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top secret
MEMO TO: Email Marketin

g Superheroes

FROM: Headquarters

RE: Your Handbook

Greetings fellow Email
 Marketing Superhero! 

As you know, the Top S
ecret Handbook is 

a totally top secret g
uide — hence the 

title — meant to be sh
ared only among Email 

Marketing Superheroes 
such as yourself. 

Under no circumstances
 should you share 

your handbook with oth
ers. We simply cannot 

afford to have our mas
ter-level advanced 

techniques available t
o just anyone. If 

the general public dis
covers how effective 

and simple it is to us
e email to reach an 

audience to grow a bus
iness, increase sales 

or drive web traffic, t
hen anyone could 

become an Email Marketi
ng Superhero.
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Introduction

Maybe you are new to email marketing. Or maybe you’ve been at it for a while. But there’s a 
good chance that your email marketing efforts so far follow a familiar routine. It might look 
something like this: 

• Create a monthly newsletter. 

• Include an article from the blog or a new special sale item or promotion. 

• Send the newsletter to all of the contacts on your list. 

• Peek at the reporting. 

• Note that opens and clicks are about the same as last month. 

• Focus on other duties until next month, when it’s time to send another newsletter. 

• Repeat.

The fact is, email marketing is effective, so there’s a good chance that even the bare basics 
outlined above might be doing okay for your company or organization. 

But you can do even more, with minimal extra effort!

We created this handbook to help you become the world’s greatest 
email marketer. On these pages, we will introduce some of the same 
advanced email marketing techniques and tactics used by marketing 
departments at the largest and most sophisticated companies.

There isn’t any magic here. Anyone can be successful with these tactics.  

Anyone can be an Email Marketing Superhero. 
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Wow Your Readers  
with Great Content
Content is one of the most important factors  
in the success of an email marketing program.

Subscribers will sign up because they trust that your content is worth reading. They will keep 
reading because your content is relevant and engaging.

Great content should include more than just sales pitches.

To develop engaging content, start by thinking about the essential service or value your 
organization offers to your customers or constituents. What information can you provide 
around this basic value that would keep customers interested and engaged?

EIGHT IDEAS FOR GENERATING GREAT CONTENT

1. CUSTOMER QUESTIONS: Don’t overlook your own customers as a great source of ideas. 
Ask your helpdesk and sales staff to keep track of frequent customer questions. Those 
make for easy newsletter articles. 

2. COMPANY LIFE: Have a picnic or company event? Take some candid photos. Your 
customers might appreciate seeing that your company has a fun side. 

3. TUTORIALS AND HOW-TOS: Do you sell a complicated product or service? Consider 
including tutorials and how-to articles in your newsletters. Chances are, you’ve already 
created the content for your website’s knowledge base or support section. Repurpose it 
for your newsletter. 

4. RSS FEEDS: Harness the power of someone else’s content. Do you operate in an industry 
with a trade publication or popular blogs? Consider including news or information from 
an RSS feed in your newsletter. The headlines and links will appear automatically in your 
newsletter and your subscribers will appreciate having a steady source of  
up-to-the-minute news.
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5. INDUSTRY TRENDS OR STOCK PRICES: Consider including key indicators for your 
industry in your newsletters. Subscribers will appreciate having useful information in one 
place and it will give them another reason to open your messages. 

6. NEWS ANALYSIS: Did your office spend the day buzzing about big news in your 
industry? Your subscribers might appreciate hearing from your on-staff experts on what 
the latest breaking story means. 

7. Q&A: Corner your CEO or a key manager for a short Q&A. Ask industry-specific 
questions as well as some off-topic stuff. You don’t always have to highlight your top 
executives. Introduce your subscribers to regular employees and volunteers, too. 

8. WATCH THE CALENDAR: Try to anticipate what your customers will be thinking about 
and doing when your newsletter hits. Find ways to tie your business to the season and 
remember to give some lead time since your goal is to connect when subscribers are 
planning for the event.

