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Is email still an effective 
marketing tool?

If your e-commerce website is the heart of your business, then you’re going to be seeking 
ways to send traffic to it at all times so that it can keep thriving. SEO and PPC may have 
become the flashy new techniques used nowadays in digital marketing, but they can be 

mercurial at times thanks to a variety of factors. However, there’s one channel that is still 
highly consistent in generating traffic and sales for your website. 

What channel is that? Simply put, it’s email. Email helps you get in front of your customers 
directly when you want to communicate with them, rather than when Facebook or Google’s 
algorithm decides to let you, and lets you market in the end users’ personal space of their 

inbox.

It’s clear to see that email is one of the biggest and best channels for marketing in today’s 
digital world.  It’s also one of the most tenacious channels, with the first email being sent back 
in 1971 between two computers sat next to each other. Unfortunately it wasn’t exactly an earth-

shattering email, as according to its sender, Ray Tomlinson, it consisted of “something like 
QWERTYUIOP.” 

We’ve come a long way since then as technology has developed dramatically. With 121 emails being the 
average number that an office worker receives each day (source: reference 1), companies need to be at 

the forefront with their email marketing to avoid being overtaken by their competitors. In this article, 
we will explore ways to enhance your email marketing campaigns, as well as discussing potential pitfalls 

that you may encounter.
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Things to consider when 
creating an email

We’ve broken down email marketing into eight 
separate sections that you should keep in mind before 

creating an email marketing campaign. They are:

Subject lines

Email design

Responsive designs

Compatibility

Deliverability

Email triggers and 
automation

Personalisation

Data
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Subject Line /
Super Subject 
Line
Your subject line is your first 
point of contact with the end 
user. 
69% of email users would mark an email as spam 
based solely on the subject line (source: reference 2), 
so this is incredibly important to get right as a bad first 
impression with your first email can lead to the rest of 
your emails being blocked from the users’ inbox.

As a general best practice, we recommend that subject 
lines are between 40 and 50 characters long. This is 
to ensure that recipients can read the entire subject 
line across any device with ease, and won’t mark them 
as spam. If possible, and dependent on your brand 
guidelines, you can also use emoji’s to make your 
message stand out more in the inbox. Your subject line 
should consist of your best offer or pose a question 
the end user can relate to with your super subject line 
backing this up with a call to action.
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Your email design needs to be eye-catching and 
engaging for customers, as otherwise, there’s 
going to be no interaction between them and the 
email. We’ve partitioned this down into specific 
sections as a general guideline for you to use 
when creating email campaigns.

Email design

Layout

The layout of the email itself needs to be between 
500 and 650 pixels wide, so it is compatible 
across all desktop devices. Above 650 pixels 
and the email will not be rendered correctly in 
many desktop client viewing panes, with 79% 
of all emails now opened on a mobile device 
(source: reference 3), you really need to be 
thinking mobile-first when it comes to your email 
campaigns. Ideally, they also need to be portrait 
orientation as well so that they display properly 
across all devices.

When it comes to specific types of emails, such 
as e-commerce emails, you also need to take into 
consideration the amount of columns in the email. 
2-3 columns is the recommended number, as this 
allows you to display a variety of products without 
taking up too much screen real estate, as well as 
allowing them to be displayed in an aesthetically 
pleasing manner without them being squashed 
into each other.

And finally, you should use your brand colours 
as long as they’re eye-catching and won’t clash 
horribly in the email itself. This helps to reinforce 
your brand image unconsciously, as well as 
providing a good design for the email. If your 
brand colours aren’t eye-catching, then it is 
recommended that you add some eye-catching 
colours in where possible.

Header

Consider introducing a navigation to your emails. 
This will give the end user the option to discover 
alternative categories to the content displayed. 
This is even more relevant for e-commerce email 
marketing campaigns.

A good start to improving your email header is 
ensuring that your logo is bold, crisp and clear so 
that recipients know exactly who the email is from. 
Secondly, there needs to be a ‘View in Browser’ 
button placed at the top, as some email clients, 
such as Outlook, do not support CSS animations 
properly. This in turn affects your interactivity in 
emails, which can affect how recipients engage 
with your email, so as best practice, include the 
‘View in Browser’ button in the header of the 
email to ensure the user has the opportunity to 
experience the email in all its glory.

Additionally in the header, you need to include 
the unsubscribe link. We recommend that you 
don’t try and hide it. If a recipient really doesn’t 
want to receive your email and can’t find the 
unsubscribe button, they will simply flag your 
email up as spam. This will affect your user 
reputation due to the amount of spam complaints 
you could potentially receive, and ultimately 
impede your deliverability, as a result of hiding the 
unsubscribe button.
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Hero banner

With the hero banner, you need to put your best 
offer at the forefront of the email. We recommend 
that it is a strong offer that is bold, eye-catching 
and engaging so that customers will have a good 
reason to click through on your email. Adding in 
a clear and concise Call to Action (CTA) directs 
customers to the top of the conversion funnel, 
so make sure that your CTA links properly to the 
landing page that promotes the same offer in the 
email.

