to the trash folder you must avoid using sales words.

Just tell it as it is.

Some people like to use a question in the title, others like to see numbers (7 ways to…) 
where possible, but sometimes a simple title works like 'Autumn Newsletter'.

Think about the recipient and give it the best title you can.

Subject Lines





There is always a tendency to write what you want to say rather than give people what 
they want.

Think about your audience and write content that will help them.

Keep the length of copy down by linking to other articles or blog posts you have 
written.

Be true to your audience, if your intention is to sell to them then do it, but if you are 
sending an informative e-newsletter you should never sell.

Prepare your text as if you are talking to one person, and make it look great.

Use a well designed template, a good looking font, and a few relevant images, but do 
not overcook it.

Content for the reader, not for you





It seems obvious, but the quality of the design and content of your e-shot is 
paramount. 

The old adage – a picture paints a thousand words- has never been more poignant. 

Text heavy e-shots are a real turn off; try to limit our e-shots to one simple clear 
message that is then backed up by excellent images of our work. 

To expect that the recipient is going to actually read everything you have written is 
either naïve or arrogant.

The right content and design







These provide opportunities to build the relationship through creating a perception of 
familiarity. 

In other words, the reader needs to perceive that the newsletter is somewhat unique 
for them and sent personally by the publisher. 

Using a personalised company email address, i.e. tracy@digital-spotlight.co.uk,  for the 
"reply" field creates familiarity and builds trust with the reader. 

The "from" address should also include the organisation's name. 

A meaningless "from" address which the reader cannot identify only serves to confuse 
the origin of the newsletter and make it look like spam.

"To"," from" and "reply" fields



Some companies still start their newsletters with a greeting like "Dear Valued Guest".

This can be acceptable as a default greeting; however, using the recipient’s name or 
surname can create a perception of a more personal email. 

This can be taken further if the customers give you a preference regarding the content 
they like the most. 

The text and images in the email can be tailored to match preferences and interests 
upon delivery.

Personalisation



53% of total email opens occurred on a 
mobile phone or tablet in Q3 2014. This 

is an increase from the 48% percent 
seen in Q2 2014. – Experian “Quarterly 

email benchmark report” (Q3 2014)

It is essential that emails have 
responsive design to ensure that they 
can be easily read across platforms.

Mobile Friendly



Links and Calls to Action

Calls to action can be a huge driver for email - often it may be the email’s only 
purpose, to get readers to perform a task. 

A good call to action should be persuasive and compelling. It should also be more 
descriptive than “click here”; use command verbs to make it clear just what clicking a 

link or button will lead to:

Read More on The Blog
Download the App

Buy Now
Order Yours

Compare Prices

It’s also necessary to give readers a reason why they should complete your call to 
action. To that end, make sure that the content that’s directly related to the button or 

link is sufficiently explanatory and clearly shows the benefit of taking the action. 

Giving a call to action a sense of urgency can also help, though it’s a fine line between 
a sense of urgency and coming off as pushy - remember that not everything is as 

pressing to your readers as it is to you.



Buttons

Buttons should be used for primary actions in an email. 
They’re the best way to define an item that requires 

reader action. They’re attention-grabbing and prominent:

Buttons are difficult to miss even at a quick glance. You 
should exercise caution, however; you don’t want to litter 
your email with buttons. A button should be considered 

your ace-in-the-hole.

Links are best for non-crucial actions. For example, if your 
event email is pushing users to register, a bright “Register 

Now” button will perform much better than a link. 

But buttons aren’t always the best choice for a call to 
action, and in certain situations links can be just as 

effective:



Links

It’s easier to include links within the copy of your 
email so that, unlike buttons, they don’t cause 

the reader to come to an abrupt halt. 

On the other hand, that makes links easy to miss 
or forget unless they’re properly set apart from 

the rest of the email’s copy. 

An easy way to do that is to lengthen the number 
of words that a link covers. 

Instead of linking only the word ‘donate’ in a 
sentence, link an entire action or thought like 

‘you can donate on our website’.



Shareable Content



Best Time to Send

The Black Hole (10pm to 9am)
Total waste of time.

