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The anatomy of an email

In this guide we've dissected an email campaign into 12
‘anatomical’ elements. In each section you'll find out how
that element works, why it's imporntant and practical tips for

implementation.

Planning your campaign
Sender recognition
Subject line

Layout

Style and branding
Headers and headings
Content

e N d ;s W

Personalisation
Call to action

o

10. Signature
11. Footer

12. Plain text version




1. Planning your campaign



1. Planning your campaign -

audience

Your audience

Put yourself in the shoes of your subscribers. Understanding your

audience will help you generate a campaign which is more highly

attuned to their needs and expectations.

Your relationship — is your campaign for new subscribers or
those who are already familiar with your brand? Ideally your

communication style will depend on how well you are acquainted.

Their anticipation — when your subscribers sign up you enter
into a permission based relationship. A key component is an
ex pectation of the type and frequency of messages that they'll

receive.




1. Planning your campaign -
objective

Next, consider what you wish your campaign to achieve. What are the key
elements of your message, how do you want your concept to be perceived
and how (if at all) do you want your subscribers to act? You might have a

specific goal but it's also common for a campaign to have multiple objectives.

Brand awareness — even if they don't engage further at this time, a reqular
schedule of email campaigns arriving in their inbox will serve to keep your

brand in the consciousness of your audience.

Drive web visits — email campaigns are often relatively light in terms of
directly included content. Driving people to click through to additional online

information is a great way to gain further exposure for your offering.

Complete online goals - it may not be the case, but completion of an online

goal such as a product or service purchase, an event registration or content

download like a guide or white paper is a common objective.




1. Planning your campaign -
measuring your performance

Brand awareness — open rate (therefore assuming reading of the content)
is typically used to measure awareness. However, if you can include the
essence of your brand and message into your subject line alone then justa

successful delivery can also help build brand awareness.

Drive web visits — click-through rate (also click-to-open) is commonly used
to measure how many subscribers went on to engage with additional online

content. You can track how many, what they clicked, when and by who.

Complete online goals - completion activities such as online purchases or
content downloads can be tracked directly using campaign related goals.

In the case of online purchases this will give a real commercial value to the

success of your campaign.




2. Sender recognition

Sender recognition - identify yourself

Trust is the foundation of the permission marketing process.
Identifying yourself as a genuine marketer and building your
reputation as a sender of valuable content is crtical to your

long term success.




2. Sender recognition

Sender recognition - identify yourself

Trust is the foundation of the permission marketing process.
Identifying yourself as a genuine marketer and building your
reputation as a sender of valuable content is crtical to your

long term success.




2. Sender recognition

Things to consider:

«  Your from name' (and your ‘from address)' - who you are

«  Your ‘reply to' address - how people can respond

«  Email authentication - how people know you are genuine




3. Subject line

Some tips:

Keep it short. 5-7 words is good. The first 30-50 characters
are displayed on most devices but beyond this your carefully
crafted words may not be immediately visible.

Get to the point. Try to front-load your subject line with any
important words that you want to be seen.

Avoid typical spam words and overuse of capitals and
punctuation. It's not the only aspect that will get you junked
but it's also likely to have your subscribers deleting you.
Remember your tone of voice. Be consistent with your brand
style and the rest of the main copy of your message.

Be interesting - after all, it's an invitation to open and read on.

Asking a question can work well.

People are suspicious so be careful of being cryptic, but

surprise can work and adding a little intrigue is worth a try.




3. Subject line

Here are a few nice examples that we've received recently.

Awards, product launches and cows! Qur March Newsletter
Paid search: everything you've ever wanted to know

The UK's most exciting business event is back

24hrs leftto register - the Tech Showcase opens tomorrow
Pureism is here! Watch our remastered video

All Things Bright and Beautiful. Your new catalogue is here
Top 5 reasons to attend THE show this weekend!

