
your email campaigns such as a 1300 
number which will allow you to report 
accurately on how many calls you have 
generated.

Remember a poor performing strategy 
within a campaign can only be classified 
as poor if you do it twice. Don’t make the 
same mistake twice.

Don’t send email cam-
paigns without test-
ing them first. Always 

ensure you have viewed your 
email campaigns in differ-
ent email clients (eg Hotmail, 
Gmail, Outlook 03, Outlook 07) 
before sending them.

When using the templates of a bulk email 
marketing tool or html code provided by 
your developer, be aware that your email 
campaign can appear completely differ-
ent in alternate email clients. An email 
campaign which you have created and 
views perfectly in Outlook 2003 can look 
completely horrible in Outlook 2007. 
This also applies for free email clients 
such as Hotmail and Gmail.

Try this – use the free email accounts 
you set up for collecting subject line 
examples and send test emails of your 
campaigns to these accounts. As for 
Outlook 2003/2007 find someone you 
know who uses the software and send 
the campaigns to them. Once you are 
assured that the email views correctly in 
all relevant email clients, then you are 
ready to send with confidence.

Remember an email campaign that 
views badly in a customer’s inbox will 
reflect badly on your business.

Don’t send untargeted 
email campaigns. Use 
information about your 

customers captured in your 
database to target the right 
message to the right custom-
er.

The more relevant the message is within 
your email campaign to the customer 
reading it, the better your chances are 

of achieving campaign success. By ana-
lysing past campaigns and sales you 
can gain knowledge about what certain 
customers are interested in.
Try this – using a bulk email system will 
allow you to view exactly what links your 
customers have clicked on. Use this in-
formation to segment your clients and 
find what they are interested in.

Remember a targeted email campaign 
is far more likely to succeed when you 
know the recipient has already shown an 
interest in the message.

Do not spam one’s cus-
tomers. Ensure you are 
not sending your email 

campaigns to the same cus-
tomers too frequently.

Like most email users, receiving too 
many email marketing campaigns from 

the same sender within a short period 
of time can reduce the likelihood of the 
customer opening future emails. You will 
need to find a fine balance when plan-
ning the regularity of your campaigns in 
order to achieve the highest open rate 
and lowest unsubscribe rate. Gener-
ally monthly emails are sufficient to not 
overload your client

Try this – split your database into seg-
ments whether that be by product, 
industry, interests or location. These 
segmented databases will allow you to 
send multiple targeted email campaigns 
to different customers at the same time, 
ensuring you are not contacting the 
same customers too frequently. Keep a 
log of what campaigns you have sent to 
which databases and rotate your cam-
paign sends week after week. This will 
not only reduce the chances of your 
customers getting sick of your email 

2009 | March - April

Better Business 21



campaigns but it will also provide you 
with consistent marketing activity ensur-
ing a steady flow of leads.
Remember email campaigns sent too 
frequently will just be deleted.

Don’t expect your da-
tabase to grow miracu-
lously by itself. Clean-

ing your database and getting 
potential customers to opt-in 
and receive your email cam-
paigns is a process you must 
continually work towards.

Enabling your business to grow its email 
database will provide you with a very 
cost effective and efficient way to com-
municate with your customers. This abil-
ity to communicate with your customers 
will assist you in building stronger rela-
tionships and positioning your business 
favourably in the minds of your custom-
ers.

Try this – Gather additional email ad-
dresses from your customers through 
integrating your accounts/invoicing with 
email. Provide your customers with the 
option to receive their invoices via email, 
in turn providing you with an up-to-date 
email address list which can be used 
for marketing purposes. When using 
this strategy be sure not to spam your 
customers with irrelevant marketing 
messages as this could affect your cus-
tomers’ willingness to open their invoice 
emails.

Remember a growing database is a good 
sign of healthy marketing activity.

Don’t cut corners when 
designing one’s email 
campaign. Good de-

sign and layout is the key to 
customers absorbing your 
marketing message. Use a 
professional designer to build 

your news templates.

When creating your email campaign and 
positioning the images (if you have any) 
or text, be sure to consider these fac-
tors.

Try this – position your primary message 
whether it is an image or just text in a po-
sition which is likely to be viewed in the 
recipients email preview pane. Look to 
have a good ratio between white space 
and text as this will mean the customer 
is more likely to read it. The positioning 
of images alongside text will also break 
up the layout of the email and give the 
reader a snap shot of what they are 
about to read.

Remember an email campaign with the 
right amount of white space gives the 
reader the perception they can find what 
is relevant to them quickly.
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