A Mini-Guide for
Service
Professionals

3 Ways to Supercharge
Your Email Marketing

Debra W Ellis

Copyright © 2013 by Debra Ellis
All rights reserved worldwide. No part of this book may be reproduced in any form or by any
electronic or mechanical means, including information storage and retrieval systems, without
permission in writing from the publisher, except by a reviewer who may quote brief passages in
a review.
This publication is protected under the US Copyright Act of 1976 and all other applicable
international, federal, state, and local laws. All rights are reserved, including resale rights: you
are not allowed to give or sell this guide to anyone else.
For more information, please contact:
Debra Ellis
Wilson & Ellis Consulting
3175 Sweeten Creek Road
Suite 5
Asheville, NC 28803
Phone: 828-626-3756
Fax: 828-626-3753
Email: dellis@wilsonellisconsulting.com
Or, visit our website and blog at www.multichannelmagic.com. You will find a treasure of
information for managing and improving your business.

Table of Contents
for 31 Ways to Supercharge Your Email Marketing
Introduction

1

Why Invest in Optimizing Your Emails?

4

Acquisition
- Tip 1: Encourage Sign-Ups

7

- Tip 2: Capture Opt-Ins with Social Media

10

- Tip 3: Use Contests and Sweepstakes

14

- Tip 4: Provide Sharing Opportunities

19

- Tip 5: Partner with Others

22

- Tip 6: Capture Prospect Email Addresses

25

Retention
- Tip 7: Say “Thank You”