Be included. Mominate your Hospitality Hero... today




3. Subject line - split test

The Exit Festival Newsletter
4.3% CTO

Get to Exit this July for the ultimate festival experience
4.8% CTO

Make this summer unforgettable - check out Exit Festival!
7.0% CTO




4. Layout

«  The importance of mobile - and responsive design

« Display width - narrow, wide and ultra-wide

«  Single and multi-column layouts - what works best?




4. Layout

Scalable vs responsive design

A word of caution. Don't be confused between ‘responsive’ and
‘'scalable’ design. Scalable design simply shrinks your desktop

layout and content to fit a smaller screen.

Responsive design is more intelligent, automatically adjusting
things like layout, images and other content so that it is optimised

for whatever screen size it is read on. That's a big difference.




4. Layout

Desktop view Mobile view




4. Layout

More things to consider...

L]

Remember your fonts and line heights. Make sure to increase
your font size by at least 2px. At least 16px for body copy and
between 18px and 20px for header styles works well.

Clear call-to-action. Make your call to action buttons are
prominent and easily accessible. Dedicated call to action
buttons generally work better than text links for mobile.
Images vs. text. Mobile devices need to download images so

bandwidth optimisation is something to keep in mind.




4. Layout - templates




4. Layout - templates

=

Create great email with 2ase

CB300F

5 0% AFH
Reprsantatie,
with comphmentary wath raved pack
freresd peck: warth EBSS warth E1040

GET THE OFFER GETTHE OQFFER

CBRS00R

5. T% APR
Spremantate,
with compimentary
el pack warth £730

GET THE QFFER




5. Style and branding

Things to consider:

Your overall theme, look and feel

Size, layout and optimum orientation of your message

The size and placement of your branding and logo
Colour for your background, surrounds and sections
Use of font for paragraphs, headers and links

Call to action buttons - what, where, how many?




5. Style and branding

Web safe fonts

Arial
Comic Sans MS

Courier New

Georgia

Lucida Sans Unicode
Tahoma

Times New Roman
Trebuchet MS
Verdana

Web safe colours




6. Headers and headings

Pre-header - this is the short summary text which appears
immediately after the subject line when your email is viewed in

the inbox. It's not universal to all email clients, but many include

the pre-header as a way of adding additional information to the

viewer before an email is opened. The pre-header is generally

taken from the first line of text in the body of your email.




6. Headers and headings

Matt - Sign-Up.to Your subject line goes here - Your pre- w this email online

» Tony - Sign-Up.to The A-Z guide to email success - 26

Matt - Sign-Up.to




6. Headers and headings

This is a pnimary heading
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Thiz Iz a sectian heading Thig (2 a zection heading
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7. Content




7. Content




7. Content

Writing copy

Writing effective email copy takes time and is a specific skill.
There's a wealth of information available as to what makes good

email content. Here are our top recommendations:

Have something to say - it might seem obvious, but if you
don't have valuable information then consider skipping a regular

newsletter. Expectation is high and trust can easily be eroded.

Keep it short - generally speaking, emails are short. People have
a limited attention span, especially on mobile devices, so get to

the point quickly. You can always use links for additional content.

Find your voice - it depends on your brand and the nature of
your relationship with your audience but emails are generally

informal. Try to write in a natural voice that suits your style.

Write to an individual - it's easy to forget that email is essentially
a personal one-to-one communication. Write your copy as you
would to a single recipient rather than as if you are addressing a

crowd.




7. Content

Be clear - try to condense the essence of your message into a few simple
points and then present these in a coherent way. Remove any distractions

from your key objective. Jargon and complicated language can be off-putting.

Tell a story - many marketers adopt the AIDA approach, that's Attention,
Interest, Desire, and Action. However you do it your content should guide

your reader through your message to your conclusion and point of action.
Include an action - it's not always the case, but the objective of many emails
is to drive further action. If so, make it clear and obvious what you want

people to do, why it will be kf benefit and why they should do it right now.

Add personality - even relatively formal communications can benefit from

a dash of personality. You have a lot of competition so making your emails

remarkable by adding enthusiasm and energy will help you stand out and be

rememberad.