Content
Shorter is better when it comes to email content; 
people won’t scroll through long emails. Ensure 
that your content messaging is crisp and concise, 
and similarly to the hero banner, ensure that any 
CTAs are correctly linking to the appropriate 
landing page.

One of the biggest things to be adopted in 
recent times is personalisation in email content, 
mainly in the text of emails. This can be anything 
from simple examples such as using a customer’s 
name in emails, to more advanced techniques 
such as sending an email filled with specific 
products based around what customers have been 
searching for on your e-commerce store.

Another thing to do in your content is to test what 
works and what doesn’t work. We recommend A/B 
testing with the products that are incorporated 
into emails, such as their images or even what 
products are selected in general, to see what 
works and what doesn’t work. And speaking of 
images, you should be using high quality images 
in your emails, as this is one of the key factors for 
selling your products.

One final point that we can recommend at this 
time of year is theming your email. For example, 
using Black Friday as a theme and a time limit for 
your deals. This is one of the biggest shopping 
events in the calendar, and if you’re not prepared 
for it across all your marketing channels, then you 
really should be making steps toward preparing 
for it now. Another theme you should be exploring 
is a Christmas theme for your emails at the 
appropriate time of year, so add the snow or 
reindeers as this will enhance the user experience 
overall. 

Footer 

Your footer should contain your business details, 
as this adds to both general user experience and 
also helps to cement your brands trustworthiness 
at the same time. You can also include your social 
media links here as well as your contact details 
such as your email address and telephone number, 
as this proves a good way for people to contact 
you after reading your email. You should also 
include another unsubscribe link, as this proves to 
be best practice.

Typography
We’ve found that certain email clients, such as 
Outlook, default to certain fonts if the font you 
are using isn’t supported. For example, Outlook 
defaults to Times New Roman, so you need to be 
aware of this when creating an email. It’s great 
to use your brand font, but you do also need 
to ensure that you have a backup font that is 
compatible with Outlook and other email clients 
so that it doesn’t ruin your carefully designed email 
when it doesn’t display properly.

These backup fonts can include Ariel, Ariel Black, 
Comic Sans MS, Courier, Impact, Times New 
Roman, Trebuchet MD, Verdana or Georgia.
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Responsive 
Designs

There are several important things to consider with responsive design 
emails, which includes bearing in mind the layout. Single columns work 
best on a mobile or smaller device screen, as a three column email will 

end up getting squished when viewed on a mobile device, whereas a single 
column email with the addition of padding brings the text into the middle 
of the screen and ensures that content isn’t falling off the side of the device 
screen width.

Additionally, ensure that you have a CTA above the fold, as people aren’t 
likely to scroll down in a mobile device, so you need to make sure that the 
CTA is as visible as possible at the top of the email. If you’re using a button 
as a CTA, then try and make sure that they’re 80% of the screen, to allow 
customers to tap on them with their thumb easily. Avoid hyperlinks as they 
can be hard to click with your thumb on a mobile device.

Content should be another consideration for responsively designed emails. 
In addition to our earlier point about content in the previous section, you 
should ensure that content is even shorter if you’re going for a mobile-first 
email, as people aren’t likely to scroll through. Consider promoting between 
6 and 8 products in an email, as this is often the limit that people will look at 
on an email.

Your product images should be optimised for mobile, and be as high quality 
as possible whilst still being quickly loaded up. If they don’t display correctly, 
or can’t be downloaded at all, then you may end up with a spam complaint 
on your email when your customer gets frustrated with a non-working email.

One final consideration is testing the email to ensure that it works smoothly 
across all devices. Don’t be afraid to bounce it around the office before 
sending it out, or use specialised testing software available from Litmus or 
Adestra, to ensure that it displays properly across all devices. It’s no good 
making an email look great on Gmail when Outlook decides to not display it 
properly, so testing heavily at the end is recommended highly!
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Email 
Compatibility

As we touched on in the previous section 
around responsive designs, you need to 
ensure that your emails are displaying 

properly across all email clients. Gmail, 
Outlook, Yahoo and even AOL all display emails 
differently, which is dependent on a number of 
factors. These can include what elements are 
supported or are disallowed by the particular 
email client, such as specific CSS elements 
being supported or not by different clients.

On top of this, you need to ensure that your 
email is displaying correctly across a range of 
devices, which very quickly becomes complex 
as you need to factor in whether someone is 
checking their Yahoo email client on their phone 
or on their desktop, for example, or if they have 
a Gmail account. As such, your coding skills 
will need to cover every email client, which 
can require a lot of testing to ensure that your 
emails are compatible with every client.
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Improving Your 
Deliverability

O f course, it’s no good building a fantastic 
email that works in any email client if it’s 
only going to end up in the customers 

spam folder and not their inbox. Ensuring that 
your email can be delivered is all based around 
your sender reputation. The lower your sender 
reputation, the less likely your emails are to get 
to users inbox, and conversely, the higher your 
sender reputation, the better chance you have 
of reaching the users inbox. 

The main metrics used to calculate your sender 
reputation fall into two categories; spam 
complaints and unsubscribes. There are several 
tools out there that can help you calculate 
your sender reputation, which work on either 
evaluating an IP address or a domain.

