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email accounts registered 
International Center for Integrative Systems, 2011 



 

emails sent daily 
Lyris, 2012 



42% check email 
on their 
mobile device 

Silverpop, 2013 



of Americans prefer to get marketing 
messages via email 

Exact Target, 2012 



of Americans 
have made a 
purchase as a 
result of an email 
from a brand 

66% 

Exact Target, 2012 



Email Plan 



 

Set Specific Goals 
- Grow database? 

- Increase visits to website? 

- Convert a sale? 

- Maintain a relationship? 



 

Get to Know Your 
Audience 

- Last purchase date 

- Last email click 

- License type 

- Birthday/age 

- State (resident/visitor) 



 

Build Your Email 
Strategies 

- Start simple, and test 

- Consider timing/technology 
effort 

- Make sure your strategies 
map back to a goal 



 

Strategy #1 

Create an acquisition 
campaign 



 

Acquisition 
- Collect emails at the point of sale 

(online and off line) 



 

Acquisition 
- Move opt-in field to header, show 

on every page 



 

Acquisition 
- Use a pop-over 



 

Acquisition 
- Add an onboarding program to 

purchases 



 

Strategy #2 

Develop a content 
calendar and plan for 
content creation 



 

Content 
- Plan out what will be in the email ahead 

of time 



 

Content 
- Create content in a variety of formats 



 

Content 
- Host content 

on site, use 
email as 
teaser 



 

Content 
- Partner 

with others 
for content 



 

Strategy #3 

Collect preferences & 
implement personalization 



 

Personalization 
- Ask for preferences during sign-up 



 

Personalization 
- Create a welcome series  



 

Personalization 
- Send a 

survey 



 

Personalization 
- Add in 

personal 
touches to 
your email 



 

Strategy #4 

Automate recurring 
email programs 



 

Automate 
- Automate welcome program 



 

Automate 
- Automate 

birthday 
emails 



 

Automate 
- Automate renewals 



 

Strategy #5 

Redesign your email 
template 



 

Design 
- Take advantage of prime real estate, keep 

important information above the fold 

 



 

Design 
- Digestible 

content, 
clear call to 
action  

 



 

Strategy #6 

“Mobilize” your email 
campaigns 



Mobile 
- Mobile-friendly doesn’t mean tech-heavy 



 

Mobile 
- Single 

column, 
300-400 
pixels 



 

Mobile 
- Larger 

fonts, 
larger 
buttons 



 

Mobile 
- Mobile-

friendly 
links 



 

Key Takeaways 
- Start simple, and test 

- Product training is important 

- Make sure your strategies map back 
to a goal 

- Gather data and implement 
personalization 

- Make sure your email is mobile-
friendly 

- Evaluate and evolve  

 



 

Resources 
- NewsWaves Monthly eNewsletter 

from Take Me Fishing 

- Communications Manager - Elizabeth 
Bender at ebender@rbff.org  

- Mashable.com 

- eMarketer.com 

- Silverpop.com 

 

mailto:ebender@rbff.org
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