7. Content - images

JPG/IPEG - Joint Photographics Expert Group.
Probably the most common format. It's ideal for
photographs and complex illustrations with multiple
and graduated colour variations. JPG files are
generally small in size but can lose quality when

compressed.

PNG - Portable Network Graphics. Similar to JPG
with similar applications, but compressed files have
no loss of quality so may be larger than the equivalent
JPG format. PNG files also support transparency -
very useful for blending images with coloured email

backgrounds.

GIF - Graphics Interchange Format. Only supporting

256 colours means it's not suitable for complex

images, but it's perfect for text and line based

illustrations. It supports transparency and also

animation. File sizes can be large so use sparingly.



7. Content - images

Handy guide to image sizing
Full width image - 720 pixels wide
One column image - BEO pixels wide

Twia column images - Two calumn images -
330 pizals wida 330 pixels wide

e column images - T|-|
pizels wide

TO030 eolumn
images -
180 plxels wide

4 calumn images 4 column images 4 column images 4 column images
- 163px wide - 163px wide - 163px wide - 183px wide

5 column & column & calumn . 5 column
i |r'r|'=.|_'31-5 - i : image:s images -
i 128px wide

Beoedumn  Seoluma Boolumn &celump & column B TN
images - Images - images - images - images - Images -
105px wide 105px wade 105px wide 105px wide 105px wide 105px wide




7. Content - images




8. Personalisation

+ Profile personalisation - simple drop-in information

» Manual segmentation - audience specific content

«  Dynamic content - automatic content varation




8. Personalisation




8. Personalisation

Purchasing Benefits Customer
Behavior Sought Journey Stage

Customer Interest Engagement User
Loyalty Based Level Status




8. Personalisation

Hi Catherine
Thank you for registering for our seminar.

Details of your booking are included below:

Mame: Catherin

Company: H:
Preferred dat

L ocation: London

Special requests: Vegetarian



9. Call to action

Tracking - how will you track your subscribers’ actions?
Mechanism - text, images or dedicated buttons?
Style - how best to get your call to action noticed

Message - how to get it clicked

Placement - where it should go in your campaign

Single or multiple - more calls to action = more action?




9. Call to action

We're offering a free coffee voucher just for you.

Images give the opportunity for a larger interaction area but they

may not be obvious as a call to action, or always displayed.

Just foryou ..

S ree vl

A dedicated HTML call to action button is the best option.
It's accessible even if images are not displayed, has a small

download footprint (ideal for mobile) and is customisable.

Get your free voucher here




10. Signature

wi [Goocnaas /| e pow crpl)




10. Signature - P.S. Adding a
postscript

Re-emphasise your main campaign objective

Incentivise completion with an additional benefit or offer

Add urgency to your call to action - do it now!

Include a persuasive customer reference or testimonial




11. Footer

Your company's registration details - legal requirement!

Unsubscribe and preference options - legal requirement!

Link to your privacy policy

Social sharing icons




12. Plain text version



From: Power Bl event / @TC Bwirapua <info.bg@fts-eu.com:
To: fomsi@abcbg.com

Subject: MepeoTo Power Bl Dashboard ina Day cefutie B Bwarapual

Date: Thu, 6 Dec 2018 08:25:33 40000 (UTC) (6.12.201F8 10.25,33)

AKO MMEMOTO HE €& BHIYaAMIMPE NPABKAHD, MOAA HATUCHETE Ty
DTC Ewnrapua
wheny fis-eucom
ERP v+ KMOWLEDIGE 4o EXPERTISEQ 2/ B 18 36 63

DASHBOARD IN A DAY WORKSHOP

12/6/2018

i) Power BI

=

Fopdu cMe, de HAe oT PTC ExArapva, NenyYnxMe BEaMoMHoCTTa oT MalikpocoqpT 0a opraHuavpane NepeaTeo
FPower Bl DIAD (Dashboard In a Day) ceButne
2a Evnrapua Ha 12 KOHW 2018r.