IMPORTANT! MIX IT UP
Be sure to vary the types of content you include in your newsletter. Sending a how-to? Also 
include a news item. Pushing a big sale? Follow it with a feature on your company’s CEO.

Increase your chances of being relevant to your subscribers by including different types of 
content in your newsletters.
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Build Your Audience:  
List Growth Strategies
Email Marketing only works if you have  
subscribers to read your campaigns.

Because email has such a huge ROI, attracting new subscribers should be part of any robust 
email marketing strategy. And it should be a priority throughout your organization. 

Don’t — not for even one second — consider buying a mailing list. You will be wasting your 
money. Your spam complaints and unsubscribes will be high, your engagement (opens and 
clicks) will be low and reputable ESPs may even boot you from their service.

So here are six respectable tactics for winning new subscribers: 

1. JUST ASK. Do you have a sales force on the phone? What about a help desk or customer 
service department? Train those employees to ask callers if they’d like to join a mailing list 
to receive special content, news or offers. Do you offer online tech support? Online sales? 
Include sign-up opportunities wherever and whenever you connect with your customers. 

2. PROMOTE SIGNUPS ON YOUR WEBSITE. Get buy-in from your whole organization on the 
importance of your email marketing program (it’s easy: just remind them how effective 
email marketing is). But don’t bury the sign-in at the bottom of your website. Move the 
subscription form to a more prominent place on the home page. And include some text 
describing the value of your content. 

3. DON’T FORGET PEN AND PAPER. Does your business have a storefront, an exhibit space 
or an area where customers come through? Set up an old fashioned clipboard signup 
list. Be sure to frequently check the list for new signups so that new subscribers get their 
“Welcome” message soon after they sign-up.  
 
Take pen-and-paper to the next level: Create a QR code and display it prominently in your 
store or lobby. Link the code to your subscription form where customers or clients can join 

your list right through their smart phones.

http://qrcode.kaywa.com/
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4. PUT YOUR STAMP ON YOUR SUBSCRIPTION 
CENTER. Reinforce your subscriber’s decision 
to sign up for your content by customizing the 
Subscription Center with your brand and colors.  

5. POST YOUR CAMPAIGNS ONLINE. When setting 
up your campaign, take advantage of the chance 
to “archive” your campaigns. Once they’re posted 
online, your campaigns will be indexed by search 
engines and will always include a link for readers 
to subscribe. Posting online also allows potential 
subscribers to see samples of your content, which 
might convince them your content is worth 
reading.  

6. USE FACEBOOK TO GAIN SUBSCRIBERS. It’s just plain simple to create a sign-up form on 
your organization’s Facebook page. 
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Be Polite:  
Say ‘Hello’ to New Subscribers
You would not ignore a customer or client who  
walked into your store, office or exhibit space.

So why would you wait until your next regularly scheduled newsletter to contact a brand new 
subscriber? 

When a customer or website visitor opts in to your email marketing, they are very interested 
in you and your message. So don’t squander the opportunity. Create a “Welcome” message 
that automatically sends when you customer subscribes.

Five Things to Include in a Welcome Message

1. YOUR LOGO OR BRAND. Give new subscribers a good 
idea of how your messages will look. Later, when you mail 
to them, they will be more likely to remember signing up 
and less likely to hit the “This is Spam” button.  

2. A COUPON OR INCENTIVE. Welcome your new subscriber 
with a gift.  

3. INSTRUCTIONS ON “WHITELISTING” YOUR CAMPAIGNS. 
Ask them to add your sender address to their contacts. 
This will help ensure your future campaigns get to their inbox. 

4. A “THANK YOU.” Your mother taught you manners. 
Make her proud and thank your new subscriber. Let them 
know you are excited to have them. 

5. A SNEAK PEEK AT THE GREAT CONTENT TO COME. Give 
them a link to an article or whitepaper to let them know 
what kind of content they can expect from you.

Advanced Autoresponding 

A “Welcome” message is just the 

start. If your organization uses email 

marketing to drive conversions or 

if you offer a product that requires 

some education or training, consider 

creating a Drip Campaign — a series 

of messages set to trigger after a 

customer creates an account or 

subscribes to a free trial. 

