Winning Email
Marketing
Campaigns
Quick Start Guide

Ever heard email marketing is “dead?” We’ve heard it too. Now,
how many times have you checked your email today? …right.
We can be really quick to jump to conclusions about the
newest fad or technology and its relevance to a business’s
marketing mix. However, email accounts for the highest return
on investment among the various marketing channels, with
about 67% of businesses listing it as their highest earner. That’s
because it’s one of the cheapest ways to reach customers
immediately and directly.
Is your business sending emails? If not, we’ve got some serious
stuff to cover! If you are already emailing away and you’ve
gotten a head start, now’s the time to do a self-assessment
and see how you stack up.
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Creating an Email Marketing Plan
You must have a goal you believe emails could accomplish. Is it to inform
customers of special offers and promotions? What about establishing yourself as
the local authority in your industry? Has your store moved or started new hours
of operation? Chances are you want to do a few different things via email, and
that’s great.
Hold up. Let’s not try to do 100 things at once. How often do you receive lengthy
emails from your favorite business? Probably not very often. Instead, you likely
receive shorter, focused emails that make up a larger campaign. The theory here
is that if you can focus in on one or two objectives and deliver meaningful content
appropriately, you’re much more likely to reach your goals.
Here’s an example of a measurable objective, followed by three supporting email
topics.
Objective: Book 15 additional appointments via email this month.
• Email #1: Share helpful advice relevant to a service you offer.
• Email #2: Share your store’s location and explain your new hours.
• Email #3: Offer an incentive to entice customers to book now. (Don’t
forget your “Book Now” button!)
In the example above, we wrote an objective you can measure specifically from
emails. Otherwise, you won’t know if an increase in business is thanks to your
email efforts or another marketing channel. Then, we planned three different
topics you can discuss in a fairly simple email series.

Building Your List
Now, who will these emails go to, exactly? If you don’t already have one,
you need to build a list of email addresses that represent past (if able),
current and prospective customers. Here are a few ways you can snag
those sneaky little email addresses:
Website Subscriptions
Place a button on your website urging visitors to subscribe to emails. To
get people to subscribe, you may need to offer an incentive. Make it clear
what the subscription will earn customers, whether it’s special offers,
appointment reminders, helpful information or a weekly newsletter.
Facebook
Once you have an email service provider (ESP – more on these guys later)
in place, they’ll help you link a “Subscribe” tab on your Facebook business
page. Make sure you continue to offer incentives to subscribe here as
well. If that isn’t getting enough traffic initially as you might like, consider
investing in Facebook ads.
In-Store at Point of Sale
When folks are in your store, have clear signage promoting your email
subscription. When someone makes a purchase, it’s crucial you capture
their email. There are two main ways to do this – 1) straight up ask for it, or
2) entice customers with an email receipt instead of a printed one.
Note: Don’t be shady. Make sure you let them know that by receiving an
email receipt, they will also be subscribed to more emails from you in the
future.

What to Say,
When to Say It,
and How Often

The What
The best piece of advice we can give is to not be selfish with your content. Of
course you want to get your message across. But, we have to be cognizant
of our customers’ wants and needs too. They don’t want to be sold 100%
of the time.
Try a mix of content:
• Informative and teaching
• Inspiring
• Entertaining
• Persuasive
• Selling
Notice that list didn’t say, “Selling, selling, selling and more selling!” You’ve
absolutely got to send the type of email you would want to read.
Now, when crafting your message, here are a few extra tips:
• Be brief. Try to keep your email to no more than 3 short
paragraphs, with 2-3 sentences per paragraph.
• As for your subject lines, vague, 6-10 word headlines get the most
opens. To ensure mobile viewers can easily read it, limit yourself to
50 characters (with spaces).
• Personalize the email as much as possible. Marketers call this type
of content dynamic. At the very minimum, use a customer’s first
name in the greeting. A good CRM system can help you do so.
• Include links and call-to-action buttons. Link to your website,
helpful content, forms to book appointments and more.