LlenTa Ha ceEWTHETD & g3 NoMorHe aa PEEGEPETE KaK MOHETe 03 BAbXHETE HWBOT Ha OdaHHWTE CW, 44 W3rpaxgaTe
OTYETHM C NoMowWwTa Ha Power Bl W aa AHANMIUpaTEe AAaHHWTE N M3YEpna TETEH W yYBRASKE TETEH HAaYKH.




Me BpeMe Ha ceMWHapa Yy4YacTHUUWTe We HPHAGGHHT?HEHHHTH Fik= N

C BLpIBAT, KA4BAT W TpaHn:an:an WPaT AaHHW 0T pasaAnu4HK M3 TOYHKLKA
F\H-E.I'H'131'1FIEIT CBOWMTE A3HHW € MOWHKW WHCTRPYMEHTH 38 BU3Yanuiauna
|.’13FFIE| AT M3YEpNATENHHN OTHETH

Cnoaenart W3rpageHUTE OTHETKH C EKMNa MTE CH

CEMUHAP®T € MILAND NPaKTIY MEH M & NoAxXo AAL, 38 GUSHEC aHaNMEaTOP W, CHCTEMHIWM @ AMMHWC TRATO
MEHWUAKERW, KT CNeumanie Ti.

PEFMCTPUPAN CE

*gxof cBoBo0eH, HO MECTATa B 33NATa €3 orpaHUYeHy M & HeoBXo0WMa NpedBapMTeNHa perncTpauma oo 10
oHW 2018T.

Hue oT DTC EbArapvA NOMaraMe Ha KoMNaHWATE 03 WaBepaT Hai-nogxonsweTte ERP f CRM /Bl peweHne
No NeTA KbM QUIATANHATa TPAHQPOPMALKMA Ha GUaHeca cA.
M PTC Exnrapug

HEK deTe A4 Npo ik TE @ NonyvyaeaTte MERTK

oT OTC Ewrapus,Mena nocnefeaiTe NMHKa
AE CE
MoweTe 48 CE 0 TKAKETE 0T NOAYYBAHETD HA wHpopmaywr o7 OTC no BCAKD BpEME

MM3TE BENPOCH, MOAR HE CE KOABBaATE 43 CE CBR
F1836 63 wwminfo.bg. fts—eu.com




From: Mopaanka Xpuctosa ot MTC Buarapua <info.bg@fts-eu.com>

To: jtoms(@abcbg.com
Subject: BG_Financial Data Talk & Beer
Date: Thu, 6 Dec 2018 08:23:07 +0000 (UTC) (6.12.2018 10,23,07)

27 Hoemepwn 2018, 15:00 vaca, Microsoft Innovation Center
AKO MWCMOTO HE C& BU3Yyanuanmpa NpaBnaHD, MONRA HaTUCHETE TyK

Data, Data & Data. MndopmaymaTa e ece no-uygHHa 1 B No-ronemMu Koan4ectea. Kak obave
PUHaHCOBMTE YCAYTW C& MPOMEHAT M3BAN4alIKA NoN2a 0T Hea?

Ha 27 HoeMBpW, BTOpHUK, 3aegHo ¢ Konerute or A4E w Microsoft Bearapua we
o6cbaMM Ha no Gupa ToBa U oL e MHOTO.

27 HoemBpn 2018 r.
15:00 - 17:00
Microsoft Innovation Center

crpanga WHkyGartop, etamx 1



Perncrpupaimre cel

OvakeaMe B1 Ha 27 HoeMepw B Microsoft Innovation Center!