Consumer Time (9am to 10am)
The second highest opening time is at the beginning of the working day. People can be 
distracted by personal offers on clothes, live events, restaurants and consumer goods.

Not now, I'm busy (10am to Noon)
This is when the average consumer chooses to focus on work.

Lunchtime News (Noon to 2pm)
I used to think that this would be a good time, but consumers are not likely to open email 

marketing campaigns during their lunch, instead choosing news and magazine articles.

Back to Work (2pm to 3pm)
Right after lunch consumers remain focussed on work, responding mainly to email offers 

relating to financial services.



Change my Life in the Afternoon (3pm to 5pm)
People get tired of work in the afternoon and start thinking about their personal issues. As a result, 
more emails relating to property and financial services are opened between 3pm and 5pm than any 

other type of promotion.

Working Late (5pm to 7pm)
There is a dramatic rise in recipients opening holiday promotions during this period.

Last Chance (7pm to 10pm)
Recipients are more likely to respond to consumer promotions in their own time.

The best day of the week
Generally B2B is Tuesday or Wednesday, and B2C is Thursday, Friday and maybe Saturday. Of course it 

all depends on your audience, your market, and your products and services.

The best time and day may well be the time when your competitors send, and it may be so busy with 
other email that the best time could in fact be the wrong time. Think about the recipient, experiment 

and test your data with split testing



The best day of the week

Generally B2B is Tuesday or Wednesday

B2C is Thursday, Friday and maybe Saturday.

Of course it all depends on your audience, your market, and your products and services.

The best time and day may well be the time when your competitors send.

However it may be so busy with other email that the best time could in fact be the wrong time.

Think about the recipient, experiment and test your data with split testing



Delivering emails at correct and consistent times also contributes to the 
reader fostering a relationship with your organisation. 

A good offline example of this relationship is the daily newspaper delivery 
which arrives at your door at the same time every day, week or month.



Tracking and Reporting

It is crucial to determine the success of your email campaign on the short and 
long term basis. 

For this you will need an email tracking system which produces statistics in a user 
friendly manner. 

It is important that these statistics are used in a way which improves and refines 
the email campaign to boost your goals and return on investment (ROI). 

The following measurable’s contribute to your understanding of the performance 
of email campaigns:



Click Through Rates and Conversion

This measures the effectiveness of your email via the links in them.

When a reader clicks through to a webpage, these can be easily measured as a 
percentage against number of delivered, opened or sent emails. 

By analysing these statistics, the email marketer will be able to tell which content or 
promotion was the most enticing for the reader. 

Measuring the click through’s and conversion rates will ensure that you are able to 
track differences and trends the same way over time in order to improve the 

newsletter content and its impact.



Feedback and Interaction Handling

The feedback from readers is probably the best way to gauge what impression 
your newsletter is making on them. 

If you are receiving regular positive feedback, chances are that many of your 
readers are impressed with the style and content of the newsletter. 

Evaluating what they are saying about you in other areas on the Internet will also 
help you get a better picture of the reputation of your brand online.



Tracking the growth or shrinkage of your database 
can help you analyse what is or what is not working 

in a newsletter. 

A significant or consistent loss in subscribers is a key 
indication that you are not meeting the needs of 

your subscribers. 

A high pass rate indicates that your list values the 
content enough to constantly share with others. 

Subscriber Growth vs. Decline



Splitting list and sending 2 versions of the newsletter can help determine the cause of 
high unsubscribe rates. 

The size of the list however, is not as important as the quality as a high percentage 
response from your existing newsletter recipients carries more impact than subscriber 

growth which may still yield low response rates.

Split Testing



Split testing

This is one of the most important parts of an Email Marketing Campaign!

Split Test across a host of factors including:

Open Rates
Subject lines, 

Days of the week 
Times of the day, 

Copy styles 
Email length,

Enables you to see what is working best for your campaign. 

In short, there is no alternative to putting a lot of time and energy into testing 
and fine tuning your email marketing strategy 

Your open rates will improve and the results are well worth it!



MailChimp

Been around since 2001

8 million users

Sends 600 million emails a day

Pricing 

Free - 2000 subscribers with upto 12000 emails per 
month
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