Each message in the series offers 

an opportunity to tout the benefits 

of upgrading or buying. Set your 

campaign to automatically send on a 

daily, weekly or monthly basis. 

EMAIL INTO REVENUE
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Advanced Segmentation:  
Go Beyond ‘Batch and Blast’ 
Want to be an Email Marketing Superhero? Accept this challenge: 
Don’t always send all of your campaigns to all of your subscribers.

Sure, you’ve got a list that you’ve worked hard to grow. But email marketing is about more 
than just getting your message delivered to as many inboxes as possible.

Email marketing campaigns are the most successful when they deliver the right message to 
the right person at the right time.

Hitting this goal can take trial and error. Great email marketers use advanced segmentation 
techniques to try out and test new tactics. 

1. COLLECT THE RIGHT DATA. You can’t segment your lists if you don’t know anything about 
your subscribers. An email address or a name doesn’t tell you very much about your customers. 
 
When your subscribers sign up, ask for their gender, age (including birthday) and anything 
else that might be useful to your organization. Then use this data to create special 
campaigns: Create a triggered message sending a birthday coupon. Ask customers inside 
your state to come visit the showroom, rather than just shopping online.  
 

Ask for interests or preferences. 
Create a form to allow subscribers to 

specify their interests. Then create special 

campaigns that use conditional content, 

also known as smart content, based on 

those choices. (For example, a bakery 

could ask for flavor preferences and then 

send campaigns that display a photo 

of a chocolate or strawberry cupcake, 

depending on user preference). 

http://www.campaigner.com/email-marketing-enterprise/email-templates/dynamic-content/
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Pay attention to where your subscriptions are coming from. Sometimes, the source of a 
subscription creates a segmentation opportunity (see inset below). 
 
 
 
 
 
 

2. FOCUS ON YOUR STARS: Spend most of your time with your top performers. Pay 
attention to your subscribers’ engagement scores, a measure of how much a particular 
subscriber is opening and clicking on your campaigns.  
 
While you should look for ways to re-engage low performers, don’t neglect your biggest 
supporters. They’re the most interested in you and the most likely to buy or share your 
content. Create campaigns just for them. Reward their loyalty with a coupon. Or ask them 
to invite a friend to join your list.  

3. YOU ALREADY KNOW A LOT ABOUT YOUR SUBSCRIBERS. There are lots of ways to 
segment your lists based on what your subscribers tell you about themselves (age, income, 
home state, etc.) But you don’t need to wait for them to start segmenting.  
 
As an email marketer, you already know a great deal more than you think you do: you know 
who has been opening and clicking. And you know what they’ve been opening and clicking. 
 
Subscribers who clicked on a recent link to an e-commerce site’s computer accessories 
section are a good target for the big accessories sale coming up next month.  
 
Got a webinar scheduled on the benefits of upgrading a trial account? Make sure you 
send it to free account holders. 

4. HARNESS YOUR DATA.  If your business uses a CRM, you have lots of information about 
your subscribers. Export data about your subscribers from the CRM to your Email Service 
Provider. Use CRM data to target frequent buyers or promising leads.

But remember, you still need permission to send email marketing campaigns, so use CRM 
data to add to what you know about your opted-in subscribers.

IMPORTANT! CONSIDER THIS:

A museum hosts a family day and asks guests 
to sign up for email newsletters. When those 
sign-ups are imported into the ESP system, 
they are noted as family day attendees.

 

 
Then, a day or two after their visit, those  
50 email addresses receive a special campaign 
aimed at getting those families to buy 
memberships.
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Design Tips for Non-Designers
Even if you don’t have a fine arts degree there are some important 
design principles that all Email Marketing Superheroes need to know.

Create a Custom Design without Typing 
Any Code

You don’t need to be a certified code wiz to 
create custom designs and templates.

Nor do you need to waste hours poring over 
endless galleries of pre-made templates.

Use a smart email builder to customize colors, 
columns, width and fonts – all without typing a 
single line of code.

