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www.specialtyretail.com/SPREE

Download your free copy of this 
presentation at...
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Share 1-3 ideas after my presentation that 
you plan to take back to the store to execute 

and earn a free digital subscription to 
Specialty Retail Report!

“Take Away” challenge
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Retail Innovation

Retail innovation is all about the 
effective and profitable implementation 
of NEW IDEAS.
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Using Emarketing to Drive Sales
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Your website is critical and tied to emarketing

• Use your website to collect email addresses 

• Adds credibility

• Additional selling opportunity (at least doubles the 
effectiveness of your email marketing)

Section I: Your Online 
Presence
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Collect Email Addresses through 
Your Store Website

Put your email registration 
at the TOP of your 
website.

Be sure to:

1.  Give the benefits of 
registration

2.  Make the benefits 
appealing

3.  Address frequency and 
content of what you’ll be 
sending

You can also use a “floater” to encourage email sign-up...
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Use Your Website to Collect Names 

Bath & Body 
Works Site:

“Sign up for email 
and get a special 
welcome offer!” 
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After a Web Visitor Has Shared their 
Email Address...

WELCOME THEM

1.  Send immediately--within 
1 minute

2.  Subject line and FROM 
line are important

3.  Set expectations around 
frequency and content

4.  Have several clear calls to 
action--it’s a selling 
opportunity!

5.  Monitor that email address

6.  Limit the images
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1.  Email marketing service providers

2.  Overview of email “Dos and Don’ts”

3.  Different email marketing formats

4.  Five Elements of Effective Email Marketing

5.  Making sure your email gets through

Section II: Email Marketing
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Email Marketing Service Providers

1.  iContact

2.  Constant Contact

3.  Hiring a webmaster
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Six “Do’s” of Email Marketing 

1.  Follow CAN SPAM - FTC rules for sending out emails (two 

most important rules: provide an opt-out link and have your physical 
address in every email)
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Six “Do’s” of Email Marketing 

2.  Use images sparingly - more images, higher chance of 

getting kicked by a spam filter & customers may not have their “cookies” 
enabled
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Six “Do’s” of Email Marketing 

3.  Design your email for the five stages of email 
viewing:

Stage 1: From the Name

Stage 2: From the Subject Line

Stage 3: Preview Pane

Stage 4: Opened Email

Stage 5: View Full View Email

At each stage subscribers will 
consider: brand, urgency, value, 

and interest
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Psychology of Opening an Email 

Stage 1: From the Name--80% of email subscribers (according to the Email 
Sender and Provider Coalition--ESPC) click “Report Spam” or “Report 
Junk” based on the content of the from field.
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Psychology of Opening an Email

Stage 2: From the Subject Line-69% of subscribers base the decision to 
send your message to the spam folder based on the subject line.
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• The "best" subject lines are a straightforward “calls to action”—they aren't 
too "salesy" or pushy. Stay away from subject lines that read like an 
advertisement.

•Use your company name in the subject line—of the top 20 emails (in terms of 
open rates) in a recent survey of more than 1,000 emails, 18 of them used the 
company name in the headline. 

•Don’t keep using the same subject line

•Three innocent words to avoid: Help, Percent Off, and Reminder. 

•Keep it short—50 characters or less

•Subjects framed as questions can perform better

Subject Lines
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Subject Line Case Studies
Top Open Rates

Nautica in Rutland Opens 
Soon 80% Short; Local; Co. Name is 

used

Floor plans for Southern 
Village Circle Members 93% Timely info; Quick action 

implied; a little long

Pink Tulip Gift Shop: Spring 
Product Preview 74% Timely and useful info; Co. 

Name is used; a little long

Subject line Open Rate Comments

Based on a recent study conducted by mailchimp.com-analyzed 40 million emails. 
Highest open rates had a range of  60%-80%.
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Subject Line Case Studies
Low Open Rates

Sale end soon--up to 50% 
off  all candles 1.9% Percent off

Pink Tulip Gift Shop Offers 
Free Products 7.5% Too good to be true

Help Spread the News-Big 
Sale! 10.8% Word “Help”; Exclamation 

point

Subject line Open Rate Comments

*Based on a recent study conducted by mailchimp.com-analyzed 40 million emails. 
Lowest open rates 1%-4%.
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Psychology of Opening an Email

Stage 3: Preview Pane--many subscribers use the preview panes to get a 
quick look before they open it.  Experts recommend placing a “call to 
action” in the top left 4-5 inch square of the email (288 pixels-360 pixels). 
Most-viewed area of the email.
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Psychology of Opening an Email