Mozgpaew,

HDPAHHKH XpucTosa

Marketing Executive

FTS Bulgaria | ERP, CRM, ECM, BI, Services
vhris fts-eu.com

Moseve 33 HawaTta MoauTHKa 33 Nos EPUTEAHOCLT M 3alyHTa Ha AHWYHKTE daHHH MOMKe fa BHgHTE
T) JamcBakikK ce 33 cebMTHETO, BHE Ce ChIIACABATE AaHHWTE BW 428 OuaaTt ChXPaHABaHK W




netpeak_bg

@ BeoneTvd 3a mecey Hoemapd 2018

Total sent: 1498

Cpen rate

4.83%

unsubscnbe rate

bounce rate

plaint rate



netpeak_bg

Total sent: 1498

open rate

complaint rate




@ Bionetis 3a mMecey Hoespd 2018 @ bBionetan 3a Mecey oxTonepd 2018

0 BronETHH 33 MECEW HOE..,
i DMOMETHH 33 uMecell OKT,




| sent: 1498
Total se




Triggers




Attention getting Triggers

Surprise & Unexpeciedness
Movelty

Controversy

Anticipation

The Event




Facts of Life Triggers

Facts of Life
Triggers




Trust Triggers

Intimacy

Likeability
Personal Revelations
Achilles Heel

Special group

Credibility

Track Record
Qualifications

Endorse ments
Concreteness / Specific




Community Triggers

Commumiy Trlggers 'g

Social Proof

Reciprocity

Common Enemy

Competition

The *1 Don™t Want You™ Trigger
Interaction and Conversation




Hot emotions Triggers

vanity
benevolence
insecurity

anxiety




More Triggers

Beliets and Values

Fresh Ideas
The Big Idea




TE CA HOBWUTE 3BE3OM
HA KOJNEOA!

R E———.

TOBA E CBETHT HA XMAS EFFECT -
HAM-CKPOMHOTO LLIOY 3A CHPHTH

TANAHTK B CBETA!




Tas3u Konega BBDO Group BG opraHmsnpa cbcte3aHMeTo Xmas

EFFECT — bes cueHa v Bogell,. be3 necHn u TaHUW. be3 61ACHK U
nygpa. bes SMS-u u cbnsu.

EAMHCTBEHO M caMOo C repon, KOUTO ce BOPAT 3a MEeUYTUTE CU, U XYpW,
KOeTo cTe Bue!

Otkpunte ceeta Ha Xmas EFFECT — Han-CKpOMHOTO LLIOY 3a CKPUTK
KosiegHu TaslaHTK B cBeTtal
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powered by

BBDO GROUP BG

CenckaTa lNpbyka -
ambuumnpaHa aa neyenu napu

PoooMm oT Manka, HO OOCTa KWTHa FopuyKa
kpad Mono Bbphoo. BUno nponeTeH AeH W
oBYMUKMTe Bneenn HAkak no-Taka, .Tan
Mpk4ka He e ckBcem  obwkHoBEHE",
npopokyeana Baba i, CTapaTa LpAHOBULE
owe Toraea. -ua MNpbyka e pacha B
ropaTa W NoHAKora TOBa cW AudK. ToBa,
KOeTo W JAWNcea KaTo Knaca W uHec
obave, TA KOMMNEeHCWMpa C BCEMNOMWTAELLE
ambuuma W npuvpodeH 4ap, A0 ronama
cTeneH, AbM¥aw, ce Ha JekaTa W
BABPEEHOCT MPW CBETCKW W3ABK, FoNAMaTa
A Len e A3 QOKaME, Y& NMPoW3KoLET HAMS
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Happy Holidays
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MARKETING COMMUNICATIONS




UK DELIVERY

GLOBAL DELIVERY

HARRODS.COM

LAST
ORDER DATE

FOR UK DELIVERY®
DECEMBER 16TH

DON'T MISS OUT

THIS CHRISTMAS

Get into the Christmas spirit with one of our festive Food Hall hampers.

SHOP HAMPERS

GIFT CARDS

HARRODS.COM

06O




e can offer up to

Jotting Hill Gate, Newcombe Hou.

product rele




TRALEE REGIOMNAL 12 DAYS OF CHRISTMAS 2015

“wborts & | eisure

€

=

12 DAYS OF CHRISTMAS DEALS

Our 12 Days of Christmas Deals starts ol

Day 1 the 7th December, to Day 12 on the 18th December
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Merry Christmas!
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Ouwe ngeu 3a email mapketnHr kamnaHmn no Konega?