Tweak for Mobile 

Most mobile devices can handle HTML email just fine, provided you follow a few basic 
principles: 

KEEP IT NARROW. To ensure readability on mobile devices, keep your messages no 
wider than 600 pixels. At that width, your campaigns will render well on desktop 
email clients and be readable on a smartphone without the need for side-scrolling. 

LEAVE OUT THE FINE PRINT. Keep your print readable. (This is just good advice 
for any marketing communication.) Small fonts are hard to read on a computer 
screen. They’re really hard to read on a smart phone. Some devices automatically 
increase font sizes, but don’t rely on this feature since in some cases it could affect 
your layout.

ALLOW FOR FAT FINGERS. Smart phones rely on touch screens. So give your 
campaign a glance: Do you have two or three different links close together? Leave 
some space so users don’t get frustrated when they inevitably touch the wrong link. 
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Make an Impression: Don’t Design
Do you really need to make a big impression with an important campaign? Maybe 
your organization is in the final stage of a big fundraising push. Maybe you have a special 
sale or promotion. 

Really get your subscribers attention with a simple message that doesn’t use any images or 
creative layouts. Send a campaign from your CEO, sales manager or executive director. Keep 
it short and simple and include a signature for a personal touch. 

This no-design design might just be the most interesting thing in your subscribers’ inbox that 
week. 

IMPORTANT! EMAIL IS NOT WEB DESIGN. 
• Email clients and web-based providers all handle CSS differently. 

• Email Service Providers offer templates that will look great in all clients. 

• You can still use your own code. Just don’t rely on CSS for layout.

• Use tables to position elements and keep all CSS inline and out of the header.

Test Before You Send

If you are using a custom design, be sure to test it before you send to your subscribers. 

Create a test list to see how your code will look in a variety of devices.



EMAIL INTO REVENUE

 The Top Secret Handbook for Email Marketing Superheroes 12

Writing for Email  
(The Abridged Guide)
Readers will decide whether a message is relevant in just a few 
seconds. Don’t fill those precious moments with the literary 
equivalent of throat clearing.

Keep the text of email campaigns short and direct. That is all.

When it comes to writing, don’t neglect the subject line, the most important sentence or 

phrase in your campaign. 

Subject Line Dos and Don’ts

DO: BE DIRECT.  
You only have so much space before email clients will cut off your subject line. Say it all 
concisely. 

DON’T: BE OVERLY CLEVER.  
Puns and in-jokes may make your marketing department chuckle, but clever word play might 
seem puzzling to a subscriber who has no context. 

DO: BE GERMANE.  
Great subject lines are not just about getting a subscriber to open the message. They should 
help engage a reader with your content. A subject line that has little to do with the content 
of the message will lead to a lot of opens, but no clicks. 

DON’T: WRITE LIKE A SPAMMER! 
Lowest Prices!!! A Free Offer Just for You!! Buy Today!! 

There is no Pulitzer Prize for spam writing! So don’t try to win one! Your message will never 
get to the inbox anyway! (See how annoying and ineffective exclamation points are?!) 
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Give Your Message a Second  
Life with Social Integration
Email marketing is even more effective when you harness the 
power of social media. Likewise, integrating social media channels 
with your email campaigns allows you to use the great reporting 
features of email to definitively measure the ROI of social media. 

Super Social Superhero

POST YOUR CAMPAIGNS TO TWITTER AND FACEBOOK
Don’t just send your campaigns to subscribers’ inboxes. Integrate your 
social media channels so that your campaigns post automatically. Tweets 
and Facebook posts will drive new readers to your messages, which may 
help drive sales and subscriptions to your campaigns.

When you post your campaigns online, they become a sort of mini landing page for your 
offer, your event or your brand. Why not let your Twitter and Facebook followers find it? 

USE SOCIAL SHARING 
Got a timely, interesting article in your next newsletter? Make it easy for 
your subscribers to do your marketing for you. Include Social Sharing links, 
icons that make it simple for readers to post your campaign on social 
media channels such as Facebook, Twitter, LinkedIn or Reddit. 

