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3 Keys to Email Marketing
Interactive Seminar & Workshop

Presented by: Pamela Adams

Email Marketing: Why and How It Works
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What Is Email Marketing? 

Delivering professional email 
communications

To an interested audience 

Containing information the 
recipient finds relevant, timely, 
and valuable

What Can It Do For Your Business/Organization?

� Establish Regular, On-going 
Relationships

� Educate

� Promote Identity Awareness 

� Stay “Top-of-Mind” with 
Subscribers

� Broaden Your Audience

� Boost Repeat Business

� Drive Profit & Revenue
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Understand the Value of a Customer

� You’ve already paid for them
It’s 6-7 times more expensive to gain a 
customer than to retain a customer1

� They spend more
Repeat customers spend 67 percent more2

� They are your referral engine
After 10 purchases, a customer has already 
referred up to 7 people2

Invest in the relationship, because when 
nurtured they multiply!

Sources:
1 Harvard Business Review
2 Bain and Company, 2002

Why Use Email Marketing ?

Because it is fast, simple, inexpensive and highly effective.
• 46% of email users say they're “hooked” (addicted to email)
• 51% check email 4 or more times a day
• 69% of email users say they have multiple email accounts
• 62% check work email over a typical weekend
• 50% check email while on vacation

Source: AOL Email Survey – July 2008
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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 practices

� Provide easy-to-use templates

� Reinforce brand identity

� Email addressed to recipient only

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

� Ensure email delivery, tracks 
results and obeys the law

Email Service vs. Outlook
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Customer Spotlight: American Autowire

List Size :  2447
Open Rate:  25%
Location:  Bellmawr, NJ
Customer Since:  August 2005
Website:  www.americanautowire.com/

� Wiring Harnesses, Accessories & Parts for GM 
Restoration

� New product announcements

� Offer Web Specials

� Industry announcements

� Quick Links to various website content

� Website statistics spike when email campaigns 
are sent.

"It's amazing that in just minutes I can create 
professionally designed emails to promote new products, 
sales and news to our customers."

Jeff Moore

3 Steps to Successful Email Marketing

Step 1: Make a connection:
Import/Build “Good” (permission based) 
Email Lists

Step 2: Nurture the connection: 
Set Objectives & Create Eye-Catching 
Emails

Step 3: Invest in the relationship: Evaluate 
Results / Refine the Process to build trust 
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Key #1: Build Your List With Permission

Build Your List Where You Connect

Collect email addresses and permission at every contact point:
Website SignupService or

Sales Calls
Events

and Meetings
Email Signature

Customer & Prospect Database

In-store Guest Book

57% of those surveyed will fill 
out a card to receive email 
alerts when asked to.
Source: Transact Media Group
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Spam or Unsolicited Commercial Email
(no relationship / no permission)

� List purchase, CD-ROMs

� Directory crawling

� Don’t do it! While it may seem tempting, 
it will have a negative impact on your business.

CAN-SPAM Act

� Include unsubscribe or one-click opt-out line

� Immediately handle unsubscribes

Spam – What is It?

� 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 
categories and other data 
required.

Gather Your Contact’s Interests
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Key #2: Set Objectives & Create Eye-Catching Emails

Setting Objectives

Define objectives: “I want to…”

� Motivate purchases

� Enhance customer / brand 
awareness

� Interact with my customers

� Increase event attendance

� Bring visitors back to my website

� Obtain donations for my nonprofit

Use objectives to determine:

� What information to collect

� Communication type

� Communication frequency

� Measuring success
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Set Objectives & Determine Appropriate Format

Newsletters
� Frequency: monthly / quarterly

� Lots of educational content (typically 
non-promotional)

Promotions
� Frequency: bi-weekly / 

monthly

� Best for product promotions, 
coupons

Announcements
� Frequency: event-driven

� Promotional or educational with targeted message

� Invitations, new products, special events

Getting Email Opened: Two Key Elements

“Subject” line and “From” line

Show of hands…

which of the two is the most important?
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Getting Email Opened

