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Establishing an Email Relationship
• Welcome Letters

• Utilizing personalization and promotion

Design & Messaging

• Product Targeting

• Product Launch Targeting

Timing & Frequency

• Re-mailing

• Increasing send frequency

Steps For Email Success



Establishing an Email

Relationship

Bill McCloskey
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Albertsons

Key Features: 

• Personalized

• Statement of Purpose

• Thank You Gift

• Send to a Friend

Key Phrase: 

“…make your inbox

your first stop for Albertson’s 

Savings.” 



RitzCamera

Key Features: 

• Free photo lessons

• Opt-Out Reminder

• What you Will Receive/What

You won’t Receive

Key Phrase: 

“We do not like receiving a lot

Of e-mail any more than you

do!” 



Neiman Marcus

Key Features:

• Links Back to Site

• Free Shipping with Code

• Fast Check Out Registry

• Designer Index

Key Phrase:

“Great News. You’re now a

Neiman Marcus insider.”



Pottery Barn

Key Features: 

• Store Locator

• Order Catalog

• Design Ideas

Key Phrase: 
“As a new member of our

email list, you will now be 

Among the first to learn 

about our exclusive online

sales, new products, seasonal

trends, special events, style

tips and more.”



Kirkland’s Home

Key Features:
• 25% off printable coupon

• Store traffic driving

Key Phrase:
“Print this e-mail and present

it, in-store to receive your

Special welcome discount!



JC Penney

Key Features: 
• Sweepstakes

• Search Box

• Free Shipping Code

Key Phrase: 
“As a JC Penney Email

subscriber, you’re

automatically registered

for a chance to win

monthly gift cards and 

cash grand prizes.” 



Bealls

Key Features:
• Double Opt-in

• Coupon for Confirming



Welcome Letter Conclusions

• Double Opt-in

• Can-Spam Compliance

• Follow-Up

• Potential



Design & Messaging

Targeting

Focused Product Messaging

Product Launch Targeting

Casey Kohner

E-Commerce Manager, Trek Bicycle



Product Messaging:
Reign in the Focus – Online Store Campaigns

Improve our layoutsImprove our layouts

• More Content for Fewer Products

• More CTAs

• Improve customer engagement

• Sync brand standards

• Reduce developer build time

• Target for specific product

introductions



Product Messaging:
Move to single product template

Borrowing SuccessBorrowing Success

• Common Theme

• Tested over a 3 month series

• Focus on 1 product

• Compelling Creative



Product Messaging:
Results

Increased category sales:Increased category sales:

• 44% compared to same month

prior year

• 57% compared to previous

month

Other notable results:Other notable results:

• 15% increase in open rate

• Slight decrease in unsubscribe

rate

• Reduced build time



Product Launch Targeting:
Link media campaigns to product availability

Trek Lime:

• Delayed availability

• March Media Blitz

• How do we bridge the

month-long gap between the

publicity events and when a

consumer can actually buy a

Lime?



Product Launch Targeting:
Product availability messaging



Product Launch Targeting:
Results

Trek’s best performing consumer campaign to date

A whopping 69.8% open rate

43.1% click through rate for 61.7% clicks to opens

A single unsubscribe



Timing & Frequency

Targeting

Re-Mailing

Increasing Send Frequency

Joe Colopy

CEO, Bronto Software



Re-Mailing:
Follow-up send drives more conversions

• Goal:  Increase conversion

revenue

• Utilized remailing

• Stronger CTA

• Different Subject Line

• Varied Send Time

Online FloristOnline Florist



Re-Mailing:
Updated creative to differentiate

• Segment non-openers

• Change creative

• Added text

Monday morning messageMonday morning message Wednesday afternoon messageWednesday afternoon message

Increased CampaignIncreased Campaign’’s Conversion Rate by 45%s Conversion Rate by 45%



Re-Mailing:
Significant increase in conversions

Re-mail almost doubled conversionsRe-mail almost doubled conversions

Conversion/Click Click/Open

Monday Message 16.0% 9.6%

Wednesday Remail 12.4% 21.5%



Increasing Frequency:
Overview

• Minimized

List Fatigue

• Added

Special Offer

• Evaluated

Unsubscribe

Rate

Cosmetics RetailerCosmetics Retailer



Increasing Frequency:
Extra Send with Stronger Offer

Increased Email Marketing Conversion Rate by 33%Increased Email Marketing Conversion Rate by 33%



Increasing Frequency:
More conversions without list fatigue

Weekend Special Offer Campaign:

Created 33% more conversions in 1st month

7.7% Higher Click/Open Rate

No Significant Increase In Unsubscribe Rate
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