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The Evolving Role of Email Marketing:  

A three-part roundup of expert opinions and practical advice 

 

 

Part II: Best Practices in Email Marketing 
 

 

Despite rumblings to the contrary, email marketing still has a place in any marketer’s arsenal—in 

both the B2B and B2C arenas—but the landscape is cluttered with a growing number of 

marketers attempting to connect with their target audiences online. What do you need to know to 

stand out from the crowd and boost the odds that your email will not only reach its intended 

recipient, but also get opened—and prompt action? 

 

Some advice from the pros: 

 

Spend Time on the Subject Line 

 

The trick to getting people to read your email is to first get them to open it, says Ken Wisnefski, 

CEO of WebiMax, an Internet marketing firm headquartered in Camden, New Jersey. Think of 

your own email habits. Do you, as Wisnefski suggests, prioritize your email inbox based on these 

categories: family, then friends, then coworkers, then everyone else (a category that includes 

marketers)?  
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If you’re in that “everyone else” category, says Wisnefski, you have “about four to six words to 

impress people enough to click on your email.” 

 

“Sometimes a brief glance at a subject line is all you will get,” he says. It’s important to make 

that brief glance impactful. Two great elements to include in your subject line are humor and 

urgency, says Wisnefski. That can be tough for some, he admits. “Barring those elements, you 

have to suppose that your recipients have been looking for what you are marketing at one time or 

another, and it’s up to you to remind them. This requires you to have faith in the quality of your 

lead gathering operation.” 

 

That’s a good point and stresses an important factor for most email marketers. You’re 

communicating with people who you, in many cases, already have a connection with, and that 

can work to your advantage.  

 

Building Engagement to Maintain Audience 

 

Toni Schmidt, marketing coordinator with Purple Gator, an interactive marketing firm based in 

King of Prussia, Pennsylvania, says that email marketing is effective primarily because of the 

level of engagement of those consumers who opt-in to marketers’ lists. “By now, most business 

owners realize that building relationships it the key to building a successful business,” she says. 

Email can help them do that.  

 

“Getting personal on email and humanizing their brands is essential in any email marketing 

campaign in order to stand out in this noisy world,” says Schmidt. One great way to do that is 

through video. “Video is the single most important thing a business owner can do in their email 

marketing campaign to stand out.” 

 

But, warn some, marketers also must be careful to not irritate their audiences by communicating 

too much, too frequently. Phil Simon, author of Message Not Received: Why Business 

Communication is Broken and How to Fix It (Wiley, 2015), is a management and technology 

expert. Before sending an email, he suggests, marketers need to consider if it will do more harm 

than good. “You may sign up a new customer, but will you alienate five in the process?” 

Simon points to a study by The Radicati Group that reported employees receive and send an 

average of 121 business messages every day. “That means that employees are receiving emails 

about once every four minutes,” he says. “People are overwhelmed. It turns out that email 

overload is the single biggest reason that people unsubscribe from mailing lists. Yes, there is 

such a thing as ‘too much communication.’” 

 

Making it Personal 

 

Of course, because email is personal, it needs to be personal. With today’s technology, there is 

no excuse to get critical facts about your email recipients wrong. 
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Because people are so busy and inundated with email both within and outside office settings, 

marketers need to work hard to KISS – keep it short and simple! Many marketers, notes Simon, 

are far too enamored of their own language—the inside speak that those on the outside may not 

understand. “Your company has developed a ‘next generation cross-platform communications 

app?’ I’m sure this is exciting internally, but most of your prospects don’t even know what a 

‘next generation cross-platform communications app’ is,” says Simon. “Simplicity in language 

has never been more essential.”   

 

The point that many marketers miss, says Tim Riesterer, “is that the technology they use is only 

as good as the messaging that lives inside it.” Riesterer is chief strategy and marketing officer 

with Corporate Visions, a marketing and sales messaging firm based in Larkspur, California.  

 

Riesterer is big on “visual storytelling” and says, “research has proven that visuals are recalled 

six times better than words alone.” Text-only email marketing campaigns, he says, just don’t 

resonate as well as campaigns that make connections in visual ways. “So, if you’re using text-

only email marketing campaigns, it’s time to change your strategy,” he says.  

 

And, importantly, make sure that strategy is focused on relationship-building, not sales pitches.  

“Consumers are on alert now more than ever for sales pitches in their email boxes,” warns 

Lindamood. “You have to personalize their experience and reach them on a different level than 

just a sales pitch.” An easy way to do this is simply by using the recipient’s name, she says. But, 

she adds, “You can also personalize by using dynamic content that adjusts according to 

behavioral or geographic data.” 

  

Adam Jwaskiewicz, director of interactive services at Pinckney Hugo Group, a marketing 

communications firm in Syracuse, New York, stresses the importance of testing. After all, it is so 

easy to do in this digital age that it doesn’t make sense not to! “Use A/B testing to maximize the 

effectiveness of your email,” he advises. “For example, distribute the same email to a test group, 

but use two different subject lines. When sending the actual email, use the subject line that 

performed best. This helps make decisions on actual data, not just your gut feeling.” Third-party 

platforms like Litmus, he notes, allow marketers to test emails on various email programs before 

even sending the message, which helps users ensure the design and content appears correctly in 

all programs.  

 

The results of your testing will allow you to discover your own best practices as you work to 

continually improve your email marketing efforts—and the results they generate! 

 

Additional Tips: 

 

“Email will always be part of the digital marketing mix. But, with higher expectations from 

consumers, marketers need to rise to meet and then exceed them. Messages that are relevant to 

and benefit the recipient rather than the sender will always appeal more to even the most 

fastidious consumer. Think of the inbox as a place to which you have been invited and then earn  
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the right to stay; send conscious and thoughtful (read: targeted) messages from a place of 

benefiting the recipient, regardless of immediate sale potential. The same way a meaningful 

letter stands out among a slew of worthless communications in a physical mailbox, a thoughtful 

email will rise above and resonate. But when you blend in with the junk, that delete button is 

only a click away, and your name is easiest to forget when decision time comes around. 

 

“Even in the age where consumers are smarter and more careful about whether or not to engage 

with messages and how they choose to do so, marketers can learn from and leverage that 

information. ABT - Always Be Testing. Try new things, measure results, and use hard data when 

comparing it to standard messaging performance. The more you invest in learning about your 

audience, the more that will pay off in the form of increased engagement and, eventually, sales.” 

 

Lauren Pettiglio 

Marketing Campaign Manager 

Brainshark, Inc. 

  

 

“Marketers need to know that email marketing personalization—based on wealth, lifestyle 

factors and interests—is not only what is going to get consumer’s attention as their email content 

becomes more customized across segments. Personalization is what is going to ensure they 

maintain their share of attention in a noisy marketplace.” 

 

Jessica Smith 

Sr. Manager of Product Marketing 

WealthEngine 

 

 

“Marketers need to know several things about email marketing in 2015, but the most important 

aspect is value. Consumers have grown accustomed to email marketing as a platform, as most 

people have hundreds of subscriptions that pour into their inbox's daily. If a brand/company is 

not providing value, consumers will be quick to hit the unsubscribe button. Your email 

marketing should be solely focused on providing your audience with valuable resources.” 

Justin Kerby 

Co-founder 

Cave Social 

 

 

 

NEXT UP: EMAIL MARKETING TRENDS TO CAPITALIZE ON 
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