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Guidelines for e-marketing 
T H E  I N O V A L I V E  W A Y  

There are many aspects that can affect the success of an email campaign. In these guidelines 
we aim to help get the best from your investment  

The key advantages of email marketing, compared to other forms of marketing such as 
direct  mail - Email marketing is:- 

 Cheaper than traditional marketing 
 Quicker  
 Effective 
 Flexible 
 Interactive helps you build relationships 
 Measurable  

As with any marketing campaign, you have to agree your objectives and define your target 
market from the outset. Is the primary objective to create awareness, to build information or to 
directly sell? The added benefit of e-marketing is that you can collect data and behaviour in 
real time –  you can measure and judge your ROI. 

CREATIVE TIPS FOR EMAIL MARKETING  
Creative is important in order to optimise response and retain brand values. Follow clear 
response rules –  make the call to action clear otherwise click through will not be encouraged 

KEEP IT SIMPLE 
The single most important thing to bear in mind. What and where is the call to action? Can you 
incorporate it into the subject line without triggering spam filters?  

EXPLAIN THE DEAL 
You can ensure that customers are tempted by your offer before they even open the email.  
D on‟t overlook the „From ‟ field  – establish the brand here.  
Incorp ora te the m a in hook into your p rop osition in the „Sub ject‟ field  (4 5  cha ra cters or less). 
Start to build your argument in the first three lines of the email –  these will normally be 
displayed in the Auto-preview in Microsoft Outlook.  

W H A T‟S A  G O O D  O FFER?  
In email marketing, subject lines which are concise, honest and unambiguous work best.  

 



Guildlines for e-Marketing the iNovaLive way – http://www.iNovaLive.com 

 

 Page 3 

GIVE CLEAR DIRECTIONS - THE CALL TO ACTION 
D on‟t lea ve the ca ll to a ction until the end (as in direct mail). The primary link should be within 
the first three or four paragraphs so that it can be viewed in preview mode. Ensure you give 
hyperlinks prominence –  d on‟t hid e them  in the cop y. Exp la in clea rly w ha t w ill ha p p en next. 
D on‟t lea ve p eop le g uessing . D on‟t sa y “C lick here for… ”. U se a ction verb s in hyp erlinks („Buy 
the A S3 4  w id g et‟, „register now, „See our great new product‟) Y ou d o not a lw a ys ha ve to 
drive customers to the web.  

BE PERSONAL 
Personalisation is one of the most valuable aspects of email and the web for marketers. The 
data you gather about your customers will be of most value to you in this respect, whether 
previously held information such as addresses and sales histories, or information obtained 
through an email marketing campaign that drives customers to online questionnaires, 
registration forms or online transactions. The data you obtain through these activities will help 
you to target customers with relevant offers and identify appropriate opportunities for cross-
selling and up-selling.  

In a d d ition, d on‟t und erestim a te the im p orta nce of the im p licit d a ta  tha t you w ill a lso b e a b le 
to gather. These include measurements such as open rates, click-through rates, number of clicks, 
and unsubscribe responses in email; and page views, session duration and number of visits on 
the web. Analysis of this information will help you to fine-tune your campaign, and to judge 
correctly the tone of your copy and the frequency of contact.  

PICK YOUR TIMING 
The time of day and the time of week are important to optimising results. It is generally best 
sent so that it arrives during the working day and typically avoid Mondays and Fridays –  
although some marketers get good results on Friday afternoon as office workers are winding 
down for the weekend. 

LEARN AND APPLY 
One of the advantages of direct email is that you can test the campaign on your first batch of 
custom ers, a nd  a d just w ha t you‟re d oing  a ccord ing  to the resp onses you g et. So if it d id n‟t 
produce the results you wanted:-  

 Change the frequency 
 Change the subject heading 
 Was the email too large? 
 Is the „from ‟ field  m ea ning ful? 
 Low Click-Through Rate. Was the call to action prominent 
 Incentivise the call to action to increase click through 
 Was it sent at the right time of day?  
 Was the product offering strong enough to buy online?  
 Improve the offer –  try cross-sell promotion, offer discounts on products previously 

abandoned, hold a competition etc. 
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MEASUREMENT 
It is possible to measure responses to your campaign in close detail, but the key information 
that we record on a per user and per dealer basis is as follows: 

 Number sent 
 Bounces (hard and soft)  
 Messages delivered  
 emails opened  
 Click-through by individual link 
 Unsubscribe 
 Referrals 