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

1. be3nnartHa gocTtaBKa



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

2. be3nnarHa | Ha CUMBOJIMYHA LEeHa KoJsiegHa onakoBKa



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

3. besnnarHn | HAa CMMBOJIMYHA LieHa KoNMegHU KapTUYKN KbM gocCTaBKaTta
3-5-10 Ha 6poi



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

4. Kbm aocTaBKaTa — XapTUeHa KapTuukKa 3a KveHTta ot Bac!



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

5. KonegeH nogapbyeH Bayyep



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

6. KonegHa 6narorBopuTtesiHa akuus



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

7. KonegHa Tom6ona ¢ Harpaau oT BCUYKN KNMEHTU | NOPBUKU



Ouwe ngeu 3a email mapkeTnHr kamnaHun no Konega!

7. KonegHa Tom6ona ¢ Harpaau oT BCUYKN KNMEHTU | NOPBUKU
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KOHLS

FREE SHIPPING WITH 350 PURCHASE |5 b o o e o

from our family to yours.

With the warmest of wishes,

All of us at Kohl's

PS. Enjoy 25% OFF online today only

Cyou know, just in case).”

de STOCKINGS

SHOP MOW

GOT A GIFT CARD? rRedeam it in store or online now! ! AR

AFTER

EARLYBIRDS CHRISTMAS SALE
SATURDAY, DECEMBER 26 60-70% OFF
OMLINE: 12AM-3PM (CT) ———— e :
IN STORE: OPEN-IPM (LOCAL TIME)® WITH LLEARANCE V'OU DON'T
WANT TO MISS!E
Erchi Dacamber 30,




BEN SHERMAN

FREE SHIPPING ON ALL ORDERS OVER $200

"y
Last Holiday 1
DELIVERY DATE

ORDER BY MIDNIGHT
MONDAY DECEMBER 17TH

SHOP NOW




$2 Off
Coupon

| |2 2

MINUTES SECONDS

Till the Show Ends!

Instantly receive a $2 off coupon code to use
online for the Christmas Lite Show!

Mame

Email

GIVE ME THE COUPON CODE!




You can include a lot
more information in

emails—links, images,
long-form content—and
your audience can check
them out when they have
the time.




INCREASE YOUR BRAND AWARENESS BY EMAIL MARKETING

EASY TO SHARE EMAIL MARKETING

What are the

BENEFITS

oF EMAIL
MARKETING

\
‘—o EMAIL MARKETING CAN BE MEASURED

\—. EMAIL MARKETING IS VERY COST EFFECTIVE




For ten years in a row, email is the channel generating the highest ROl for marketers.
For every S1 spent, email marketing generates $38 in ROI.

Paid
! ispiay i scarc l Email










Save 51.00 on any OME (1) Activia A-pa ck
or share with your friends
and save $1.50 on any ONE (1) Activia 4-pack.

GOl S St Offc T

250%

CAMPAIGN RESULTS

mmm) REDEMPTION DATA

40,000 22000k

mmmp ENGAGEMENT
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Integrated Planning:
Always-on +
Campaigns

Multi-channel
Analytics

DIGITAL

Email EXPERIENCES:

marketing - - y
Marketing Desktop, Mobile,

Automation In-Store

Social media
marketing

Content
Marketing




Emalil marketing project



O6LL10 N3NCKBaHeE:
0a e eauH hann
dopmaT doc nnam ppt.

Mo>xe na e Google docs (3aa4b/IKNUTENHO Oa € JIMHK CbC
cBoboneH goctbun) unm damn (docx, pptx). Pannose,
KOUTO HEe Ca OOCTbMHN NN CbC cnoXXeHn 10 oTaesiHu

CKPUMHLLOT CHUMKWN HSAMa Oa 6baaTt npernexxaaHu.