27

- Tip 8: Provide Useful Information

29

- Tip 9: Capture Data

32

- Tip 10: Use Win-Back Emails

35

- Tip 11: Customize to Buying Behavior

40

- Tip 12: Educate Customers

44

Sales
- Tip 13: Make Crossing Channels Easy

45

- Tip 14: Analyze Email Customers Differently

50

- Tip 15: Reduce Steps

51

- Tip 16: Use Timely Ticklers

57

- Tip 17: Capture Abandoned Carts

59

- Tip 18: Liquidate Inventory

64

Service
- Tip 19: Create Trigger Emails

67

- Tip 20: Use Reminders

69

- Tip 21: Invite Feedback

72

- Tip 22: Include 800 Numbers

74

- Tip 23: Follow Up

75

Integration
- Tip 24: Make It Easy to Share Information

77

- Tip 25: Be Mobile Friendly

81

- Tip 26: Add Call to Actions

86

- Tip 27: Optimize Emails

89

- Tip 28: Acquire SMS Text Permission

95

- Tip 29: Provide Good Directions

97

- Tip 30: Measure Everything That Matters

103

- Tip 31: One Bite at a Time

105

About the Author

106

Getting the Most from Your Email Marketing
Email is the most effective and economical marketing tool available today. It
allows small companies without marketing departments to stay in touch with
customers and prospects without investing heavily. Once the email marketing
strategy is created, minimal maintenance is required to keep your company in front
of people when they are ready to buy.
Marketing a service business is different from typical product companies. Most
people don’t need real estate agents, purchase insurance, or hire lawyers and
accountants on a regular basis. Using direct mail and advertising to target people
when they need your services is challenging and expensive. Email offers an
economical alternative that lets you speak directly to individuals.
Many of the same tactics used by retailers to generate revenue work for service
professionals too. 31 Ways to Supercharge Your Email Marketing is filled with
proven tactics that make email the best way to attract leads and keep customers
coming back.
This mini-guide includes three of the thirty-one ways to get better results from
your email marketing. For more information and to get the complete guide, click
the link to go to http://www.multichannelmagic.com/supercharge-emailmarketing/.
If you prefer a Kindle version, click this link:
http://www.amazon.com/Ways-Supercharge-Email-Marketingebook/dp/B00E9089ZA
If you have questions, email Debra at dellis@wilsonellisconsulting.com.
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Introduction
The biggest challenge with email marketing is that it is so easy to be successful
that marketers don’t reach for the next level. After all, when something isn’t
broken, why invest time and energy in making it better? Most people won’t make
the effort to optimize their email marketing program. Good enough will serve them
well enough.
Some marketers know that good enough doesn’t serve company or customer well.
If you are one of them, this guide is for you. The information in it will help you
optimize your marketing strategy to maximize the effect and return. An optimized
email program increases revenue, solidifies relationships, and expands horizons.
In 1996, I launched my first email campaign for a client. The experience continues
to be one of the most exciting marketing times of my career. The many successes
before and after rarely compete with the instant gratification of that first time.
The client wanted to know if emailing customers would generate revenue. Things
were quite different then. Email service providers consisted of a few startups that
wanted annual contracts and high monthly fees. It didn’t make financial sense to
jump in without testing the water. We decided to create our own email processer
using Microsoft Office. The content was created in Word. Customer names and
email addresses were exported to Excel. The two were combined and sent using
mail merge and Outlook.
The process took time to run because each email had to be individually created and
sent. The marketing team and I watched it run in an office with two computers.
One had the email send process running. The other was connected to the website so
we could watch customer activity.
There were approximately 11,000 email addresses in the file. Orders started
arriving before we hit 500 sends. The email was very simple. It was text only and
essentially said, “Hello. This is our first email and we are giving you 10% off
everything in our web store.” When the promotion was over, it had pulled a better
response than every other marketing tool!
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Almost twenty years later, marketers are still seeing phenomenal results from their
email marketing efforts. Things have changed in that time making the process
more challenging. The creation and send process is much simpler but getting
emails to the inbox of recipients most likely to respond is harder.
Today, email marketing teams have to deal with deliverability, opt-in, spam, and
over-saturation issues. Even so, email remains one of the most effective and
economical marketing tools available. Once a company has a list of customers and
prospects, sending an email almost guarantees a cash infusion.
Having a tool that generates sales with little effort and cost creates complacency.
When marketers can send promotional emails that consistently make their
numbers, they are less likely to look beyond high level metrics. Everything looks
good on the surface but there is danger below. The incoming sales keep marketers
from seeing that they are creating a base of discount buyers that will shift their
loyalty at the first sighting of a lower price.
Email marketing can be much more. It is the only tool available at this time that
can economically create one-to-one relationships with thousands of customers.
People want to be valued and respected. Emails allow marketers to automatically
generate highly personalized messages. Most people respond to the messages by
acting, not replying. They shop and share the information with their friends. The
ones that do reply usually have comments that help the company improve.
The purpose of this book is to inspire people to dig deeper and use their email
marketing program to create long-term loyal customers. The tactics included are
proven methods that have been used by companies to grow their lists, keep
customers coming back, increase sales, and provide better service. It is my hope