Social Sharing links allow you to see which of your subscribers actually 
shared your content. Put this data to good use: For your next campaign, 
offer an incentive or a prize for sharing content on social networks.  
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DRIVE SUBSCRIBERS WITH SOCIAL MEDIA 
Who says social integration has to just start with your email campaign? Use Facebook to 
capture subscribers for your newsletter. It’s easier than you think to incorporate a slick,  
sign-up form in Facebook.  

PROMOTE SOCIAL MEDIA CONTENT 
Why not use your email marketing to promote your social media channels? Add a section to 
your newsletter highlighting your best Tweets from the week. Promote a photo gallery that is 

only available through Facebook.

Don’t Guess. Test. 
Before sending your next email campaign, wouldn’t it be helpful if 
you could somehow see into the future? 

Which of the three subject line ideas you considered would get the most opens? Would 
your subscribers be more likely to click on a button or a link? Would your campaign be more 
successful if you send it in the morning or afternoon? 

Email marketers don’t have to imagine magical glimpses into the 
future. The simple secret to improving your campaigns — and the 
results they produce — is to run AB Split Tests.

In Email Marketing, split testing allows you to create different 
versions, or splits, of the same campaign. The splits are then sent 
to a small percentage of the total subscriber list for that campaign 
and the best performer can then be automatically or manually sent 
to the rest of the list.

You might be surprised at what a difference a minor tweak, a different image or a few words 

can make in the performance of your email campaigns. 

http://www.campaigner.com/email-marketing-enterprise/a-b-split-testing/
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Power up your marketing with these three simple, but effective tests: 
 

SUBJECT LINE 
Ever sit around debating which subject line will get the most opens and clicks? 
Settle the dispute with actual data. 
 
Subject lines are the first — and if written poorly — the only thing your 
subscribers will read in your campaign. Don’t leave something that important to 
a guess or instinct: test it!

 
TIME OF DAY 
Put two marketing experts in a room and you’ll get three opinions on the best 
time of day to send your campaigns. 
 
Remember, every email marketer has a different set of subscribers, and what 
works for a comedy club in Manhattan won’t be the same for a software 
company based in Sydney. That’s why you should test. 
 
Try morning vs. afternoon or days of the week to see if your subscribers like to 
hear from you at one time over another. 

LINKS: BUTTON OR TEXT 
If you’ve got an important link and you want to really maximize clicks, try testing 
a button-style link against a simple text hyperlink.

 
While a button may seem more obvious and attention-getting, testing will often 
show that instincts and assumptions don’t always match subscriber preference.

There’s only one way to be sure (All together now…): Test it!
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Don’t Just Read Reports.  
Take Action.
In email marketing, your job doesn’t end when you hit “Send” for 
the campaign. Savvy email marketers really get down to business 
when the data from the last campaign rolls in.

So you study those reports. How can you improve results on the next campaign? 

Here’s a quick guide to putting good data to good use: 

1. IMPROVE DESIGN WITH HEAT MAPS: Heat maps offer a visual way to see where on your 
campaigns subscribers are clicking. Pay attention to which parts of your design captured 
the most clicks and make sure your most important links are in the place where your 
subscribers tend to click.  

2. FOLLOW UP ON PRIME LEADS: Your campaign report will provide a link-by-link 
breakdown of which subscriber clicked on which link. Did your campaign include a link 
to a sales promotion or offer? Take that list of clickers and send a follow-up campaign to 
those who clicked, but didn’t buy. Maybe one more nudge will do the trick. Likewise, note 
any recipients who clicked “unsubscribe.” There’s a good bet your sales staff is wasting 
time pitching to a lead who just opted out of your campaigns. 