Email marketing strategy

ObscHeTe HaKpPaTKO KaKbB € OM3HECHT.
KaKBa e CcTpaTermaTta my.

KakBa e cTpaTernaTta Bu 3a nmMmenn KoMyHukKaunmTe?
3a KakBO Lle ' n3nonssarte?
KakKBIN Cca LesinTte, KOUTO CU NnocTaBAaTe?



Email marketing
software setup (inc.
Listing setup)

[ToKa>xeTe KaK CTe Cb34aJIn N HAaCTPOUJIN aKayHTa BN B
nMmenn copTtyepa, KOUNTo nsnonseate. Kak cte cb3aoann v
HacTpouan nMmenn cnucbumTe. MMma nn NoaxonALLo
HaunMeHyBaHe Ha KoslloHUTe (B mailchimp)?



Segmentation strategy

HanpaBeTe e noaxoasila cermeHTauma Ha 6a3a Ha
noctaBeHUTe nmens n mnsHec ctpaternn. Moxe na bbvae
ornncaHa NMUCMeHOo nan 4pes3 n3obpa>keHns na ce
NICTpUpa.



Email campaign
(design and content)

[lpencTtaBeHaTa KaMnaHna nma nobpa Bu3yanmsaums, cbobpaseHa
C U3NCKBaHUSATA, KOUTO Ca obcbaeHn no Bpeme Ha nekumnd. C
orpaHunyeH Ha 6pon ocHoBHU Pokycu n CTA, KOUTO Aa Haco4BaT
BHUMaHMeTo. [lpaBonncHo e n3paaHa. PopMmaTupaHa e no
noaxoasil 3a YeTeHe HavyunH (yoebeneHm 6ykBu, KpaTKu
naparpadu, o3arnassaBaHe). Hann4dHm ca nobsvp subject line,
header/ footer, 6yTOHNTE 3a CcoLMaJIHa Means He ca B Ha4yaJIoTO Ha
TeKCTa, C roJslieMun 3Haumnm n He ca (pokKyc B nmeunna.
[TlpenopbynTENHO € Aa UMa NNYeH efieMeHT. lNpumMepbT 3a email
campaign oTroBapd Ha 3asdBeHaTa UMeWnn cTpaTerus.



List Building - 20+ collected

ObscHeHue 3aLl0 ca CbCTaBEHM NO TO3M HAYUH UMEWNJT
cnncouuTe. la nma Hag 20 nMensia, KOUTO Oa ca
cbobpa3eHun CbC CTpaTermdaTa 3a cerMmeHTmnpaHe. (Hanp.
JINCT 3a XopaTa OT CbbuTme; NNCT 3a NapPTHLOPWU; JINCT 3a
JIOSIJTHN KJIMEHTN)



Summary/ Analysis of the results

AHann3 Ha pe3ysTaTuTe OT UMenn KaMnaHuaATa.
[lpocnengsBaHe Ha OCHOBHUTEe Noka3aTtesin. KoMmeHTap
Bbpxy obema Ha emall list-aTa. KakbB e delivery rate-a?
NMma nn hard bounce, ako Aa Ha KakKBO Cce AbJ1IXXKN? KaKbB
e open rate, click rate, click-through-rate? Kak ce paHkK-Ba
KaMMaHndaTa N HEMHUTE NMokKa3aTesan cbobpa3Ho Te3n B
NMHOYCTPpUATa? KakBu Ca orpaHn4eHmnsaTa Ha
n3cnenBaHeTo (aKo e caMo C rpynarta OT KypCUcTuTe B
SoftUni Hanp. nam "ctynen" mailing list)? Kbaoe Mmoxxe aa
ce nooobpun? Nmenn KamnaHugaTa gonpuHecsna v e 3a
N3MNbJHEHNETO Ha bu3Hec uennte nan He?



bnaronapsa su!



SoftUni
Digital

Thank you for your attention!

JustineToms.com
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