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Introduction 
 
In a difficult economy you need every advantage you can get 
over your competition. 
 
One marketing topic that has been getting a lot of attention over 
the last few years, with good reason, is email marketing. Some 
business owners get it right and use email marketing to help their 
business thrive. 
 

Others fail to understand what email marketing is really all about. 
They do it wrong, get frustrated, think it doesn’t work and then 
miss out on one of the best marketing opportunities out there. 
 
Email marketing works. Not only for big corporations, it also 
works well for just about any kind of small and/or local business 
imaginable. But you have to do it right. 
 
The businesses that are doing email marketing the right way are 
getting incredible returns on investment, they sell more of their 

products and services to their current customers and they find 
new customers easier and for less money. 
 
In this special report you’re going to learn about the most 
important elements to understand in order to create email 
marketing success for your business. 
 
How to do these things is too involved for me to show you here. 
However, you can learn all you need to know to get your business 
started with email marketing success fast and simply with my 

one-on-one coaching program. You can check it out by clicking on 
this link. 
 
You can do this! And you’ll see the results reflected in your rising 
sales curve each and every month. 
 
Let’s get started.  

http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
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Why you should be using email 
marketing right now 

 
Simply look at the numbers to get a good idea why email 
marketing – done right – is an excellent marketing method for 
your business. 

 
 66% of marketers say eMail delivers an excellent or good 

ROI. (Econsultancy.com) 
 For every $1 spent, $44.25 is the average return on eMail 

marketing investment. (Experian) 
 7 in 10 people say they made use of a coupon or discount 

from a marketing eMail in the prior week. (2012 Blue 
Kangaroo Study) 

 44% of eMail recipients made at least one purchase last year 
based on a promotional eMail. (Convinceandconvert.com) 

 Content marketing (primarily through eMail) costs 62% less 
than traditional marketing. (DemandMetric.com) 

 Companies that excel at lead nurturing (primarily through 
eMail) generate 50% more sales-ready leads at 33% lower 
cost. (HubSpot.com) 

 Roughly half of an email list will be active – either opening 
or clicking on emails. (Epsilon) 

 Emails that include social sharing buttons have a 158% 
higher click-through rate. (GetResponse) 

 Most email marketers are at least doubling their money 

(even in this down economy) 
 Email is expected to grow to $12 billion by 2016 and email 

traffic is estimated to grow to over 192 billion emails sent 
per day by 2016. (The Radicati Group) 

 
Are you getting it? Numbers don’t lie. 
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You may be asking yourself, “So, what is the right way to do 
email marketing?” And, “How do I get started?” 
 
The right way involves “content marketing.” 
 
Reading this report and following up on what you learn is the best 
way for you to get started. 
 
Content marketing isn’t just the wave of the future. It’s a proven 
way to market your products and services right now. 

 
Some of the biggest corporations in the world like Coca-Cola, 
Sears, Virgin Mobile, American Express and Marriott are using it 
with great success.  
 
And it isn’t just for the big brands, small local businesses and 
one-person operations like online bloggers bring in a lot of cash 
with email/content marketing as well. 
 
Big, small and all sizes of businesses in between are using 

email/content marketing to great success. And you could to. 
 
We’ll talk more about what content marketing is in a later 
chapter. 
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Key elements for a successful 
email message 

 
You’re well familiar with the way an email message looks, so I’m 
just going to point out the things you’re used to seeing here and 
there, but should be in every email you send. 

 
The “From” line 
Many companies just put in the company name here, but a better 
way is to use the name of a living, breathing person as well. 
 
The “Subject” line 
This is where you put in a short description of what the email is 
about. It should be less than 50 characters and relevant to the 
message you’re sending. 
 

People who receive your emails will want to know who it’s from 
and if the subject matter is interesting to them. You have to do 
well in this first step – get your emails opened – to be successful. 
 
Company branding 
Make sure you always include your logo, company colors, a 
conversational tone and other elements consistent with your 
branding in each email you send. 
 