The “Subject” line
� Keep it short and simple

• You have 3 seconds or less

• 30-40 characters including spaces (5-8 words)

� Incorporate a specific benefit 

� Include your brand

• Branding in the subject line can increase open rates by 
as much as 60% (Source: SilverPop)

The “From” line

� Use a name the recipient will recognize

• Include your company name or brand

• The clearer the better

• Try to obtain a recognizable domain name, in lieu of an 
abbreviated one

� The shorter the better

� Be consistent

Click-through rates for 
subject lines with 49 or 
fewer characters were 75 
percent higher than for 
those with 50 or more…

Source: Returnpath

The Dos and Don’ts

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

ALL CAPITAL LETTERS

Excessive punctuation !!!, ???

Excessive use of “click here”

$$, and other symbols

Info@url.com or 
Sales@url.com as “From:”
address

Misleading subject lines

Alternate for the word Free

Since “free” causes Spam Filters to 
trap your message, try these 
alternatives:

� On the House

� Our Treat

� Be Our Guest

� Giveaway

� Zero Cost
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Getting Email Read

The Email “Body”
� Justify your place in their Inbox by 

providing relevant and valuable 
information

� Be clear and concise
� Use appropriate graphics
� Use white space effectively

� Design for “above the fold”
� Include “Call to Action” links
� Create sense of urgency

� Capitalize and punctuate carefully
� Proofread

� Remember to Focus on Content: 
• It’s not about you

• It’s about what you know
• Be an expert

Case Study: Jack-Tar American Tavern

List Size: 950
Open Rate: 43%
Location: Marblehead, MA 
Customer Since: 2005
www.jacktarmarblehead.com

� A classic New England tavern that 
specializes in creatively-prepared American 
fare

� Relies on email to communicate with 
customers in a timely, consistent, and 
personal basis

� Sends weekly email announcements and/or 
promotions 

� Started a loyalty program and has grown 
“Admiral Club” membership to 1,000
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What Creative Promotions Do They Use?

� “Beat the Clock” emails

• Order at 5:15 pm, pay $5.15

• Order at 6:25 pm, pay $6.25

� “We’ve missed you” emails to Admiral Club 
members with coupons for 25% off certain 
menu items

� Announcements about special events and 
unique dining opportunities

Key #3: Evaluate & Analyze Results
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What Gets Tracked?  

Lots of Things…
� Number Sent
� Bounced Messages
� Delivery Rate
� Opens
� Clicks
� Forwards
� Unsubscribes
� Spam Complaints

aol msn yahoo att

Blocking  (81% delivered – CC 98%)

Evaluate Your Results

Your Email Service should capture campaign statistics

� Email address “bounces” – clean bad addresses out of your list

� Watch your open rate trends over time

� Gather interests by capturing your “click-throughs”
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BONUS!! Key #4: Free Support and Resources

Completely FREE Trial Account

Try Constant Contact’s ListenUp! 
Email Marketing for 60-Days

� Add up to 100 contacts in your 
database

� Utilize all features of the product

� No obligation – you don’t have to 
remember to cancel your account  

� No financial information required

Support your organization
Sign-up through Networking MFG

Contact Jason Moss at
jason@networkingmfg.com
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Want more on what we covered today?

Building Better Lists

� Ways to grow your list

� Getting permission

Subject Line Design

� The from and subject lines

� What to include / not include

Planning for Email Marketing

� Frequency calendar 

� What and when to send

Segmenting Your List

� Ways to segment your list

� Increases opens / clicks

Deliverability

� Blocking / Blacklisting / Filters

� Spam complaints

Check out the 
Learning Center

Thank You!

Local Seminar Calendar: 
www.ConstantContact.com/Georgia

Pamela Adams
Regional Development Director – GA

(770) 564-9055
padams@constantcontact.com

Free Customer Support 
866-289-2101, M-F 9am - 9pm EST 
support@constantcontact.com