3. OFFER REWARDS FOR SHARING: Campaign reports will also provide a list of subscribers 
who clicked the “forward to a friend” link and who took you up on a call to share the 
campaign on social networks. How about rewarding those subscribers with a special 
campaign to say “Thanks!”? Offer loyal fans a coupon or special incentive. There’s a good 
bet they’ll share again. 
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4. FOLLOW THOSE CLICKERS: Powerful things are possible when you link your email 
marketing to your website’s Google Analytics account. Integrating your campaign with 
Google Analytics will provide easy-to-follow information on what happened once your 
subscribers clicked a link from your email to your website. Pay attention to those numbers. 
If your bounce rate is higher than expected, try sending subscribers to a different landing 
page next time. And if you sell anything from your website, it’s easy to use Google 
Analytics to track how much revenue your email campaign generated. 

5. USE SUBSCRIBER BEHAVIOR AS A MARKET RESEARCH TOOL: Does your organization 
offer multiple products or services? Are you promoting multiple events? Pay attention to 
the links subscribers are clicking. A lack of interest in one event, product or service could 
help your organization decide to spend more — or less — of its marketing budget on 
underperforming offerings. 

6. ADJUST CONTENT BASED ON CLICKS: Your subscribers vote with their clicks. Make a note 
of the content that drives links. Add or remove elements to your campaigns based on 

what your subscribers click.

Engage. Re-Engage. Disengage.
No one likes to feel rejection, especially not marketing types. But 
the harsh truth of email marketing is inescapable: some subscribers 
eventually lose interest in you. 

That eager customer who just a few months ago signed up for all three of your newsletters, 
your sales promotion updates and your weekly tips and tricks memo? Well, they’re just not 
that into you anymore.

The challenge for marketers is to know when to fight to save the relationship and when to let it go.

Your total number of subscribers is important. But so is the proportion of engaged subscribers 
on your lists. There are plenty of ways to define engagement, but generally it refers to whether 
subscribers are opening and — more importantly — clicking on your messages. 
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Internet Service Providers (ISPs) use engagement scores to try to tell spam from legitimate 
email messages. Some ISPs also use engagement to determine which messages get 
prominence in the inbox. 

So periodically, check in on your list hygiene. Do you have subscribers that have just 
stopped opening your campaigns? 

IMPORTANT! TIP #26
Use a saved search to find subscribers who have or have not opened or clicked on  

a campaign.

Try to win back their hearts with a re-engagement campaign. Offer a coupon, an incentive or 
a survey to get them back involved with your messages. But also let them know that unless 
they click a link, you won’t send them any more campaigns. 

You will likely win back some subscribers. But you will also lose some. The reward, 
however, will come with better overall list health and possibly better inbox placement with 
the rest of your subscribers.

Cut down on the times you have to say, “Goodbye.” Consider using double opt-in for your 
subscribers. You may gain fewer overall subscribers, but your readers will tend to be more 

engaged with you and your content.
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Create a Winning Email Marketing Program
By now, we’ve covered tips and tricks for the many components 
of a Great Email Marketing Program. You may be feeling a bit 
overwhelmed by it all. Don’t be. Ask these questions to begin 
creating the Email Marketing Strategy that is right for your 
company.

Have You Considered All Stages? 
Your relationship with your customers is more than just the moment they sign-up for a 
monthly newsletter. Develop campaigns to reach your subscribers when they are first meeting 
you, when they are regular and loyal customers, and when their interest begins to wane.

Where Can You Automate? 
You may be thinking there’s no time to use advance email marketing tactics since you 
don’t have a full staff to focus on email. Find ways to automate the process. Can you use 
integrations to push content from your website to your newsletters? Can you mine your CRM 
for good segmentation data? Are you taking advantage of triggered campaigns to reach your 
customers with relevant content?

What’s The Frequency? 
How much is too much? What about too little? You may have to find your own frequency 
sweet spot. Don’t assume your customers only want to hear from you once a month. 
Continue to experiment to find the frequency that keeps your subscribers coming back.

Am I Segmenting? 
If you find yourself sending all of your content to all of your subscribers all of the time, it 
might be time to think about new ways to engage. Great email marketing is about being 
relevant and that means slicing your subscriber base in ways that allow you to deliver 
targeted messages to the right readers. Segmentation will help your campaigns — and your  
business — succeed.
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How Am I Doing? 
Email Marketing offers detailed feedback on how your marketing messages are performing. 
Are you putting all of that reporting data to use? Have you changed your strategy or 
repeated a tactic because of what your reports show? Adjust your campaigns at regular 
intervals based on what is and what isn’t working. Great Email Marketers become great 
because they learn from the past.