that this will become a go-to resource for making your email marketing program
the best it can be.
Most of the tactics included can be used for both business-to-consumer (B2C) and
business-to-business (B2B) companies. The sale of products and services is
ultimately dependent on the buyer’s trust of the offering company. Individuals and
businesses selling services tend to do a better job at optimizing their email
marketing program because discounting is rarely an option. Even so, there is
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always room for improvement. The demands placed by our highly competitive
marketplace require every effort to be made to maximize the return every time a
customer or prospect is contacted.
All of the tips in this guide have been tested and proven successful for the
companies using them. You can optimize your email marketing strategy best by
choosing the greatest pain point and starting there. If revenue is slipping, start with
the tips in the Sales section. If customers are leaving, go to the Retention area.
Every tip works by itself so you can implement one without completely
overhauling your email marketing strategy.
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Why Invest in Optimizing Your Emails?
There are four reasons to send emails to customers and prospects: Acquisition,
retention, sales, and service. Simply put, send emails when you want to acquire
new customers, keep the ones you have, increase sales, and provide service.
Most companies are very good at delivering on the increase sales objective but fail
miserably at the others. People miss opportunities to acquire new customers,
improve relationships, and increase satisfaction because email marketing is so
good at generating revenue.
Adding the other three objectives provides a competitive edge while increasing
sales. It is a classic win-win scenario. Isn’t it time for your company to take email
marketing to the next level?
The first step is to complete a mini review of your email marketing program to see
how effective it is at acquisition, retention, sales, and service. Make a list of the
emails sent over the last year and place them into the appropriate category.
What percentage of the emails was designed to acquire new customers? This
includes all emails sent to prospects and those that specifically ask customers to
share the information with a friend. (Placing a “Tell a Friend” button in the email
doesn’t count.) How effective were the acquisition emails at generating new
prospects and customers? What changes made them better? How much did it cost
to acquire new people?
How many of the emails were specifically designed to keep customers coming
back? This question is often met with the response, “our promotional emails keep
customers coming back.” If your company is Walmart or you can effectively
compete with low price leaders, this response is right. If your company is like
most, you don’t have the margins to guarantee the lowest prices and need to create
loyalty based customer relationships.
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Do your sales emails consistently generate revenue or are you seeing peaks and
valleys? Email promotional programs are very predictable once you have enough
historical data. Peaks and valleys that are not seasonal suggest that there may be
underlying issues affecting your revenue. Subscriber fatigue is one such issue. It
happens when people receive the same type of emails over an extended period of
time.
The first sign of subscriber fatigue is a decline in open rates. If there is nothing
new, then why open the email? The second sign is a higher click-through rate on
opened emails. When people are ready to make a purchase, they look for a
discount. The combination of lower open rates and higher click-throughs indicate
that your emails may have become a coupon mecca.
Are your service emails a statement of facts or a conversation with your
customers? Order and shipping confirmation emails can be much more than
“here’s your information, thank you for your order” notices. They can be
entertaining like the one from CD Baby that colorfully explains that the order has
been shipped:
“Your CD has been gently taken from our CD Baby shelves with
sterilized contamination-free gloves and placed onto a satin pillow.
A team of 50 employees inspected your CD and polished it to make
sure it was in the best possible condition before mailing.
Our packing specialist from Japan lit a candle and a hush fell over
the crowd as he put your CD into the finest gold-lined box that money
can buy.
We all had a wonderful celebration afterwards and the whole party
marched down the street to the post office where the entire town of
Portland waved “Bon Voyage!” to your package, on its way to you, in
our private CD Baby jet on this day, Friday, June 6th.
I hope you had a wonderful time shopping at CD Baby. We sure did.
Your picture is on our wall as “Customer of the Year”. We’re all
exhausted but can’t wait for you to come back to CDBABY.COM!!"
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Derek Silvers, the founder of CD Baby, says this is the most successful email he
has ever written. The recipients shared it with friends, posted it on blogs, and
ultimately introduced thousands of new customers to the business. If the fun
content doesn’t fit your brand, find the words that keep your company’s image and
entertains your customers. They will share it too.
A good email marketing strategy increases sales. A great email marketing strategy
increases sales, introduces the company to new people, and keeps customers’
happily coming back for more. The only way to move from good to great is to
optimize every email sent to customers and prospects.
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Partner with Non-competitive Companies and Organizations to
Connect with New Prospects
Selective partnerships help grow your company’s prospect list exponentially.
Allies from corporate and non-profit worlds can introduce your business to new
people that are highly targeted. In return, your participation provides reciprocal
information or financial support.
Famous Footwear partnered with the March of Dimes to increase awareness and
support for the fight against premature birth. The March of Dimes featured Famous
Footwear on their blog. The post included a downloadable coupon:

In turn, Famous Footwear sent an email to reward program members to promote
the event:

Integration
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Higher initial trust levels are an added value to the participating in a partnership
program. The people who trust your partner organizations tend to automatically
trust your company. To optimize the experience:
1. Chose partners that have similar corporate values.
2. Monitor your partners’ online activity and messaging to insure that their
communications are consistent with yours.
3. Use best email marketing practices to connect with new prospects.
4. Put the agreement in writing and include the ability to verify accuracy in the
information exchange.
5. Include limits in the program so you can opt out of participation if things
change.
6. Analyze the results to insure that the acquisition cost is aligned with
expectations.
7. Periodically review agreements and opt out as soon as the partnership fails
to deliver results.
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Provide Useful Information
Sending informational emails also increases open rates and click-throughs. The
jump in initial opens is not as high as thank you emails but they have a longer shelf
life. The better the content, the more likely people will save the emails.
This is another area that is sadly missing from the majority of email marketing
plans making it easier for you to stand out. Most emails are sent with basic
information that requires people to know what they need. Products and categories
are shown with links to “shop now.” Changing the messages so they explain to
people what they need and why increases sales and improves loyalty.
A study by the Corporate Executive Board found that brands that simplified the
purchase decision process were 86% more likely to complete the sale and 115%
more likely to be recommended to others. People are bombarded with information.
Knowing what is real and trustworthy is important to making good buying
decisions.
Google is creating an environment where informational emails are even more
valuable. When people search online, the results will include emails. If your
customers and prospects save your messages, they will get additional opportunities
to be viewed and acted upon.
The email on the following page from TreeHelp.com provides information on the
importance of fertilizing palms and citrus trees along with a side of savings. The
information is limited, but it serves as a reminder that the time to care for your
trees is near.
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Source: Who’s Mailing What

Living the Spa Life takes providing information a step further with their “Signs
Your Spa Water Needs Changing” email. The email starts with a problem every
spa owner faces – is it time to change the water?
No one wants to use a spa that is unsanitary. Changing the water requires an
investment of time and resources. The email makes it easy to identify when the
water needs freshening.
The email explains that partial interim changes helps keep the water clean and
saves money by reducing chemical consumption. It includes specific signs and tips
for how to do it most effectively. And, as a side, here are links to the pre-filter and
filter needed when you make the change. This email delivered 14% more sales
than one without the educational information.
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Use Reminders to Help Customers
Your customers are busy people. They don’t always remember that their cars need
servicing or are about to run out of consumable goods. Reminders are another form
of triggers that help customers and improve sales and service for your company.
This email from Volvo is a good reminder but it’s not great. A great reminder
would include information about the last service visit and what to expect on this
one.

The leading statement, “Your Volvo may be due for service,” is weak. It is due or
it isn’t. If the dealership doesn’t know if service is due, the customer should be
going to a different dealer. The argument for using “may” is that the recipient may
have gone to another dealer for the service. This is invalid because service
reminder emails are based on interactions with the company sending the emails.
This reminder from Cadillac is better:
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Customers who had missed regular maintenance visits received this email. It starts
by sharing the pride their technicians take in providing quality care. The message
continues with recommendations and money savings coupons. Instead of
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suggesting that the vehicle may need service, the focus is on why it should be
serviced and how the dealership is qualified to provide the best service.
Reminder emails work especially well for companies that provide services and/or
sell consumable goods. These trigger emails are similar to the timely ticklers in Tip
16 but there is one key difference: Their orientation is towards service instead of
sales. Generating revenue is a side product not the primary goal.
The main components of reminder emails are:
- Timing. Accurately scheduling these emails is critical to the success of the
program. When customers receive an “It’s time for maintenance” email right
after spending several hundred dollars, how valued do you think they feel?
- Reasoning. Why should people take the action you are recommending? Does
the service extend the life of the product? Are they almost out of consumable
goods?
- Call to action. Specify what the recipient should do next and make it easy to
do so. The Cadillac email presented highlighted links for every action that
needed to be taken.
Predicting when people need to replace consumable goods or schedule
maintenance service can be challenging. Use individual historical data to create
the triggers. If the information is not available, use average usage to schedule
reminders.
People tend to take the path of least resistance. When your company makes it easy
for them to take care of maintenance and replacement issues, they seldom look
elsewhere. Pricing is less of an issue because purchasing products and services
from your company is a habit they don’t want to break.
For more information and to get the complete guide, click the link to go to
http://www.multichannelmagic.com/supercharge-email-marketing/.
If you prefer a Kindle version, click this link:
http://www.amazon.com/Ways-Supercharge-Email-Marketingebook/dp/B00E9089ZA
Integration
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