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Presentation Notes
Objective: Understanding email marketing and its benefits, and learning how to implement it in your overall marketing strategy



What is email marketing?

a form of digital marketing that allows you to connect directly with your 

audience to support your marketing goals



Why is it important?

Reach a wide audience

Build a loyal database

Touch base at every stage of the consumer journey

Inspire action

Send personalized content
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Following along from last week, spoke about different platforms for different demographics, email is much simpler. Can you think of anyone who doesn’t have an email address? This method allows you to reach a wide audience with your messaging.
While SM allows you to reach LOTS of people, seeing a post on SM isn't a commitment from your customer. Yes, they may follow through and make a purchase, but how do you keep them coming back? Email marketing allows you to collect contacts that are already emotionally invested in your brand and WANT to hear more from you.
Personalised emails allow you to connect with your customer at every stage of their journey with your brand, from discovery all the way through to becoming a repeat customer. This makes the customer feel more seen and appreciated by the brand (thus improving customer service) and improves customer retention.
Updating your database on what's new in your business is a great way to keep you top of mind, and can result in a very high CTR by giving them a direct action to follow.




Defining your target audience

Who?
Who are you trying to reach? Define common characteristics; age, gender, location, type of consumer, etc.

Why?
Ask yourself why your customer might want to receive emails from you

When?
When are you trying to reach them? At home? At work? 

What?
Research other successful email campaigns in your niche

How?
How are you going to make your emails stand out in someone’s inbox?
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Defining your goals

Business objective Marketing goal Strategy

Grow your database Awareness Cross promote your mailing list on other 
platforms

Increase customer loyalty & retention Increase engagement Create an automation system for follow-
up emails

Drive sales & leads Conversions Sign-ups, exclusive offers, personalized 
messaging

What do you want to achieve?

Presenter Notes
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What do you want to achieve?

Ask yourself what you want to achieve in the next year for your business – if you are a new business, or have just started marketing yourself, you may just want to increase awareness and grow your database in the first instance and worry about conversions later on 

If you already have a database of contacts, you may want to focus on increasing your engagement – look at your current marketingoutlets and use them to generate interest in your mailing list

If you have a mailing list with strong engagement, you may want to focus on driving more visits to your website or even more e-commerce conversions, do this by using clear call to actions and keeping mailers short and sweet





Defining your brand tone of voice
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Starbucks – personal, friendly, modern (colours)

Tiffany – romantic, elegant, classic – usually demonstrates the feeling they want to evoke

JetBlue – personal, emotional, casual 

NeedSupply – speaking to a close friend, funny, casual

25 Brilliant Email Marketing Campaign Examples From the Pros (mailbakery.com)




Choosing your software
Platform Pros Cons Price Free option

Allows for A/B testing
Built-in analytics Free 
for up to 2000 contacts

Not the most flexible
Limited personalization
Expensive to upgrade

$0 - $350 per month Yes

User-friendly templates
Built-in analytics 
Mobile optimising
Value for money

Better platforms 
available for newsletters
Not the most intuitive

Priced based on no. of 
contacts

Yes

Beginner friendly
Very useful analytics
Allows for A/B testing

No free plan
Not ideal for sharing 
with whole team

£10 - £67 per month No

Primarily for e-
commerce
Various opt-in options

Not the most flexible
Not very beginner-
friendly

Priced based on no. of 
contacts

Yes

Intuitive 
User-friendly 
Option to connect to 
CRM system

Expensive after 2000 
contacts
Not the most flexible

$0 per month up to 
2000 contacts

Yes
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Spend time making sure that the software you choose supports the goal you’re trying to achieve with email marketing. E.g., some software is specifically made to support e-commerce marketing and would therefore not be suitable for non-commercial businesses.



Building your database

Exchange email address for something valuable

Create a sense of exclusivity

Cross-promote on other platforms

Encourage sharing and forwarding

Create unique content 
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GDPR: if an email address is published on a public website (e.g. a business email on a company website) that anyone can access, it is not considered sensitive data and is therefore available for use. 

Show your potential subscribers that they are gaining something of value in exchange for their email. Offer free guides or useful info, to demonstrate it is worth subscribing.

If you’re promoting your mailing list on your other platforms, tell people what they will gain from your mailing list that they can’t get anywhere else from you – exclusive content

Encourage those who are already engaged with your brand to share/forward to others, whether through a competition or ‘if you enjoyed this, forward to a friend

Easiest way to keep engaged subscribers – offer content that no one else can give, use your USP (unique selling point)





Segmenting your database

Interests

Stage in 
consumer journeyLocation

Brand loyalty
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How do you categorize the contacts in your database? Separate people by factors they have in common (such as location) that could be useful for what content you choose to send them. Are they a returning customer and therefore already know about your brand?  
How frequently do they engage with your brand?

Segmenting your database allows you to send people what they’re most interested in, rather than receiving everything from you. This keeps your content relevant and makes it more likely for them to stay subscribed.