Have I Tried Anything New Lately? 
Don’t get stuck in an Email Marketing rut. Try a new tactic or add a new campaign or 
strategy to your program. In Email Marketing, the best way to find what works is to try 
something out.

PASSED. CONGRATULATIONS!

These are just a few email marketing advanced tips and techniques.  
Try them out, or discover your own.

And if you have any questions, need some help or just want to talk,  
we’re here for you. Give us a call at 1-866-358-6388 or email us at  

support@campaigner.com. 
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GLOSSARY of Email 
Marketing Terms

AB SPLIT TESTING: In email marketing, a split 
test allows you to create different versions, 
or splits of the same campaign. The splits are 
then sent to a small percentage of the total 
subscriber list. The best-performing version 
will then be automatically or manually sent 
to the rest of the list. Named for “A or B” 
testing when more than two versions of a 
campaign can be tested. 

API: Application Programming Interface. 
Allows two software applications to 
communicate. An API can be used to 
automate and integrate two or more 
applications.

AUTORESPONDER: A feature offered 
by some Email Service Providers that 
automatically sends an email campaign 
based on a specified trigger such as a list 
subscription or a particular date. Common 
examples of autoresponder messages include 
a “Welcome” campaign or a birthday 
message.
 
 
 
 
 

BLACKLIST: In email marketing, senders who 
receive too many spam complaints or have 
other major deliverability issues can be added 
to a blacklist, a registry of unsafe senders 
maintained by ISPs or other organizations. 
ESPs monitor sender reputations and help 
legitimate email marketers stay off blacklists.

BOUNCE: A failed attempt to send an email 
campaign. Bounces occur when a message 
cannot be delivered.

BOUNCE RATE: The number of bounces 
divided by the number of messages sent. 
Consistently high bounce rates can affect 
deliverability.

CAMPAIGN: A marketing email message sent 
to a number of subscribers. 

CAN-SPAM ACT: A U.S. law that sets rules 
for commercial email messages. Among 
CAN-SPAM’s requirements: marketing 
messages must include the sender’s mailing 
address and instructions on opting out of 
future messages.

CASL: A Canadian law that sets rules for 
commercial email messages. Among CASL’s 
requirements: Email recipients must provide 
consent in order to receive communications. 
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CLICK-THRU: Refers to whether a subscriber 
clicked on one or more links within an 
email campaign. Click-Thrus are generally 
considered a good way to measure subscriber 
engagement.

CONDITIONAL CONTENT: Text or images 
within a campaign that display based on a 
condition such as a subscriber preference. 
A campaign set-up with conditional content 
(also known as dynamic or smart content) 
could show one image to a set of subscribers 
and a different image to the rest. Conditional 
content allows campaigns to be even more 
relevant to the audience.

DELIVERABILITY: Refers to whether email 
campaigns are reaching subscribers’ inboxes. 
Because of the proliferation of spam, ISPs 
attempt to filter unwanted email messages 
which can affect legitimate senders.

DOUBLE OPT-IN: A type of subscription in 
which a subscription request is confirmed 
with a follow-up email message. The 
subscriber is not added to a list unless he or 
she clicks on the confirmation link.

DRIP CAMPAIGN: A series of messages 
sent with an autoresponder feature. A 
drip campaign typically includes multiple 
messages over a set interval. Example:  A 
three-message tutorial series sent on 
consecutive Mondays.

EMAIL CLIENT: The software application or 
device used to read email. Examples of an 
email client include Microsoft Outlook, an 
iPhone’s Mail application and Gmail viewed 
on a web browser. 

ESP: Email Service Provider. A technology 
solution that offers software for managing 
subscribers, creating email campaigns and 
reviewing reporting data. ESP’s can handle a 
much greater volume of messages and offer 
better deliverability and reporting than most 
in-house solutions.