Stage 4: Opened Email--above the “fold”
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Psychology of Opening an Email

Stage 5: View Full View Email
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Six “Do’s” of Email Marketing 

4.  Provide an incentive/call to action for them to click a 

link that goes back to your website 
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Six “Do’s” of Email Marketing 

5.  Have a “forward to a friend” option
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Six “Do’s” of Email Marketing 

6.  Give a link to customers to “view in a browser” 

- no email reader looks the same
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Overview of Email Blast “Don’ts”

Don’t:

Use an old list of email addresses--send timely emails to people who asked for 
them

Put your best offer in super-small type at the bottom.

Use all images or forget alt tags for those you use.

Forget to test your email in multiple email clients (Hotmail, Outlook, Mac Mail, 
Yahoo, Gmail)

Send emails too often - or too infrequently - find a happy medium. Once a 
week for an email newsletter, and twice a month for a special offer is great.

Forget to track the open rate and click-through rate - you have to know if 
what you did works. It’s very simple to repeat an email blast that really worked 
(most email marketing companies provide a “copy” function).
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Different formats/Messaging:
1.  Enewsletters
2.  Special promotions/products
3.  Tips
4.  Events
5.  Surveys
6.  Contests
7.  Demographic messages
8.  Top Picks
9.  New Products
10. New website content
11. Media Coverage

Email Marketing Formats
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Enewsletters

Why have a regular 
enewsletter?

Build relationships

Educate

Drive traffic to website

What content could you use?

Advice & Tips

Special Events

Sales & Promotions

New Product Arrivals
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Enewsletters Case Studies

Nest Interiors Sample:

1.  Letter from the owner

2.  Upcoming events

3.  New products--actual 
products and reminder 
that new products are 
arriving daily

4.   Link to her blog

5.  Coupon: Buy one, get 
one half off (beauty 
product)
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Enewsletters Case Studies

Metro Home Style 
Sample:

1. Greeting Card Club

2.  Valentine’s Day 
Special

3.  Linked back to 
products on their 
website

4.   NY Gift Show 

 write-up

5.  Coupon: Save 10% on 
anything w/ fragrance
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Enewsletters Case Studies
DSW:

1. e-zine name & tag line

2. Strong call to action 
back to their 
website--”webisode”, free 
shipping, TV Commercial

3. Spring trends--”Lust 
List”

4.  Mirrors their web 
design

5.  Personal message from 
the “style expert”

6.  Summary of my reward 
points
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Events
• Ladies Only/Men Only Shopping Nights
• Trunk shows
• Artist signing
• Special sales

Decorating Classes
• Seasonal decorating--”how to trim your tree”  or “setting a fun 

and creative themed holiday table”
• Decorating on a budget--Little things=big difference
• Decorate your store for the holiday season & partner with your 

local garden club (great PR opp.)

     

Use Emarketing to Promote Your 
Creative Events and Classes 
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Email for Special Events 

Williams-Sonoma:

  Emarketing to promote 
their technique classes 
and demonstrations
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Email for Special Events 

per Simmons:

  Emarketing to promote 
their sale, “Clean 
Sweep”

  The call-to-action is to 
visit the store during the 
sale
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Demographic Geared Email Marketing 

Hallmark:

  Emarketing to men to 
sell flowers on 
Valentine’s Day

  Very strong emotional 
call-to-action (if she’s in 
your heart)!

Clever forward to a friend 
copy, “Give cupid a 
hand and forward...”
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Demographic Geared Email Marketing 

  Emarketing to women to 
shop Marshall’s at 
Christmas.

 Message: Give more gifts 
for less (under $10 
each).

Love the subject line.
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Demographic Geared Email Marketing 

  Emarketing to women to 
for Father’s Day

 Message: Personalized 
Tools

Call to action: Shop 
personalized Gifts
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Email to Survey Your Customers

• Promoting National 
Bagel Day

• Asking for “Your” 
opinion

• Reward for the 
survey is that you 
can see the results

• Love the design!

