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Refreshing your E-mail Marketing Campaigns

CHALLENGE: Inevitably, most e-mail programs become 

less effective over time. E-mail marketers constantly 

struggle with diminishing response rates, declining sales 

and lack of engagement.



Live Polling Question

How often do you review the performance of your e -mail 
marketing campaigns?   

a.       Daily

b.       Weekly

c.       Monthly

d.       Annually

e.       I do not actively track my e -mail marketing campaigns.



Wendy Lowe

Director, Campaigner Product Marketing

Protus
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4Track campaign metrics

4Focus on the basic best practices

4Test! Test! Test!

Refreshing your email 
marketing campaigns



Email Evaluation



4Have results hit a plateau?

4Have response rates waned?

4Have sales declined?

4Have unsubscribe rates increased?

4Is there a lack of engagement?

Take Stock



Look Familiar?

Email Campaign Report

Date Number 
Sent

Number 
Delivered

Number 
Bounced

Number 
Opened

Total 
Click 
Thrus

Unique 
Click 
Thrus

UnsubscribesUnsubscribe 
Rate(%)

Bounce 
Rate (%)

Open 
Rate (%)

Click Thru 
Rate (%)

4-May 273 268 5 105 35 31 3 1.12% 1.83% 39.18% 11.57%

11-May 105 104 1 34 3 3 3 2.88% 0.95% 32.69% 2.88%

18-May 60 60 0 16 4 4 1 1.67% 0.00% 26.67% 6.67%

25-May 167 167 0 46 6 6 1 0.60% 3.33% 20.69% 3.42%

31-May 212 209 3 41 5 5 2 0.96% 1.42% 19.62% 2.39%

15-Jun 194 189 5 23 6 5 0 0.00% 2.58% 12.17% 2.65%

22-Jun 199 198 1 36 5 4 2 1.01% 0.50% 18.18% 2.02%



Nearly 20% of email 
marketers do not know 

how their email marketing 
campaigns perform.

Source: eROI survey of over 500 email marketers



Tracking

Campaign

Metrics



Importance of Tracking

4See where you can improve

4²ƘŀǘΩǎ ǿƻǊƪƛƴƎΚ  ²ƘŀǘΩǎ ƴƻǘΚ

4[ŜŀǊƴ ŀōƻǳǘ ȅƻǳǊ ŀǳŘƛŜƴŎŜǎΩ 
preferences

4Personalization

4Maintain a healthy contact list

4CAN-SPAM compliance

V



²Ƙȅ ŀǊŜƴΩǘ ǿŜ ǇŀȅƛƴƎ ƳƻǊŜ 
attention?
4Lack of time

4 Compiling and analyzing data

4 Implementing changes

4Analysis Paralysis!

4Lack of resources
4 No dedicated team to manage email marketing

4!ǳǘƻƳŀǘŜŘ ŎŀƳǇŀƛƎƴǎ Ŏŀƴ ōŜ άƻǳǘ ƻŦ ǎƛƎƘǘΣ 
ƻǳǘ ƻŦ ƳƛƴŘέ

45ƻƴΩǘ ƪƴƻǿ ǘƘŜ ōŜƴŜŦƛǘǎ

45ƻƴΩǘ ƘŀǾŜ ǘƘŜ ǘƻƻƭǎ

U



What should I measure?

Reputation, Message 
Envelope, Timeliness,  

Infrastructure

ωOpen rate

ωHard bounces

ωSoft bounces

ωDate and time 
sent

Creative Content

ωClick-through rate

Targeting and 
Positioning

ωUnsubscribe rate

ωLinks clicked

ωPositive vs. 
Negative clicks

ωSubject Line

ωFrom Line

ωResponse by list 
segment

Campaign 
Effectiveness

ωConversion Rate

ωTrack Campaign 
Source

ωSales

ωRevenue

Source: eROI



Metrics Report

Source: MarketingSherpa
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Get Back to Basics



Setting 

Objectives



What are you trying to 
accomplish?

ÅFrom Name
ÅBest day to send

ÅCreative/Layout
ÅSubject line
ÅCopy

ÅSubject line
ÅBest time to send

ÅFrom Name
ÅCalls to Action

ÅLanding pages
ÅCalls to action
ÅCreative/Layout

ÅSubject line
ÅCopy
ÅFrom Name

4 Increase sales?

4Promote your business?

