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Insiderôs Secrets to Email Marketing 

 

1. Capturing your customers and prospects 

a. Use your website  

b. Brick and Mortar 

2. Engage your customers 

a. Subject Line / From Line 

b. Preview Pane 

c. Images 

d. Triggered Emails 

e. Landing Pages, The Smoother Experience 

3. Keeping your customers engaged  

a. Segmentation 

b. Relevancy 

c. Wake up Sleepy Subscribers 

4. Watch yourselfé 

a. Tracking 

b. Testing 

5. Tricks of the trade 

 

 

 

 

 

 

 



Capturing Your Customers 

 In order to have an email campaign you will obviously need subscribers. While there are 

many ways to procure lists of people who may or may not be interested in what you have to say, 

your best bet is to foster and nurture the relationship that you already have built into your 

existing customers and prospects. They are more likely to both open, and actually read, your 

email as well as less likely to delete it or mark it as SPAM which is harmful to your reputation 

with the Email Service Providers (ESPôs). Email marketing is unique in that you are using a 

sniper-rifle to hunt down sales rather than a shotgun with rock-salt, a bigger list is not necessarily 

a better list, if no one is paying attention, all you are doing is wasting your money.  This first 

section will be going over good ways to get email addresses from your existing customers both 

online and (if you have one) your physical establishment. 

 

 Using Your Website:  

 There are a number of different schools of thought as to the manner in which you to 

collect email addresses, when it comes to where you place your subscription link, or whether you 

make it mandatory or not. The main thing to keep in mind is this; am I bringing value to the 

customerôs relationship with me by asking for their email address? Also, am I making it apparent 

that it is of value to my customers; that signing up for my newsletter/email campaign is of value 

to them? If you can confidently say yes to those questions then you are doing well, but never 

think you are done. Always try to think of ways to make your relationship with your customer 

more pleasant and beneficial to them.  

With all that said it is now time to consider a few things, should I make giving an email 

address or creating an account with me mandatory for my customers to be able to do anything on 

my site, should I run an incentive add on my site and where, or should I just leave a little button 

in the corner of my page allowing people to subscribe if they like. Most people seem to do a 

combination of the last two, provided you donôt make the enrollment process too arduous the 



first option is also a great way to go. You know your business and you should know your 

customers, choose wisely. 

 

 

 The next thing to consider is what information you request from you potential subscriber 

upon their subscription. The main concern here is ñfrictionò the longer the form, the more 



questions you ask; the less likely any given individual is to go about the process of completing 

enrolment.  

If you have decided to request a lot of information you want to make sure you tell your 

customer how doing do ultimately helps them. By making statements like, ñThe more 

information you can give us about what you are interested in the better we will be able to suit 

your needs.ò  

Or as displayed next, give them a few preference options accompanied with the question 

ñWhat you like to see more information from us onò? Now comes the important part, the follow 

through, you have to make good on your word. If the subscriber asks for information on Tea and 

you send them messages about Coffee this will only serve to alienate you from your subscriber. 

The best way to make sure you are giving your subscribers what they have asked you for is 

through Segmentation, but we will get into that later. Something else to consider is that peopleôs 

tastes may change, so every now and again you may want to give your subscriber the option to 

edit their prefrances. 

 



Confirmation emails are extremely important and a great first step in any email 

campaign. It is a great place to create a touch point, your new subscriber is most receptive to 

your messaging. They just asked to hear from you! In addition to welcoming your new 

subscriber, this is a great way to collect additional information about your new subscriber 

especially if you opted to collect minimal information at signup.  

Brick and Mortar:   

 As well as collecting email addresses from people visiting your web site, you can also 

obtain them in person and this offers you a unique opportunity, a captive audience. The internet 

is by far the most distracting ñplaceò there is. When you have someone at your establishment 

they are all yours. You have the ability to really show them how much you care about their needs 

and just how valuable your correspondence can be to the both of you; you get great feedback 

from customers and the opportunity to continue the conversation beyond the physical location of 

your business. As for them, they get valuable information and any other perks you decide to 

reward you loyal customers with. 

 

 Make sure to make full use of point of sale displays, bag inserts and receipts, packaging, 

and your sales staff. 



Engaging Your Subscribers 

This part of your campaign is focused on considering the readerôs proclivities, and how to 

construct your emails to grab the maximum attention while distinguishing yourself from all the 

other email your customer receives. The main things to keep in consideration here are your 

subject lines, what will appear in the preview pane for your email, and the use of images in your 

email. Any one of these things can make or break your message. They all need to support your 

message. 

Subject Line / From Line:  

This is the very first thing your subscriber seeôs, make it count! If your subscriber canôt 

easily sift your email out from the multiple messages they received that day you will get deleted 

along with the rest of them, or worse marked as SPAM yourself. If you arenôt instantly 

recognizable you might as well not bother to send a message at all. One great way to accomplish 

this is to keep something rather static, whatever you want it to be, almost like a catch phrase on a 

TV show. Another great way is to catch the eye of your subscribers is to address them personally 

with a relevant subject line; SPAM is inherently generic and ill informed, so it is good to 

demonstrate your personal knowledge about them as soon as possible as you can see here.   

 

Preview Pane:  

Most people only ever look at emails through the Preview Pane and never actually open 

their email. With this in mind you need to be able to convey the main point of your email within 

that screen, as well as make it attractive. State your point, be clear and concise, and never depend 



on images to sell your message; most email clients like Outlook 2007, automatically block all 

images by default.  

 

Images:  

Images are a great way to create brand recognition as well as help to make your point 

more clear. Though there is now an issue here as well, most email providers now automatically 

block all images within the email message until the subscriber actively allows them to be shown. 

What does this mean for the sender? Make sure that you are not relying entirely on images to 

drive your message home or there will be no incentive for the subscriber to unblock the images 

in your message. This also has a secondary effect on your tracking because the images are not 

being loaded there isnôt a way to distinguish between the people who are no longer opening your 

emails and those who are simply not loading images. 

What is an alt tag? It's the alternative text you give your image that pops up when your 

image is either moused over or not displayed. Alt tags can also contain key words for some 

search engine results. For example, an alt tag for your company logo might be "your company ï 

your tag line" so that our recipients know when they open the email and see that alt tag they 

know that it's you. 


