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A guide to the effective use of email marketing 
Email marketing is an effective tool as part of the overall marketing mix, but there 
are a few pitfalls to avoid to ensure you give it the best possible chance to 
succeed. 

Making data work 
The secret in making data work, is in the way you put it into the system and follow 
this through with the build of the emails. Over the years, I have learnt lots of tips 
and tricks and here’s some of what I’ve learnt. 

1. DKIM Settings 
DomainKeys Identified Mail is an email validation system designed to detect email 
spoofing by providing a mechanism to allow receiving mail exchangers to check 
that incoming mail from a domain is authorized by that domain's administrators and 
that the email (including attachments) has not been modified during transport. 

Most email systems have a setting to add this which will massively increase your 
delivery rate. Your bounce rate will fall and your open rate will increase.  

You do need to be aware of the fact that if you are sending to people who do not 
expect it, they could mark it as spam. If they do this, you could damage your 
domain in general. I would therefore recommend that you buy a domain related to 
your own for sending large volumes of email. This is very easy to do and will be 
worth the effort, I assure you. 

2. Importing data in small packets 
When you import the data into an email system you can do this in bulk if you like, 
but this is very likely to get you marked as a spammer. The email system providers 
do not like new users immediately adding thousands of addresses. I would 
therefore only import in from .csv or .xls files with no more than 200 lines of data at 
a time. 

3. Naming the file for import wisely 
The second thing they look for is the name of the file itself. If in doubt they will look 
at this, so I’d suggest that your small files of 200 or so names at the most have 
names like ‘Excel exhib Jan 21st sign ups’ , Business Show Harlow sign ups’ etc.  

4. Choosing an email system 
The ones I prefer are Mailchimp, Campaign Monitor, Sign-Up and My Emma, but all 
of these can be very tough on any bought data. Quickmailing which is owned by 
someone I know well called Rupert Saunders, tends to be a little gentler and offers 
a pay as you go option. I also know Paul O Brien of Newsletter Sender well too and 
he’s worth a call. 

5. Creating the email 
The headline is everything in email marketing. It may be the only bit that people 
see. So make sure you focus on how you will solve their problem. For a digital 
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agency it could be as simple as ‘Would you like a free five point SEO improvement 
plan?’ or even more direct ‘is your website suffering from the Google mobile update 
- We have the solution’ 

Whatever you choose, almost all email systems allow you to A/B test these 
headlines to see which has the highest overall open pr click through rate. It may 
take a few sends to test which ones is the most effective, but keep testing and 
you’ll soon find the most effective solution. 

I’m often asked about personalisation and have to say, I have no evidence at all 
that it improves the success of email marketing in any way. Showing them how you 
can solve their pain, just as they are starting to notice it, is always more powerful. 

Keep the images small and the text quite short and snappy. People will NOT read 
the whole thing, so get your key messages top dead centre. 

I have also had a huge success with totally text only emails (with a small logo at the 
bottom to allow you to track the opening). It needs to be brief and very direct, but it 
looks more like a personal email than a sales one. Make sure you have a few links 
and a phone number on the email so they have somewhere to click through to on 
your site to find out more. 

6. The time you send the email 
This is very much trial and error, but I have mostly seen that between 9.00 and 
11.00 on a weekday is the best time to hit a business audience for open rates. 
Again, it’s trial and error and seeing what works for your own proposition and 
business. 

7. Dirty list, clean list 
Because email marketing is a little imprecise, it’s worth mailing a lot of people to try 
and build a list of clean prospects. In short, you take all of the people who have 
opened, clicked or replied from your mailings and add them to a new ‘clean or 
responsive email list. It may only be 7-15 out of 100 you move across, but as it is a 
numbers game, you can soon build up a good list of prospects. 

8. In case you missed it - retargeting 
Most email systems allow you to retarget those people who didn’t open the email 
you sent them. You create a new sub group and this becomes a mailing list in its 
own right. I always send to this group three working days or so after the initial email 
at a different time of day and always on a different day, in case this was the factor 
that stopped them opening it. The headline then becomes something like ‘In case 
you missed it | Would you like a free.......’ 
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9. Following up on the phone 
This is without doubt the most effective way to make email marketing work. Anyone 
who opens, clicks or replies is called to see how you can help them with their 
needs. If you have a sales team, they will be all over these prospects to follow up 
as they are by far the most likely to convert. 

Kind regards 

Johnny Lyle 
 

Data Director 
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Supporting email marketing with other elements of the Marketing Mix 
There are a few elements that go particularly well with email marketing. The idea is 
that you increase your effective frequency, so the potential customer sees you in a 
few places around their life and is moved towards a purchase. 

1. AdWords 
This can be very expensive but does tend to deliver higher value traffic to your 
website. Limit your spend to a small amount per day at first to see what works (say 
£5.50 per day). Choose your keywords using their tool and some of your own and 
decide how you want people to find you. 

Google will suggest an amount per click. Ignore this as it is often madly high. I 
always work with a max click price of £1.10, but it is worth starting even lower to 
see which keywords work for you. 

You need to be all over this to keep tweaking it. And when they ask you if you want 
your ads to appear in the ‘Search Network’ or with content partners, always stick 
with the Search Network or your budget will be blown in minutes. 

2. LinkedIn ads 
For a business audience this is super effective too. First you have to get your own 
page and profile sorted which can be done in 20 minutes or so. 

You can use sponsored posts and conventional ads. Trial and error will show which 
works best. The targeting can be by job title, seniority and geography, so it is very 
targetable. I have found that the Cost Per Click advertising is far cheaper than their 
alternative which is Cost per thousand (helpfully called CPM.) 

3. Twitter Ads 
Now very similar to Facebook and LinkedIn ads, they can be targeted by pretty 
much any decider, including age, interests, where they live etc. Always use an 
image based ad as it takes up much more space. I have found this to be at least 
2-3 times more effective than text only ads on Twitter. 

Hopefully that should all help. 

Good luck. 

Johnny
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