Strong content 

Make sure that what you have to say in your message is clear, 
concise and relevant to your audience. Help them solve their 
problems, give them useful information and/or entertain them. 
Remember, content marketing is all about helping your audience 
and far less about you and your company. 
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Call to action 
At the end of your article, or other form of content, you should let 
your audience know what you would like them to do as their next 
step. 
 
Maybe it’s to check out another piece of content or to consider a 
solution to their problem (perhaps a soft pitch for one of your 
products or services). 
 
Social sharing buttons 

Make it easy for your reader to share your email/content with 
their friends, family and colleagues. Let them do it by forwarding 
your email or sharing on Facebook, Twitter or one of the many 
social sharing platforms. 
 
You never know, your content could go viral and put your 
message in front of many thousands of people more than those 
you sent it to directly. 
 
CAN-SPAM compliance 

This involves some of the legal aspects of email marketing like 
having an unsubscribe link, including your physical address and a 
few other things you must do. 
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Email service providers –  
the basics 

 
An email service provider (ESP) is a company which offers email 
marketing and/or bulk email deployment services and they may 
provide tracking information showing the status of email sent to 

each member of an address list. 
 
Following is a more specific list what some of the more popular 
ESPs will do for you. 
 

 Provide premade templates for your email message layouts. 
 Give you the ability to create forms for subscribers. 
 Give you tools to segment your mailing lists. 
 Help you manage your lists (unsubscribers, bad email 

addresses, add subscribers, etc.) 
 Provide auto-responder services. 

 Provide reporting (how many emails were opened, bounced 
emails, click-through rates, unsubscribe rates, etc.) 

 Add personalization to your email messages. 
 Give you the ability to test an email message before you 

send it to the masses to make sure everything is working 
properly (links, personalization, etc.). 

 Give you testing capabilities (such as A/B split testing). 
 
List of some of the more popular email service providers. 
 

 Aweber 
 Cheetah mail 
 Constant contact 
 Exact target 
 Get response 
 Icontact 
 Mailchimp 
 Silverpop 
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The legalities – CAN-SPAM 
 
When it comes to the legal aspects regarding email marketing, 
the most important issues have to do with the CAN-SPAM act. 
 
CAN-SPAM is an acronym that stands for: Controlling the Assault 
of Non-Solicited Pornography And Marketing Act of 2003. 

 
Violations of the CAN-SPAM Act can cost up to $16,000 for each 
single one, so you might want to take it seriously. Some disagree 
about the serious nature of the CAN-SPAM Act citing what they 
perceive to be a lack of enforcement. 
 
Some of the main points of the CAN-SPAM Act can be boiled down 
to the following. 
 

 Don’t use false or misleading header information. 

 Don’t use deceptive subject lines. 
 Give your physical address. 
 Tell recipients how to opt out of receiving future eMail from 

you. 
 Honor opt-out requests promptly. 

 
If you’re interested in the specifics you can read all about them 
by clicking the following link. 
 
http://www.business.ftc.gov/documents/bus61-can-spam-act-

compliance-guide-business  
 
  

http://www.business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-business
http://www.business.ftc.gov/documents/bus61-can-spam-act-compliance-guide-business


Your Guide To eMail Marketing Success 

© 2014 Robert F. Hull  P a g e  | 10 
 

        5        
 

How to tell if you’re heading 
towards success or failure 

 
In order to tell if your email marketing campaigns are going in 
the right direction there are five Key Performance Indicators 
(KPIs) that you need to focus on. 

 
KPIs specific to email marketing include the following. They are 
normally expressed as a percentage of the total number of email 
messages that were sent in a single campaign. 
 
Open Rate 
This is the percentage of emails that were opened by the 
recipients. If you send 1,000 emails and 200 of them were 
opened then you would have a 20% open rate. 
 