The When

The How Often

Conventional wisdom used to tell us that the best time
to send emails was between Tuesday and Thursday in
the morning, preferably between 8 and 10 a.m. Recent
research, however, shows that emails sent in the evening,
between 8 and 10 p.m. tend to get higher open rates,
particularly on mobile devices.

As for how frequently to send your emails, less is often more.
Don’t annoy your customers. Again, think about what you want
to accomplish. Do you have new offers weekly? Do you introduce
a new product and retire an old one every month? Use this
information to create a benchmark to start from. Your open rates
and unsubscribe rates will clue you in on how to adjust. More opens
indicate a good frequency, or maybe that you could be sending
even more emails. More unsubscribes…the opposite. The general
consensus is that somewhere between weekly and monthly is a
good place to start. If your open rates and click-through rates are
high (around 20-30% for open rates, and 3-5% for click-through
rates), consider upping your game a tad.

If you’re willing to take a gamble and test some different
times, many email marketers are getting creative and
sending during the weekend. This could be particularly
worth your while as a local business owner who may
get a majority of your traffic during these days. Though
weekend emails on average boast slightly lower open
rates, their click-through rates outpace weekday emails
by a couple percentage points.

Another good option is to let users self-select, through a preference
center. When someone clicks through, they land on a page that
lets them choose exactly how often, and what type of information,
they want to hear from you. We call this opting in.

Designing Your Message
We’re not saying your customers are shallow, but first
impressions are everything. If your email is slick enough
to get opened, the first thing the reader will see and pay
attention to is how it looks. If your email fails to deliver a
pleasing look and feel, you can say hello to the trash bin.
Focus on your copy first. Text is the one thing that’s
rendered the same way across various email clients. Most
email clients try to block images from new senders, so your
email recipients will typically see the text of your email
before anything else comes through. Basically, make sure
your message is still able to be easily understood without
images.
That said, eye-catching imagery is a big deal in the email
marketing world. And, not every local business owner has
caught up on that front. Why? High-quality images are
expensive, whether you’re purchasing stock photos or
sharing photos of your store, products or services. But,
there are a couple ways to get around this. Various stock
photo sites allow you to purchase image packages at a
highly discounted rate compared to individual images. If
you’re open to getting creative, consider trading a local
photographer your service for theirs, in order to get a few
high-quality images that are specific to you.

Keeping it Legit
Spam’s annoying; we all know that. Did you also know it’s against the law? Much
more than a slap on the wrist, spam could earn you up to a $16,000 fine for every
offense (that’s every individual email sent, not every campaign)! Wowza.
Sounds like a pain, but if you intend to get serious about email marketing, you
need to get serious about understanding the CAN-SPAM act.
Here’s the meat of it:
1. Don’t use false or misleading header information. Your “From,” “To,” “ReplyTo” and routing information must be accurate.
2. Don’t use deceptive subject lines.
3. Identify the message as an ad. The law gives you a lot of leeway in how to do
this, but you must disclose clearly and conspicuously that your message is an
advertisement.
4. Tell recipients where you’re located. Your message must include your valid
physical postal address.
5. Tell recipients how to opt out of receiving future email from you. This one’s
critical. Read it twice, if you need! There’s got to be an option to
unsubscribe.
6. Honor opt-out requests promptly. Any opt-out mechanism you offer must
be able to process opt-out requests for at least 30 days after you send your
message. You must honor a recipient’s opt-out request within 10 business
days.
7. Monitor what others are doing on your behalf. Even if you hire another
company to handle your email marketing, you can’t contract away your legal
responsibility to comply.

