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To d a y ’s  P r e s e n t a t i o n

Email marketing is a valuable channel because it allows businesses to have 

a one-on-one conversation with their customers. 

Key takeaways:

• Tips on how to build your email marketing strategy

• Integrations: website and social

• How to properly segment: lists, groups and tags

• The right way to follow-up with customers: automated campaign

• How to test the effectiveness of your campaign



P l a t f o r m  a n d  D a t a  C o l l e c t i o n

• Assessing technology infrastructure

• Does your company have a CRM and what are the capabilities?

• Most common platforms: MailChimp, Constant Contact, Emma, Drip

• What are your data sources and how are capturing information?

• Website, transactions

• What’s the best information to capture?



W e b s i t e  I n t e g r a t i o n

• Website
• Create pop-up

forms



S o c i a l  I n t e g r a t i o n

• Social Media
• Set up business manager
• Custom Audiences

• Create a campaign that includes your email subscribers



S o c i a l  I n t e g r a t i o n

• FB Lead forms and automation

• Use social to collect leads and to 

engage with your existing audiences



S o c i a l  I n t e g r a t i o n

• FB Lead forms and automation



S o c i a l  I n t e g r a t i o n

• FB Lead forms



S o c i a l  I n t e g r a t i o n

• FB Lead forms and email automation
• Connect Facebook business manager to your email marketing 

platform
• Create automated campaigns and follow-up tags



S t r a t e g y  a n d  A u d i e n c e  
D e v e l o p m e n t

• Who is your audience?

• Transactional versus marketing emails

• Structure and Workflow

• Groups (external, self selected)

• Segmentation

• Tags (internal): 2019 cold prospects, 2019 warm prospects, 2019 

leads, 2019 hot leads, 2019 customers



G r o u p s ,  S e g m e n t s  a n d  Ta g s

• Groups

• Where a segment is a filter, groups are a way to categorize subscribers, 

typically organized by interests or preferences. These are often self-

selected by the customer

• Example: Arts and Entertainment, Youth Activities, Hotel Specials

• Segments

• Segmenting is a way of filtering your subscribers based on information 

you know about them. What sort of information can you know about your 

subscribers? 

• Examples: signup page, gender, purchase activity, birthday month

• Tags

• Similar to structure of a Customer Relationship Management System

• Tags are a way for you to label, or categorize, contacts based on 

information only you have about them.



G r o u p s ,  S e g m e n t s  a n d  Ta g s



C o n t e n t  S t r a t e g y :  S u b j e c t  L i n e s

• Content Strategy: Subject Lines 

• Objective: Increase email open-rates

• Insights:

• Emails with shorter subject lines seem to trend higher open rates

• Keep subject lines at ~50 characters to be straightforward and avoid 

missed content

• Use emojis to grab attention

• Consider personalization on regular or retargeting emails using 

merge tags

• Consider using multivariate emails to A/B test subject lines for 

campaigns 

• Example: *|FNAME|*, you’re invited to our next art opening!



C o n t e n t  S t r a t e g y :  E m a i l  
C o n t e n t

• Content Strategy: Email Content 

• Objective: Increase email click-through rates

• Insights: Emails with shorter email content seem to trend higher click-

through rates

• Find out percentage of mobile viewers and make sure your email is 

mobile friendly. 

• Recommendations:

• Consider using multivariate emails to A/B test email lengths

• Break up content into multiple emails for digestible reading and 

increase touchpoints

• Eliminate unnecessary content by establishing a messaging 

hierarchy for each email



C o n t e n t  S t r a t e g y :  
c a l l s - t o - a c t i o n

• Content Strategy: Calls-To-Action

• Objective: Increase email click-through rates

• Insights: Emails with less/more streamlined CTAs seem to trend higher 

click-through rates

• Recommendations: 

• Limit to 1-3 clear call-to-actions

• Limit external links (non-sales) to avoid distractions

• Calls-to-action should be in order of desired actions

• Every call-to-action should have a follow-up trigger to create a tag or 

workflow 

• Breaking up emails into multiple emails can minimize confusion and 

increase touchpoints



E m a i l  M a r k e t i n g  S t r a t e g y  
E x a m p l e :  C S O  P a c k a g e s

Chautauqua Symphony Orchestra Campaign

• Audience

• Group: Arts and Entertainment

• Segment: CSO and other classical and/or performing arts single 

ticket purchasers

• Tags: CSO Packages lead (post-send action)



E m a i l  M a r k e t i n g  S t r a t e g y  
E x a m p l e :  C S O  P a c k a g e s

Email 1



E m a i l  M a r k e t i n g  S t r a t e g y  
E x a m p l e :  C S O  P a c k a g e s
Follow-up Automation: Based on timing and campaign activity



E m a i l  M a r k e t i n g  S t r a t e g y  
E x a m p l e :  C S O  P a c k a g e s
Post-send action: Tags

Send follow-up emails based on post-send action



K e y  R e c o m m e n d a t i o n s

• Set up a welcome email to all new subscribers and ticket purchasers

• Create groups in your email list so customers can tell you what they’re 

interested in hearing about

• Set up automation with every campaign. 

• It seems like more work but once it’s done you don’t have to do anything!

• Create customized content that is tailored to a specific group, segment or tag

• Examples: Happy birthday messages, new announcements, or a blog 

about a customers specific interests

• Balance content and calls-to-action. You are having a conversation with your 

customer. Make them want to read and see what you’re sending them

• PERSONALIZE! Capture first names of guests subscribing 

• A/B test content, imagery and subject lines

• Remember: Only test one thing at a time



QUESTIONS?
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