How to build up sender 
reputation

When it comes to building up better sender 
reputation on an IP address, you need to start 
small. Sending out emails to a small group of 
recipients that are guaranteed to open the 
emails is a good start, as this can then be 
gradually increased to more recipients over time 
as your sender reputation increases.

If you’re monitoring your domain for your sender 
reputation, then it may be worth setting up a 
sub-domain to send emails from specifically, 
as this can then be closely monitored and 
fixed where necessary. If you suspect that your 
domain may be blacklisted, then we recommend 
that you use one of many online domain 
graders as we’ve found that they work great for 
determining how well your domain is performing 
in regards to your email sends.

Keeping your data clean will also help improve 
your email sender reputation. Purging contacts 
who haven’t opened an email in the last four 
months, for example, can help improve your 
sender reputation.
Sending frequency also plays an important part 
in both your sender reputation and general 
business, as too many emails can get you 
marked as a spammer, whereas sending too few 
emails will start to affect your revenue. 

Unfortunately, there is no one clear solution to 
how many emails you should send and when, 
so this will require further testing to find out 
just how much your audience interact with your 
send volume versus the effect on your top line 
revenue.

Finally, we recommend that you can also include 
your brand or domain name in your from and 
reply-to names, as these will help make your 
email feel both professional and trustworthy to 
customers that you are sending to.
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Email Triggers 
& Automation

Thanks to the improvement of technology 
nowadays, automation in email marketing 
is now possible. In short, automation is 

sending an email when a particular condition is 
met. Previously automation was mostly limited 
to sending a confirmation email whenever your 
customer made a purchase, but nowadays, 
thanks to the rise of email triggers and 
improvement in the sending technology, you can 
now send emails around a variety of triggers.

These are mostly behavioural triggers, such 
as sending an email if a customer abandons 
their cart during the checkout process, or as 
a promotional opportunity after someone has 
purchased from you. For example, if someone 
purchases a razor online from you, you could 
follow this up with an email trigger that 
automates an email to be sent 3 months after 
the date of purchase with offers based around 
purchasing shaving gear.

Other email triggers can include anniversaries, 
birthdays, or even to alert people when an item 
is back in stock. As such, there is a wide range 
of email triggers available for you to use to 
increase your email marketing usage. As for why 
you should be using automated emails if you’re 
not already, we’ve listed a few reasons:

• They save time, money and 
resources

• They continue updated 
communications between your 
company and the end user

• Allows you to create highly 
personalised campaigns

• Send time-sensitive emails to users 
in other time zones

• Little to no maintenance required 
once set up

• Reduces errors by removing human 
interaction

With the range of reasons above, if you’re 
not using automation in your email marketing 
campaigns, then you’ll be quickly overtaken by 
your competitors who are using it.
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Personalisation

We touched on this in the previously, but it’s 
worth reiterating as one of the major things 
you need to consider when creating an email 

campaign is personalisation. Personalisation doesn’t 
just have to end at using the customer’s first name at 
the start of the email; instead it can be used across 
a much wider range of scenarios than you may have 
imagined. 

From fairly basic fields such as gender, age and 
interests, to more advanced scenarios such as 
geographical locations and even the weather in 
that particular geographical location, transactional 
data from past purchases and behavioural data, 
personalisation is here to stay and will only improve 
and become more targeted towards the customer 
as more companies take it up. Plus we’ve seen 
some impressive stats when companies start using 
personalisation – 29% higher unique open rates, 41% 
higher unique click through rates, and 26% higher 
conversion rates just from a personalised subject line. 
(source: reference 4)

OCTOBER 2017

29% higher unique 
open rates, 41% higher 
unique click through 
rates and 26% higher 
conversion rates



©Infinity Nation. All Rights Reserved.  13 / 16

Data

However, you can’t carry out personalisation 
without any data. And your data is only as 
good as you make it, so how can you go about 

improving your data so that it’s the best possible 
quality?

For starters, you can remove undeliverable addresses 
from your customer database. This will also help 
your sender reputation, so you should already be 
doing this. Another process you should implement 
is eliminating unsubscribes from the database, as 
again this will improve your database and your sender 
reputation as well.

You also need to consider how you obtain your data. 
We highly recommend that you don’t purchase a list 
of names and email addresses, as this can get you in 
trouble for using data in an unauthorised fashion. With 
the GDPR being implemented in the first half 2018, 
email senders will be more regulated than before, so 
it’s worth getting into best practice habits now, rather 
than later on.

Additionally, you should also be optimising your 
existing data capture processes at the same time. 
Where possible, we recommend that you set up a 
system which captures the customer’s name, email 
address, interests and birthday date, as this can 
help with the personalisation as well as offering you 
the opportunity to offer them something on their 
birthday, which in turn increases sign ups to your email 
database, as long as you clearly state the purpose of 
the use of the data upon a customer signing up.
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If you’re wondering how to further 
improve your email campaigns, or need 
some more advice on how to clean 
your email data up, then we’d love to 
hear from you. 


