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PROFESSIONAL
EMAIL MARKETING BASICS



1. A few seconds to make a good impression. 
The attention market

If we had to describe the currency of today’s web, it 
would be without a doubt  attention:  so much that 
the discipline of the attention economy has not only 
become  essential  for  theorists  in  the  industry,  but 
also for advertising and marketing experts.

Until recently, ads or any piece of info was not sup-
posed to compete too much in order to grab the indi-
vidual’s  attention.  Above all,  it  was still  possible to 
carry out a qualitative or in depth analysis in order to 
decide the importance of the object.

Today things are a lot different. Many studies have 
shown  that  the  extraordinary  growth  of  the  in-
fosphere and  the  increasing  number  of  messages 
that get exchanged and received - not only emails, 
but also social tools, sms, news, etc - is literally chan-
ging the human brain.
The result is that we are less willing to find out about 
whatever we come across on the web in more detail, 
and prefer to "nibble" at bits of info here and there, 
often skimming over the data.



So the information overload we are subject to every 
day makes it particularly difficult to capture peoples’ 
attention - and this directly affects email communica-
tion. Data collected by the famous (even if a little bit 
out-dated)  Nielsen Group survey confirms this. Only 
19% of newsletter recipients read it from the begin-
ning to the end, and the way it is viewed - is of par-
ticular importance - follows a sort of "F shape":

http://www.useit.com/alertbox/9710a.html


As one can see, it isn’t read in the traditional sense 
but rather skimmed over in a fragmented and often 
superficial manner.

But the average defined by Nielsen’s study should be 
reduced even further. Just think how many times we 
ourselves have quickly glanced over a message’s gen-
eral layout - or every time  we binned a newsletter 
without even opening it.

In light of all this, it is clear that commercial or edit-
orial emails must be straight to the point, creative, 
simple and have instant appeal. From the first line, 
and even better from the subject.

There is no room for second place, in the world of 
email  marketing - you’ve got to  get straight to the 
point.



2. Having a long-term strategy

In  this scene,  we  are  dealing  with  structuring 
messages so that they strike readers and get them 
interested as much as possible.  But even before you 
figure out how to do it,  you need to understand a 
little underlying  philosophy about  proper  email 
marketing.

One  of  the  most  common  pitfalls  is  the  idea  of 
considering email marketing as a “push” method able 
to produce only immediate results.

On the contrary, although using email marketing it is 
possible to achieve returns in a very short period, the 
more  sensible strategy is  a  long-term  one whose 
main purpose is not so much to get the most out of a 
single  campaign,  but  rather  to  foster  a  loyal 
relationship with users.

Any  expert  will  tell  you  the  same  thing,  but 
unfortunately  there  are  still  many  companies  that 
haven’t  truly  taken  on  board  this  concept.  The 
concept of forward-thinking email marketing has yet 
to take root.



In  his  Constant  Contact  Guide  to  Email  Marketing, 
Eric Groves offers us some important advice: "Don’t 
treat email addresses as email addresses; treat them 
like relationships."
That's exactly right. What lies behind your contacts 
are  people  and  peoples’  lives  revolve  around 
relationships.

How  can  that  be  put  into  practice?  Don’t  start 
thinking you can get out of it so easily just because 
you send a well-crafted newsletter every week, or a 
fantastic discount campaign every now and then. The 
only true way to add any real value to this method of 
marketing  is  to  establish  a  line  of  continuity 
between actions and reactions,  creating a  positive 
feedback loop.

In other words:

•  Always reply to one’s emails and don’t be 
afraid to  establish a genuine dialogue.  This is 
definitely one of the most important points of 
any  email  contact  strategies,  and  one  of  the 
factors  which  determines  the  difference 
between  other  forms  of  advertising  - 
completely one sided. Newsletter senders using 



a  no-reply@domain address,  give  the  fatal 
impression that  any  form of  conversation  has 
been  severed  right  from  the  beginning  -  a 
rather  unpleasant  feeling.  Make  sure  that 
recipients are able to reply to every email you 
send,  and  get  back  to  them  as  quickly  as 
possible.

•   Create  customized  strategies.  One  of  the 
most  extraordinary  advantages  of  email 
marketing - yet highly underrated - is the ability 
to  mail-out  a  raft  of  different  messages 
depending on the target, the tastes and needs 
of users. Unlike traditional forms of advertising 
that  bombards  everybody  with  the  same 
content  such  as  TV  ads,  email  marketing 
enables a true customization of one’s message. 
Not  only  does  this  heighten  your  chances  of 
selling  more  or  satisfying  specific  customer’s 
tastes,  but  also  helps  rebuild  a  trusting 
relationship  that  was  lost  in  the  era  of  the 
global  market.  A  bit  like  the  old  local 
shopkeepers who  used  to  put  aside  our 
favourite products. For us and only for us.

mailto:no-reply@domain.com


•  Keep the relevance of the messages high, 
according  to  users’  previously  stated 
preferences and interests. Always show a high 
standard of  quality and avoid any content that 
is not useful.

