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Effective Direct Email Marketing
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Email used as a Direct Marketing Medium

Targeted email marketing
� Responses of 5-15% versus traditional direct 

marketing of 1-3%
� Can generate 9 times more revenue than broadcast 

mailings [Jupiter Research’05]
� 80% of marketers use emails to generate leads and 

online sales [Outsell Survey’06]
� 45% of consumers rate email as the best way to stay 

in touch [eMarketer’06]
� 53% said that such emails affected their personal 

buying decision [eMarketer’06]
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Effective Direct Email Marketing
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Why use Permission-based Email Marketing?

� Seek & send only permission based emails
� Comply with anti-SPAM regulations

� Gain trust, attract interest, build desire for, & 
generate sales of your product/service

� Provide relevant and engaging content
� Inform, educate & promote
� Foster long-lasting relationships

� Done correctly an extremely powerful and effective 
marketing medium

� Extremely cost effective versus direct mail pieces
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5-Step Process for Permission Email Marketing

1. Use permission based email marketing software
2. Decide on the type and frequency of email communications

� Set objectives, determine criteria for measuring success, define
audience & understand timing (B2B versus B2C)

3. Solicit email sign-up at every opportunity
� Provide privacy policy
� Be clear on what they will be receiving & frequency

4. Create a professional email template
5. Develop quality & relevant content

� Value to reader
� Attract, Interest, Desire & Action [AIDA]
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Sample for Double Opt-in Subscription
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Six Elements of Effective Email 
Marketing
1. Make your emails worth reading

� Profile the target & avoid mass broadcasting
� Important, useful & engaging to the reader
� Informative, educational and promotional
� Reader feels special, important & privileged

Send to the right people , the right message , with the 
right offer , at the right time and you will get the 

right response
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Relevant & Promotional
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Six Elements of Effective Email Marketing

2. Write effective copy - to be a must read
� Pick one idea (easier to hear the message)
� Boil it down to the heart of the matter

� Not more than 800 words
� Used landing pages for more details

� Speak like a human being
� One to one

� Proof read and read it aloud to yourself

Make it the one they wait for and you will never again 
fear the delete key.
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Effective Copy
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Six Elements of Effective Email Marketing

3. Getting your email opened & read
� Ensure your readers can identify your email
� From Line: Two Parts – From Name & From Address

� Be consistent (Up to 63.3% use the From Line as the most important 
factor to decide to open an email)

� Subject Line:
� Keep it short & spell out the benefit (compelling to open)

� Make it urgent

� Never mislead
� Do not personalise

� Easy on the punctuation and don't use all capital letters 
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From Line & Subject Line
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Six Elements of Effective Email Marketing

4. Give the readers what they want
� Target profile (segmentation)

� Capture interest & preference at sign-up
� Survey to ask feedback and opinion

� Use information to adjust and become more relevant



14

Survey with Incentive
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Six Elements of Effective Email Marketing

5. Get responses with ‘Call to Actions’
What do you want the reader to do?
Why should they do it?
How can they take the next step?

� Six winning characteristics for call to actions:
� Visible – place at beginning, middle and end
� Clear – use simple words or short phrases
� Compelling – action oriented (i.e. save now!)
� Rewarding – incentive to take action
� Urgent - specify a limited time period or quantity
� Direct – how they can take the action (use hotlinks and other 

dynamic elements to facilitate action)
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Call to Action with a Specified Time Period
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Six Elements of Effective Email Marketing

6. Measure, track, analyse and adjust
� Measure results against objectives

� Track the trend and analyse the results
� Test A/B copy for responses (with 48-hours)

� Learn as you measure and track trends
� Adjust as appropriate to achieve better 

responses
Marketing without measuring your results is not 

marketing but wishful thinking!
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Email Marketing – Measure & Analyse
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A/B Testing
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Information Request & Subscription Form

� Request a copy of the presentation slides

� Subscription to the marketing articles, advise, 
hints & tips e-newsletter (zine)

� Question you would like answered on effective 
email marketing
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Contact Details
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