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Wh i E il M k i dWhat is Email Marketing and 
Why does it work?
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What is Email Marketing?

■ Increase your Word of Mouth

■■     

■

■ Is trackable, measurable and empowers custom future 
messaging

■Ongoing communication between two parties based on 
permission from the recipient
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Continues a relationship you initiated with a website visitor or
customers

Provides the reader with something valuable (information,
coupons, community) in return for access to their email inbox



Why Does Email Work?

Because people open email
from businesses they know and trust…
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Technology Impact

Direct Mail vs. Email

Email marketing changed the economics making relationship marketing viable for small businessesEmail marketing changed the economics , making relationship marketing viable for small businesses

Email's ROI index is 55 percent higher than any other direct-response marketing vehicle. - Direct 

Marketing Association (2008)

For every dollar spent on email marketing in 2008 marketers can expect an estimated

Copyright © 2008 Constant Contact, Inc.

For every dollar spent on email marketing in 2008, marketers can expect an estimated 
$43.52 ROI. - DMA (2008)



Email Marketing Tips:

Getting Started

Email Marketing Tips:
How do I get started?
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Getting Started

It’s a 3-Step Process…

Step 1: Build Your ListStep 1: Build  

Step 2: Convert Leads to Customers

Step 3: Use Best Practices to increase successStep 3: Use Best Practices   
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Step 1: Building Your List Where You Connect

Service or
Sales Calls

Networking Events
and Meetings

Trade Shows In-store Guest Book

Where else do 
you have 
contact?

Website Signup
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Make it Easy to Find and Subscribe

Use Social-Shopping Sites 
Post Products on sites like Stylehive.com and ThisNext. For smaller specialty retailers, this can be useful.  -
MarketingSherpa Special Report: Marketing During a Downturn 2008
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What should you ask for?

Connecting to your visitors where they come to you is a great first step, but you 
need a way to build a relationship with those visitors.  Collecting their email address 
is the best way to start.

■ Add your own logo and message to 
subscribers.

■ Use data collected to send your 
customers only what they want

■ Learn about your customers’ 
interests

■ Collect names to personalize emails

■ Determine your own interest 
t i d th d t i dcategories and other data required.

Copyright © 2008 Constant Contact, Inc.



Permission – What is It?

Types of permission

Explicit: Opt in from your website or storefront p p y

■

■

Implicit: Requests for information / registration 
forms, existing customer relationship

Note:  Always make sure 
to ask for permission when 
collecting information
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collecting information



Spam – What is It?

Spam or Unsolicited Commercial Email
(no relationship / no permission)

■■

■

■

Don’t do it!
While it may seem tempting, it will have a y p g,
negative impact on your business.
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List purchase CD ROMs



Step 2: Convert Leads to Customers

Repeat Buyers? New Customers?

Repeat customers spend 67 percent more2
On average, it takes 7 touches for a sale to occur.

It’s 6-7 times more expensive to gain a 
customer than to retain a customer1

Repeat customers spend 67 percent more2

After 10 purchases, a customer has 
already referred up to 7 people2

One-time touch 

Immediate Purchaser Immediate PurchaseImmediate &

Follow-on Purchases

Immediate Purchaser

Ongoing Interaction

Unlikely to ReturnInterested (Buy Later)

Not Now (Maybe Later)

No Interest

Capture Interests

& Communicate

Interested (Buy Later)

Not Now (Maybe Later)
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Sources:

1 Harvard Business Review

2 Bain and Company



Email Service vs. Outlook

Standard Email Programs
(e.g. Outlook, Hotmail) 

■ Limited # of emails sent at one time

■ No formatting control

■ List break up more susceptible to filters

■ No cohesive branding

■ No tracking and reporting of email results

Email marketing services automate best 
practicespractices

■ Provide easy-to-use templates

■ Reinforce brand identity

■ Email addressed to recipient onl yy

■ Manage lists – adding new subscribers, 
handling bounce-backs, removing 
unsubscribes

■
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■ Ensure email delivery, tracks results and
obeys the law



Email Marketing Tips:

Best Practices

Email Marketing Tips:
Best Practices to make the most of your 
Email Marketing
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Setting Objectives

Define objectives: “I want to…”

■

Use objectives to determine:

■ What information to collect

■ Enhance customer / brand 
awareness

■ Interact with my customers

■ Communication type

■ Communication frequency

■ Measuring success
■ Increase event attendance

■ Bring visitors back to my website

■ Obtain donations for my nonprofit

g
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Planning for Success

Use your knowledge to identify the best people to send your message to and the 
best time to send it.

Who should read this email?

Do you have enough information that will impact 
the relevance of your message?