FEEDBACK LOOP: An arrangement between 
an ESP and an ISP that directs a spam 
complaint back to the ESP, which then 
globally unsubscribes the complainer from 
further messages. A feedback loop can help 
keep a spam complaint from becoming a 
more serious problem for the sender.

GEOLOCATION: In email marketing, 
pinpointing where in the world email 
campaigns are being opened and clicked. 

HARD BOUNCE: A type of bounce in which 
a message can never be delivered. Hard 
bounces frequently occur because the email 
address is invalid.
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HOSTED CONTENT: Documents stored, or 
hosted, on a server that can be retrieved 
by an email message. Images sent with 
an email campaign are hosted on a server 
and retrieved and loaded when the email 
message is opened.

HTML: HyperText Markup Language. 
The basic code used to build web pages 
and email messages. HTML allows email 
campaigns to include images, colors and 
styled text. 

ISP: Internet Service Provider.

OPEN: In email marketing, refers to whether 
a subscriber received and viewed a message. 

OPT-IN: Permission granted by a subscriber 
for email marketing messages. Opt-ins can 
be “single” or “double.”

PURCHASED LIST: A list of email addresses 
sold or transferred to someone for email 
marketing. Contacts on a purchased list have 
not given permission to receive messages 
from the person or agency buying the list. 
Legitimate Email Service Providers will not 
work with senders who attempt to use 
purchased lists.
 
 
 
 

SAAS: Software as a Service. A type of 
software delivery method commonly used by 
ESPs. SaaS does not have to be installed on 
a local machine. Software is accessed with 
a web browser. Sometimes referred to as a 
“Cloud-Based Service.”

SEGMENTATION: Using data to group 
subscribers so that they can then be 
contacted with more targeted messages. A 
basic example would be sending a specific 
message to only female subscribers.

SINGLE OPT-IN: A type of subscription in 
which a subscriber has to only submit an 
email address to be added to a list.

SOCIAL SHARING: A marketing tactic in 
which subscribers are encouraged to share 
email marketing content to social networks 
such as Facebook and Twitter. 

SOFT BOUNCE: A type of bounce in which 
the message cannot get through to a valid 
email address. Soft bounces can occur if an 
inbox is full or if an ISP is overloaded.

SPAM: Sending unsolicited, bulk email 
messages. Also refers to the messages 
themselves. Legitimate marketers must have 
the recipient’s permission, known as an Opt-In.
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SPAM RATE: The number of spam complaints 
divided by the number of messages sent. A 
high number of spam complaints in a single 
campaign can have serious consequences. 
Spam rates should be kept low, about 1 per 
1,000 messages.

SUBSCRIBER: A person who has opted-in 
to email campaigns. In legitimate email 
marketing, subscribers should be able to 
easily and permanently unsubscribe.

TEXT ONLY: A version of an email campaign 
that includes only unstyled text. Some 
subscribers prefer to just receive text-only 
email, so campaigns should include both 
HTML and text versions. Text-versions also 
help campaigns pass spam filters.

TRIGGERED EMAIL: A campaign sent with an 
autoresponder.

WHITELIST: A set of contacts declared safe by 
an email user. Senders on the whitelist will 
bypass the ISP’s spam filters. A simple way 
for users to guarantee they will receive email 
from a preferred sender is to add the sender’s 
email address to the email contacts list or 
address book.
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Contact us to learn more or schedule a demo:  

Toll-free 1.866.358.3688 
salesteam@campaigner.com

www.campaigner.com

About Campaigner
Campaigner is a robust email marketing solution built by marketers to help small, medium and large 

businesses strengthen customer relationships and drive sales. Features include professional email campaign 

creation, industry-leading A/B split testing, advanced list management and segmentation tools, targeted 

email autoresponders and workflows, powerful API and CRM integration, and detailed campaign reporting. 

Campaigner is a brand and registered trademark of the Business Cloud Services Division of 

j2 Global, Inc., the global provider of Internet services. Learn more at www.Campaigner.com. 