Click-through Rate 
The percentage of recipients who clicked through the links in an 
email compared to the total number of emails that were opened 
in a given campaign. So, if you send 1,000 emails with 200 of 
them being opened and 10 emails had links in them clicked then 
your click-through rate would be five percent.  
 
Bounce Rate 
An email message that doesn't get delivered promptly is said to 
have “bounced.” Emails can bounce for many reasons such as the 

email address is incorrect or has been closed; the recipient's 
mailbox is full, the mail server is down, or the system detects 
spam or offensive content. These are typically grouped into two 
types: a hard bounce and soft bounce.  
 
A hard bounce is when there is a permanent error like sending 
to an invalid, closed or nonexistent email account. 
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A soft bounce is when there’s a temporary error like when the 
server is down or the recipient's mailbox is full. 
 
Unsubscribe Rate 
The percentage of people who remove themselves from your list 
when you send out an email campaign. An example would be that 
if you send out 1,000 emails and 5 people unsubscribe then your 
unsubscribe rate would be ½ of one percent. 
 
Conversion Rate 

This is the most important KPI. There are typically two conversion 
rates that you should be interested in: lead conversions and sales 
conversions. Sales is obviously the most important. 
 
Here are a couple of examples. 
 
Let’s say I had a business that served the same market, but 
wasn’t a direct competitor, send out an email for me with an offer 
designed to get them to sign up for my email list. If 1,000 emails 
were sent and 100 signed up for my list then I would have a 10% 

lead conversion rate. 
 
If I sent out 1,000 emails to my own list with an offer to buy one 
of my products and 25 people bought a product then I would 
have a 2.5% sales conversion rate. 
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The key to long term success 
 
The best way to adapt to changing markets and increase sales is 
to continually test key variables in your email messages. 
 
Testing is the key to success. 
 

Some of these variables that are typically tested in email 
marketing include the following. 
 

 The list 
 The subject line 
 How the message was communicated 
 The offer 
 The day/time the email campaign is sent 
 Images/videos used 
 The layout/design 

 Colors  
 Personalization (like using the name of the person) 
 The from line (whose name is used) 
 Text links and buttons 

 
The way to test is to do it one variable at a time. If you test more 
than one variable you won’t know which variable to credit for the 
success or failure, or if it was because of the two variables 
combined.  
 

The goal of your testing is continual improvement to find the 
sweet spot(s) which lead to more sales each and every month.  
 
Imagine how getting a 20% lift in open rates (for instance, by 
testing your subject line) could affect your lead and/or sales 
conversions. That one simple test could increase your sales 
revenue by hundreds or thousands of dollars. 
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Know the lingo 
 
One of the most frustrating things I had to deal with when I 
started getting serious about marketing through email, and online 
in general, was all of the new terminology. 
 
It would drive me nuts when I was in the middle of learning a 

new concept, or process, and then I ran into a term I was 
unfamiliar with. And it seemed to happen constantly.  
 
I would get absolutely stuck, and I couldn’t go any further until I 
understood what that one little word or phrase meant. 
 
So, I would have to stop what I was doing, go out on the Internet 
and search the term. Normally all I would have to do is read the 
definition (they’re not complicated) and I would go on my way… 
until I ran into the next unfamiliar term. 

 
These kinds of interruptions are time consuming and really 
frustrating. But you can avoid a lot of the hassle if you get a basic 
glossary of terms and phrases related to email and online 
marketing. 
 
Then you just scan the glossary quickly before getting into the 
nuts and bolts of email marketing to get a good idea of what you 
need to know. And keep it handy when getting involved with a 
new concept or process. 

 
You’ll save a lot of time because even when you don’t remember 
exactly what the term means you’ll be able to know where to find 
it quickly. Then you’ll stay on track and progress at a much faster 
rate. 
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Learning curves can cost you a lot of time, but you can breeze 
right through them when you have a guide to help you. And these 
email marketing terms aren’t difficult to understand. 
 