Formatting and Delivering the Email
Now you’ve got a sense of what you want to say and
how it might look. Not sure how to accomplish all of
this? Those email service providers (ESPs) we spoke
about earlier are. They’ll come at you with the templates
you need to input everything you’ve already come up
with into a functional email format. Formatting is about
one thing – keeping it simple. Make sure the template
you choose focuses on the content first and then pairs
supporting graphics to draw readers in. Too many images
or graphics, and you risk dizzying or overwhelming your
readers.
Then, your ESP will pull the lists we made earlier to
send your beautiful emails off into the world. Seriously,
sending mass emails is best left to the pros.
Here’s Why:
• The design details we just covered
• Complex HTML considerations
• Limited bandwidth of your servers
Constant Contact, MailChimp and Campaign Monitor
are all popular email marketing service providers. Go
check them out. Or, stick with us for a second and see
how we’re thinking bigger.

email should be to entice customers to engage – visit your website,
make an appointment, etc.
Hard and Soft Bounces
Bounces refer to the invalid emails you reached…or rather
didn’t actually reach due to a permanent (e.g. invalid address) or
temporary (e.g. full inbox) error.
Unsubscribe Rate

Measuring Effectiveness
We’d sure hate to see you do all this legwork for nothing.
Ultimately, if no one opens or clicks through your emails,
it’s a total waste of your time and marketing budget.
Keep these five key performance indicators (KPIs) in
mind when measuring the effectiveness of your email
efforts.
Open and Click-Through Rates
While open rates are a good indicator of interest in your
business, they can be slightly unreliable. First, you need
to make sure you’re measuring “unique” opens, meaning
the number of people who’ve opened the email, NOT
the number of times an email was opened. Also, some
devices require you open an email before deleting it,
another source for open rate inflation. Click-through
rates are more tried and true. The whole goal of your

Much like golf, we’re going for a low “score” here. A low unsubscribe
rate means people value your content and are probably pretty
happy with you. A higher unsubscribe rate could mean your
content is off the mark or your frequency is verging on annoying.
To find out which, compare the rates from each individual email.
If the topics differ (they should), and so do the unsubscribe rates,
consider it a content issue. If the unsubscribe rates are pretty even
across the board, try sending your emails a little less frequently.
Website Traffic
This one’s pretty intuitive. You want more people visiting your site
so they can be sold on how awesome you are. The tip here is to
ensure your site is worth their while.
Conversions (Sign-Ups, Bookings or Purchases)
This is the percentage of email recipients who clicked through
from your email and completed your desired action.

That’s right, changing a subject line could mean more money in
your pocket. Here’s how.
In most cases, you’ll want to A/B test your entire email list.
(Though, if you’re testing something really wild, we recommend
going with a smaller, randomly selected, audience.) A proper A/B
test chooses one element of the email to focus on and compares
the performance of two different options for that element. For
example, you could test the performance of these two subject
lines:

Testing
Once you feel you’ve passed the novice stage of email
marketing and want to earn your email marketing black
belt, it’s time to tackle testing. Testing is how we refine
emails to achieve the best possible results to improve
conversion rates and impact your bottom line.
First, decide what you want to test (maybe by starting
with what’s easiest). Things you could test include:
• Subject lines
• The format/layout
• Images
• Calls to action
• Or any number of things within the body of your
email

• “Is your yard ready for its close-up?”
• “Spring has sprung – dig in for special discounts”
Once you’ve got your two versions of the email, decide what
you want to test. If your goal is to get more open rates, measure
those two things against one another. If the goal is to get more
clicks through to your website, compare these. If you don’t see an
improvement, consider testing another attribute of your email.
Rinse, repeat.
(Oh, the ESPs we mentioned earlier handle the behind-the-scenes
of this one, too.) If your email service provider doesn’t offer A/B
testing, you can accomplish this manually…very manually. You’ll
need to create two separate distribution lists, chosen at random,
and then send one version of your email to one list and the other
to the latter. We don’t recommend this option, as it can be really
labor intensive, and to compare results, you’re pretty much left
with only a spreadsheet and a prayer.

But Wait, There’s More
That’s the gist of it – email marketing at its finest. But we’re not done just yet.
Think about when you read your emails. First thing in the morning? What about at a
stop light on your way into work? Perhaps at the dinner table?
Did you know…
•
•
•

69% of Americans check email while watching TV or a movie,
57% open their inboxes while in bed, and
79% check their emails even when on vacation?

It’s mobile devices like cell phones and tablets that make that possible. So once
you’ve perfected your emails, are they mobile friendly?
Find Out Now

Source: Adobe Digital Insights “ADI Email Survey 2016”