When should I send this out? 

Start somewhere but watch your own trends!

■ Business people Tues to Thurs 10am –

9Yes: Start to create group/categories of 
common interests or “hot button issues.”

9No: Ask for what you need.

p p
3pm 

■ Consumers (day) Tues to Thurs 10am –
3pm 

■
■ In sign up process

■ Simple Online Survey

■

? 灹物杨t? '? ? ? 湳ta湴 ? 湴慣t, ? c.

? 摩瑩潮慬 Re獯畲捥? ? 慩氠? 牫整楮朠Po睥爠Wo牫扯潫

Consumers Mon to Thurs 2pm - 8pm
-



Relevant & Valuable Information

Focus on the content

■ It’s not about you

It’ b t h t k d h th t i

Make your email message stand out 
from volumes being sent!

1 Get the tone right■ It’s about what you know and how that is 
important to your readers

■

1. Get the tone right.
“Do not hurt your brand by being the bearer of 
bad news, even if it is wrapped in free 
shipping.”

2. Do not digging yourself into a hole.
“Spi al of e e deepe disco nts and e e

■ Will they talk about it when out with 
friends?

“Spiral of ever-deeper discounts and ever 
more urgent calls to action just cheapen your 
brand.”

3. Focus on the long term
“Newsletter aim to make the recipient of 

l tt h lik l t ti i■ Will they look forward to your next 
communication?

newsletter much more likely at some time in 
the future to take the kind of action ultimately 
desired by the publisher.”

4. Reach for a larger slice of the pie. 
“Use this time build trust, loyalty and 
awareness so when they are ready to buy they 
go for quality not just a quick fix.”

-A new role for the old newsletter in a grim economy, Email Marketing 
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Reports, Mark Brownlow October 20, 2008



Worried about the economy?

Why is this the best time to use email marketing?

1. There’s less competition

2. Experts don’t sit on the sidelines

3. The right distraction in the “doom and gloom”

“This is the time to be visible, the time to be expert, the time to be 
pbeat is hen e e bod else is not ”upbeat, is when everybody else is not.”-Michael Katz’s E-Newsletter on E-Newsletters, Issue #207, 

October 17,2008

Want more nuggets like this? Check out the Blue Penguin Development site and subscribe to Michael Katz’s newsletter. 

http://www.bluepenguindevelopment.com/index.htmlp // p g p /
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Layout/Design

Look Professional

■ Keep your design clean and uncluttered

■ Don’t rely too much on graphics

■ Ensure that the most relevant messages 
are at 

the top of the page, above the “fold 
line”

M k it E t ShMake it Easy to Share

■ Provide something that adds value to 
your readers world

■■

“Because we did not other marketing for this 

collection we know the success we 
experienced was because of the Forward to 
a Friend feature. these emails helped to 
increase our ornament sales by 450%
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increase our ornament sales by 450% 
over the previous year! We did no TV, 
print or radio advertising, it was purely 
online efforts.”
-Darlene Tenes, Founder, CasaQ

“The fact that [some people] want to
help, for no other reason than because
they like to help. This turns out to be an
awfully effective way of getting
someone’s attention.”- Malcolm Gladwell, The

Tipping Point



Layout/Design

The Email “Body”

■

■ Use appropriate graphics

■ Use white space effectively

■ Include “Call to Action” links

■ Create sense of urgency

■ Capitalize and punctuate carefully

■ Proofread
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Getting Email Opened

The “From” line

■

■ Include your company name or brand

■ The clearer the better

■ The shorter the better

■ Be consistent

The “Sub ject” Linej

■ Keep it short and simple

■ You have 3 seconds or less

■ 30-40 characters including spaces (5-8 g p (
words)

■ Incorporate a specific benefit 

■ Capitalize and punctuate carefully
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The Don’t Dos

_The words: free, guarantee, spam, credit card etc.

_ALL CAPITAL LETTERS

_Excessive punctuation !!!, ???

_Excessive use of “click here”

_$$, and other symbols

_No “From:” address

Mi l di bj t li

Example: Typical spam “From” and “Subject” lines

_Misleading subject lines
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Email Marketing Tips:

Best Practices

Email Marketing Tips:
Measuring your Success
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Evaluating Your Results

What influences the open rate?

■ From / Subject line

■ Delivery day / time

■ List overuse, age, or quality

Watch your trends over time
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Evaluating Your Results

Why did people click through?

■

■

■

What were they interested in?
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Questions?Quest o s

To get started, sign up for your FREE 60 day trial here:
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http://www.constantcontact.com/index.jsp?pn=yourdesignvehicle

http://www.constantcontact.com/index.jsp?pn=yourdesignvehicle