4Launch a new product?

4Convert website leads?

4 Improve customer loyalty?

4Attract new customers?

4All of the above?



What type of communication?

ÅCreative/Layout
ÅSubject line
ÅCopy

ÅSubject line
ÅBest time to send

ÅFrom Name
ÅCalls to Action

ÅLanding pages
ÅCalls to action
ÅCreative/Layout

ÅSubject line
ÅCopy
ÅFrom Name

4Newsletter

4Promotion

4Press Release

4Welcome Email

4Letterhead

4 Invitation



ÅFrom Name
ÅBest day to send

ÅCreative/Layout
ÅSubject line
ÅCopy

ÅSubject line
ÅBest time to send

ÅFrom Name
ÅCalls to Action

ÅLanding pages
ÅCalls to action
ÅCreative/Layout

Planning



Key elements of an email 
campaign

4From line

4Subject line

4Content and Design

4Contact List

4From line

4Subject line

4Content and Design





1.Read Now
2.Read Later









From Line ς3 Principles

1. Include your brand name or name of 
recognized person in the company

2. YŜŜǇ ŀ ŎƻƴǎƛǎǘŜƴǘ άŦǊƻƳέ ƴŀƳŜ

3. /ƻƴǎƛŘŜǊ ŜƴǘƛǊŜ άŜƳŀƛƭ ŜƴǾŜƭƻǇŜέ ǿƘŜƴ 
crafting from name

Source: Marketing Sherpa 



Source: Marketing Sherpa 

From Line
- Familiar

- Trusted



From Line ςTest Ideas

Melanie @ 
Campaigner

IBM
Protus 

Customer 
Service

Elaine Stewart, 
Office Supply 

Depot

DPTR 
Workshop 
Reminder

BlackBerry®



Subject Lines

40,400,000



There is no 
guaranteed 

formula!



Subject Line Tips

4 Write your subject line first

4 You have ~50 characters to work with

4 For mobile devices and PDAs: ~19

4 .Ŝ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ȅƻǳǊ ōǊŀƴŘΩǎ ǘƻƴŜ

4 Consider from name and subject line together

4 5ŜǎŎǊƛōŜ ǿƘŀǘΩǎ ƛƴ ǘƘŜ ŜƳŀƛƭ

4 No misleading or deceptive subject lines

4 !ŘŘǊŜǎǎ ǊŜŎƛǇƛŜƴǘǎΩ Ǉŀƛƴ Ǉƻƛƴǘǎ - WIIFM



Subject Line Tips

4 List key info first: most important words are the 
first two

4 Convey a sense of urgency.  Use deadlines.

4 Use action words

4 Avoid spam filter trap words

4 Test! Test! Test!  

4 Scrutinize the results  
4 Repeat what works

4 Measure the effect on all results



Subject Line Test Ideas

Ask prospect to take 
action

άDŜǘ ȅƻǳǊ ŦǊŜŜ 
ŘƻǿƴƭƻŀŘέ

Make an offer

ά{ŀǾŜ Ϸмлл ƻƴ ǘŀȄ 
ǎŜǊǾƛŎŜǎ ŦǊƻƳ .ƻȅŘΩǎ 

CƛƴŀƴŎƛŀƭέ

¦ǎŜ ŀ άƘƻǘέ ǿƻǊŘ ƛƴ 
your subject line

άRenewyour Business 
magazine subscription 

for 30% off 

Test Long vs. Short vs. 
Super short subject 

lines 

(short = 35-45 

characters  or less)

Include news or time-
sensitive information

άwŜŎŜƴǘ ¦ǇŘŀǘŜΥ 
Changes in technology 

ŦǳƴŘƛƴƎέ

Personalization

άWŀǎƻƴΣ ǊŜŀŘ  
/ŀƳǇŀƛƎƴŜǊΩǎ WǳƴŜ 
bŜǿǎƭŜǘǘŜǊέ 

Source: Marketing Sherpa 



Design



The Preview Pane ςHorizontal view

Source: Marketing Sherpa 



The Preview Pane ςVertical View

Source: Marketing Sherpa 



¢ƘŜ άDƻƭŘŜƴ ¢ǊƛŀƴƎƭŜέ

Source: Marketing Sherpa 