Segmenting your database
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Awareness: Not interested in an inbox full of promotion emails.
What they’re going to gain 
How you can help
Focus on retention – welcome emails have a significantly higher open rate than average
Educational content, free resources – develop trust


Consideration: Trust your brand but not ready to spend money/commit
Generate excitement around what you have to offer
Explain why they should care about your product, without selling the product to them
How-to guides , testimonials, etc – the product in use


Decision: 59% of consumers say marketing emails influence their decision making
- 	Time-based offers, offer consultation, nudge the consumer over the line


Service/Advocacy: the marketing doesn’t end once the purchase/commitment has been made
You want to make consumers advocates for the business by retaining their attention and going the extra mile for them
Personalize their content- access to exclusive content, share recommendations with them, encourage feedback

Aligning your email marketing strategy to the stage of the consumer’s journey allows your emails to always stay relevant and personal to the reader. 



Creating a content calendar
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Creating a content calendar can save you vast amounts of time when it comes to your digital marketing, as you can organize and schedule your emails in advance rather than having to focus on it daily/weekly. 

If you do not want to invest in a content management tool, you can create a calendar on excel and manually fill it out – this way you will be on top of when things are going out and you can align it with any other content you’re putting out – such as website updates or social media posts.




Building your mailers

1. Subject line

2. Sender information

3. Body copy

4. Images/gifs

5. Personalization

6. Call-to-actions

7. Mobile vs computer

8. Unsubscribe option

9. Social media links
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Many email marketing platforms will have templates available to use, make sure you choose one that aligns with your brand tone and stick to it.

When starting out it is best to be consistent so that new subscribers know what to expect, but once your marketing is consistent A/B testing of these elements can be very useful for improving open rate and click-through rate.

Subject line: The first thing people will see from your email, make it intriguing by using an ellipsis or question mark and keeping it short so that your reader wants to learn more and opens your email.

Sender info: Could be a name or the business name, but its best to stick to one or the other rather than switching between the two. 

Body copy: the wording in the email – keep it short and sweet! People don’t hang around in their inboxes to digest lots of info, so use your email as a space to direct them to the next step, whether that be an article on your website, registering for an event, etc.

Images/gifs: If you’re going to use a template/mailer structure (rather than a personal email) make it visually appealing. Using images/icons can keep the reader on your content for far longer than if there is only text. If your brand is casual/funny, a gif can be a great addition to keep the reader engaged and entertained.

Personalization: many email software allows for the first name of the reader to be automatically filled in (e.g., Hi John, have you heard…) this personal touch can be very effective in reader retention as it feels far more personal, if it aligns with your brand voice.

Call-to-actions: a mailer is a tool to direct your audience to the next thing, not to stay in their inbox. What do you want your reader to do off your email? Register for an event? Watch a video? Whatever it is, make it obvious by making the CTA visually clear and using the body copy to nudge the reader to take action. Don’t use too many in one email, too many options leaves the reader confused and overwhelmed and they won’t click on any.

Mobile vs Computer: make sure you test your email before sending that it opens well both on mobile and computer

Unsubscribe option: you have to include this in any mailer, but it doesn’t have to be boring! If your brand voice is playful, play around with this element to make it more interesting (and you’ll have fewer opt-outs) – see brand voice slide for examples.

Social media links: feel free to cross-promote your social channels in your mailer, if someone’s interested in your mailer, they’ll probably be interested in anything else you have to offer!



Important metrics to track

1. Open rate (%)

2. Sent vs delivered (#)

3. Click-through rate (%)

4. Mailing list growth

5. Opt-out rate (%) 
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Email Analytics: The 8 Email Marketing Metrics & KPIs You Should Be Tracking (hubspot.com)

Metrics are worthless if you don’t know how to use them, so don’t worry about reporting on too many. Your most important are open rate (the no. of unique opens an email gets / the no. of emails delivered) and click-through rate (the no. of unique link clicks in an email / the no. of emails delivered)

Email metrics are a slow and steady measure – you can’t compare open rates one day compared to the next day. Report on metrics for the last month, three months, or year.



Reporting

Presenter Notes
Presentation Notes
How to Measure Your Email Marketing Success | Mailchimp

You may decide to do a weekly email, a monthly presentation or a quarterly report, whichever works for you 
Excel is a useful tool to input analytics either from your native reporting tool, and then create on-brand graphs that are easy to digest 
At GF we do wrap ups after big campaigns, which include key statistics and metrics, how its performed VS previous campaigns, and then key learnings to implement into future ones – this helps us to keep improving our campaigns over time and monitor their success consistently 
We also do a quarterly report where we look at our marketing channels more holistically and see how they have performed each quarter of the year VS the same quarter the previous year 
This keeps key stakeholders informed and will help you inform your social media strategy



Tips to drive improvements

1. Open rate

- Email new subscribers within 24 hours

- Send from a person rather than a business

- Test subject line effectiveness

- ‘Tidy up’ your contacts list

2. Click-through rate

- Keep short and sweet

- Use clear call-to-actions (and not too many!)

- Make it visually engaging

- Optimize for mobile users

Presenter Notes
Presentation Notes
The above slide will give you some tips on how to improve OR and CTR as these are the top measuring KPI



Key Takeaways

• Know what you want to achieve with email

• Define your target audience

• Decide on a brand style and stick to it

• Choose the right software for your needs

• Set SMART goals 

• Create content that aligns with the consumer journey 

• Use a content calendar

• Monitor frequently 

• Report on performance and adjust
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