I would suggest that you get yourself a quick-reference glossary 
and keep it handy as you get into the details of email marketing. 
 
I’m sure you can do a quick search on the Internet and find some 
glossaries of online marketing terms for free. 
 

Another option is that you can check out a comprehensive 
glossary of email (plus online) marketing terms that I put 
together. I give it away free as part of my one-on-one coaching 
program for email marketing success. 
 
If you’re interested you can click on the link below and scroll 
towards the bottom in the section for the three free premiums I 
give away when someone signs up for my course. 
 
http://www.nobledirectmarketing.com/email-marketing-training-

small-businesses/  
 
  

http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
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Putting your email marketing on 
auto pilot 

 
How would you like to have part of your email marketing tasks 
done automatically for you; especially where the mundane things 
like redundant responses to the same kinds of inquiries and 

processes are concerned? 
 
Sound good? It can be done by employing an auto responder 
system. An autoresponder is a computer program that 
automatically answers e-mails that are sent to it. They can be 
very simple or they can be quite complex. 
 
Any good email service provider (ESP) will have an auto 
responder program for you to use as part of their service. 
 

I’ve used several ESPs, but the one I choose for my business use 
is Aweber. A free offer I use for one of my websites includes a 
series of email lessons sent via email. 
 
So, when someone subscribes to that email list they get the 
series of six lessons sent to them within a set timeframe (about 
two weeks for that particular series). It’s all done automatically 
once I do the initial setup. After that I don’t have to do anything 
no matter if 10 or 10,000 people sign up for that list. 
 

When you signed up to get this free report you were welcomed as 
a subscriber. The email that welcomed you was done using an 
auto responder. I didn’t have to do it manually. It was sent as 
soon as the action you took (your subscription) triggered it. 
 
Your auto responder will be one of your best friends when you get 
into email marketing, so you’ll need to spend some time learning 
about how to use it effectively. 
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Creating email messages for your 
audience 

 
Things have changed dramatically in the marketing world since 
the Internet came into play. 
 

Traditional advertising still works, but if you’re not using the 
Internet then your business is just leaving money on the table. 
 
One of the biggest changes has to do with the use of what is 
called content marketing. 
 
Let me give you a definition… 
 
“Content marketing is a marketing method that creates and 
distributes content that is valuable, relevant and consistent. It 

attracts, and acquires, a clearly defined audience with the 
purpose of driving profitable customer actions.” 
 
Even if you’re not familiar with the term “content marketing” you 
know what it is because you see it all over the Internet. 
 
Examples would include: eMail messages, blog posts, articles, 
eBooks, eMail newsletters, podcasts, videos, social media posts, 
webinars and white papers. 
 

Email marketing is critical for sharing the content mentioned 
above whether to alert your audience to a new blog post or share 
links to videos, articles or other types of content. 
 
Content marketing is all about carrying on a continual 
“conversation” with your audience: prospective buyers, current 
customers and former customers (when possible). 
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You never know when a person is going to be ready to buy. They 
buy on their own schedule, so you need to stay in front of them 
continually. 
 
The bottom line for savvy business owners is that they 
understand this proven marketing strategy: 
 
The business that has the most interesting and relevant 
conversation going on with a customer when they’re ready 
to buy, WINS! 

 
That conversation is what’s going to give you your competitive 
advantage. 
 
That conversation is conducted through content marketing. And 
using email to carry it out will be one of your most effective tools. 
 
I give you the proven process for creating content that your 
target market will want to read in my coaching program. You can 
read more about it here. 

  

http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
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The most important key to 
success – building your list 

 
You may have heard it said that “the money is in the list,” and 
that’s absolutely true when it comes to email marketing. 
 

It’s great to have a large list with thousands of people on it, but 
always build your list with this in mind: It’s far better to have 
quality than quantity. 
 
Some newbie email marketers get caught up with big numbers 
and focus on just adding people to their list thinking that the 
more subscribers they have, the more they will sell. That’s not 
necessarily true. 
 