•Promoted their social 
marketing sites
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Email to Survey Your Customers

•Promoting multiple 
messages--Asking 
for “Your” opinion 
in their holiday 
poll/sweepstakes

•Nice Design

•Two calls to action: 
survey, and find the 
nearest store
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Email to Show Your “Top Picks”



© 2010 Pinnacle Publishing Group                                                                                                      specialtyretailexpert.com

Email to Show Your “Top Picks”
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Email to Announce New Products
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1. Collect as many names as possible/Qualified names as possible
• All your employees need to participate-every customer needs to be asked
• Reward your customers for sharing their email address—

(offer a guarantee of coupons and special offers and follow through!)
• Bath & Body Works--10 million email addresses/3 months
• Catching Fireflies--Free $63 Shopping Spree

Tips to Improve the 
Effectiveness of Email Blasts



Tips to Improve the 
Effectiveness of Email Blasts

2.  Be creative with your 
messaging

•Count down the season with 
a special holiday series--12 
days of Christmas (include a 
special sign-up in your fall 
marketing copy). 

•Track results: which 
categories get the most 
interest, the least, do all 
messages perform the same?



Tips to Improve the 
Effectiveness of Email Blasts

3.  Always test new messages 
& repeat those that work

•Bath & Body Works used 
customer ratings and reviews 
in its email messaging and 
found 12% higher sales per 
visitor as compared to 
campaigns that do not include 
customer ratings and reviews. 
•Use your metrics to 
determine what’s working
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4. Strong compelling design
•Use images sparingly--use alt tags for all images

• Have all the important valid information outside of the image.

Tips to Improve the 
Effectiveness of Email Blasts
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5. Always include an opt-out link--at the top or bottom.

•Remember email recipients who click the “report as spam” button, 80% do 
so while the email is still in preview mode.
•To mitigate this:

•Use an opt-out link (required any way)

•Tell recipients how you got their email address, such as, “You have 
received this email because you, or someone you know, signed your 
email address up to receive twice-weekly news updates via GIFT 
SHOP Magazine's Wrap Up. If you wish to continue receiving our 
emails, please add our email address to your address book”.

Tips to Improve the 
Effectiveness of Email Blasts



Tips to Improve the 
Effectiveness of Email Blasts

6.  Use creative “calls to 
action” in your email 
marketing copy

Copy that encourages the 
recipient to take some sort of 
action : click through to your 
website to order, to email you, 
enter a contest, attend an 
event, etc.
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Email Marketing Case Studies
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Do’s and Don’ts
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Tie Your Email Marketing 
to Your Website

•Navigation that ties 
into your website

•Use creative “calls 
to action” to get 
recipients to click 
through to your site

•Beware of your 
image to copy ratio
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When Permission Based Marketing
Turns Into SPAM

•80% of email 
recipients click 
“report as spam/junk” 
while the email is still 
in preview mode

•To mitigate, tell 
email recipients how 
you got their email 
address

•Subject line
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When Permission Based Marketing
Turns Into SPAM

•Run SPAM check through the 
built in SPAM filter that your 
email service provider has on 
their site.

•Check once a month to make 
sure your server has not been 
blacklisted (mxtoolbox.com or 
blacklistalert.com)

•Consider working with a 
reputable freelance webmaster to 
host your site or reputable 
hosting company

•Use a current email list

•Send only what you agreed to 
send your list

•Use a high copy to image ratio

www.mtoolbox.com



© 2010 Pinnacle Publishing Group                                                                                                      specialtyretailexpert.com

When Permission Based Marketing
Turns Into SPAM

Nearly half of consumers 
said they will mark a 
permission based email 
as SPAM if it is:

1.  Sent more often then 
they signed up

2.  Off-topic

3. Devoted to ad space or 
partner messages

A high SPAM score can 
lead to getting 
blacklisted



© 2010 Pinnacle Publishing Group                                                                                                      specialtyretailexpert.com

Email to Promote Your Social Marketing 
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Email to Promote Your Social Marketing 
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Email to Promote Your Social Marketing 
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Email to Promote Your Social Marketing 
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Announce Updates on Your Website
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Promote Your Media Coverage



© 2010 Pinnacle Publishing Group                                                                                                      specialtyretailexpert.com

• Become an innovative retailer--Try new things!
• Your store website

• Tied to your email marketing success

• You’ll sell more and increase your store traffic

• Helpful for building your email list

• Email Marketing
• Collect as many names as possible

• Use a reputable email service provider

• Follow the Six “do’s” of email marketing

• Design your email for the five stages of email viewing

• Use creative email marketing formats to get your messages across

• Always test new messages and monitor success rates of old messages to repeat what’s 
working

• Follow tips for avoiding SPAM/Junk mail

• Your email marketing campaign will generate powerful results: more store traffic, more 
web traffic, and more sales!

Conclusion