•  Avoid flooding your contacts with too many 
emails,  especially  in  peak  periods  such  as 
summer,  holidays,  Christmas.  It’s  much better 
to continue building a customized path.

•   Hold  on  to  acquired  information.  User 
feedback and all the information customers are 
willing to give you in the registration form, i.e. 
age or tastes, are immensely valuable. With the 
right scenario analysis, they’ll help you improve 
content or offers quality.

•  Look ahead. As much as emails may seem a 
fairly static  tool,  the email  marketing world is 
constantly  moving,  and there  are  always  new 
ways to integrate and improve them. Strive to 
come up with new tips and different strategies, 
and never give up experimenting.



Finally, to leave you with a tiny pearl of wisdom from 
Middleton  Hughes  and  Sweetser,  authors  of 
Successful email Marketing Strategies. From Hunting  
to Farming:

Email  marketing  is  just  one  frantic  campaign  after  
another,  and  sales  are  down.  Solution?  Send  more  
emails. People are unsubscrubing. Solution? Frenetically  
try  to get  more subscribers  and send more emails  to  
those are still there. How can we measure the success  
of email programs conducted at this breakneck pace?
There are two basic ways to look at email marketing: as  
hunters  and as  farmers.  All  email  marketers measure  
email  campaign  performance.  Only  advanced  email  
marketers also measure subscriber performance.



3. Putting oneself in the user's shoes

One of the greatest risks when working in the email 
marketing industry,  is  to overlook the fact  that  we 
have an inbox too.  And we also receive dozens of 
messages, often unwanted.

Putting oneself in the receivers’ shoes is crucial if we 
want  to  come  up  with  truly  relevant  communica-
tions:  do not  think  like  marketers  or  professionals, 
but try thinking like a recipient.

Eric Groves, in his  Constant Contact Guide to Email  
Marketing,  doesn’t  beat around the bush when he 
bluntly states:
 

Quite simply, if they think your email is spam, then it’s  
spam. […]
Your  definition  of  spam  doesn’t  matter,  and  neither  
does mine, unless we define it in exactly the same way  
as our recipients define it. The ultimate judge and jury  
when it comes to spam is the recipient of the message,  
not the sender.
Consumers consider spam as anything they don’t want  
or can’t verify. 



It  may seem a  bit  too harsh  -  there  are  definitely 
some good indicators to give us advanced warning as 
to what is or isn’t spam - but Groves isn’t too far off 
the point.

Spam is not restricted to emails with "SEX VIAGRA $$
$" in the subject, but includes  any unsolicited com-
munication - or even uninteresting ones.
 
And so, this principally means three things:

•   Ask  yourself  some  questions.  Better  still, 
many questions.  Is  the  content  of  your  email 
really relevant? Try subscribing to some of your 
competitors’ newsletters, and spend a few days 
simply  sifting  through  your  inbox,  waiting  for 
new ones to arrive. How many of the commer-
cial emails that you receive are of any real in-
terest?  Carefully  analyze  the  appearance  and 
the substance of what you receive. Do you feel 
the urge to unsubscribe from any of the mail-
ing  lists? If  the answer  is  yes,  take a  note  of 
what  factors  triggered  such  a  reaction.  Now 
you’ve got a nice list of pit falls to avoid.



•  Evaluate the results with your whole team. 
What seems obvious to you mightn’t be so for 
someone  else.  Listening  to  others’  opinions  - 
especially in a field where there are no incon-
trovertible truths - is a great way to reach a bal-
anced well-working solution.

•  Pay particular attention to first impressions: 
like the subject, sender, and information archi-
tecture. But do not stop there: as we’ve already 
said, the  entire contents of the email must be 
relevant and well crafted.

And finally: If it’s too much hard work putting your-
self in the recipient’s shoes, why not find someone 
who’ll  do it for you? For example,  your own users. 
Don’t be afraid to accept their advice, and of course 
criticisms, or directly asking them for their opinions - 
perhaps placing it in the footer of your newsletter.



Behind every email address there is a person who dif-
fers from others in terms of interests, habits, behaviors. 
That’s why it’s essential to send customized messages 
to your target audience.
With  SendBlaster you  can manage this  important  as-
pect  of  email  marketing  through  a  tool  called  Filter 
Builder.

This is a very powerful feature that can filter your con-
tacts’ data according to one or more rules, up to a max-
imum of five. In the example above, we set two rules to 
create a subset of contacts who live in London and who 
are 25 years or older.