You should focus on relevance. If you are a travel agent then 

build your list from sources having to do with travel. If you’re a 
realtor then try to get subscribers that have shown an interest in 
buying real estate (or maybe mortgages). 
 
That makes sense and is easy to understand, but I can’t tell you 
how many people new to email marketing will throw that basic 
wisdom aside if they feel they have an easy opportunity to add 
people – anyone – to their list.  
 
What happens is that they get low open rates, high unsubscribe 

rates and they get reported as being a spammer far too often, 
which can ruin the reputation of their business. 
 
Why? 
 
Because the content they’re sending is not relevant to the self 
interests of their subscribers. 
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There are many ways to build your email list in a sure, steady 
fashion that will pay big dividends over time. You just need to use 
the right ones. And “relevance” will be at the heart of that 
process.  
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How to get the knowledge you 
need in just five days 

 
Hopefully you’re not overwhelmed at this point. But if you’re 
feeling like there’s too much to grasp and then put into practice, 
I’ve got a solution for you. 

 
Yes, here comes the shameless plug for my 5-Day Email 
Marketing program where I teach you one on one as your 
personal coach and mentor. 
 
This is a highly concentrated coaching experience that produces 
results very quickly. There’s no fluff and no filler in this course, 
just the essentials that will have you up and marketing like a pro 
in five days. And each session should take you less than one hour 
of your valuable time. 

 
Anyone can do this whether you’re a small local business owner 
or someone interested in making money as an online blogger.  
 
During the five sessions together we’ll go through the five 
elements you’ll need for incorporating email marketing into your 
business… 
 

 E ssentials of eMail marketing – An overview 
 M etrics – How to measure success… some guidelines 

 A uto-responders – Putting your eMail marketing on auto  
   pilot 

 I rresistible content – How to create the content your  
  subscribers will want to read 

 L ist building – Your number one priority and secret weapon 
 
Once you finish you’ll be well on your way to increasing your 
bottom-line profitability in no time. 
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I’ve boiled the essentials of the curriculum down so that what 
you’ll receive is short and to the point. And then my coaching will 
help you make the right choices in applying the content to your 
specific business. 
 
Check out the special offer I’m running for a limited time. If you 
want to tap into the wealth of opportunities you’ll find through 
email marketing then now is a great time for you to stop thinking 
about it and start doing it. 

 
This coaching program will save you untold hours and give you 
instant expertise from someone who’s been there and done that. 
 
So, if you want to discover how you can apply what you learned 
about in this guide to your business, click on the link below to get 
started. 
 
http://www.nobledirectmarketing.com/email-marketing-training-
small-businesses/   

http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
http://www.nobledirectmarketing.com/email-marketing-training-small-businesses/
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ALL RIGHTS RESERVED. No individual part, or section, of this 
report may be reproduced or transmitted in any form whatsoever, 
electronic, or mechanical, including photocopying, recording, or 
by any informational storage or retrieval system without express 
written, dated and signed permission from the author. 
 
However, the full report, with all the information and links 
contained within, may be shared with anyone when this report is 
transmitted as one document in its entirety. 

 
DISCLAIMER AND/OR LEGAL NOTICES: The information 
presented herein represents the view of the author as of the date 
of publication. Because of the rate with which technology and 
conditions change, the author reserves the right to alter and 
update his opinion based on the new technology and conditions. 
The report is for informational purposes only. While every 
attempt has been made to verify the information provided in this 
report, neither the author nor his affiliates/partners assume any 
responsibility for errors, inaccuracies or omissions. Any slights of 

people or organizations are unintentional. If advice concerning 
legal or related matters is needed, the services of a fully qualified 
professional should be sought. This report is not intended for use 
as a source of legal or accounting advice. You should be aware of 
any laws which govern business transactions or other business 
practices in your country and state. Any reference to any person 
or business whether living or dead is purely coincidental. 
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