
 

 

Email Marketing is Cost Effective Again    
 

Rumor of its death notwithstanding, email is alive and well and as popular as ever.  Social media may be 

booming, but everyone still has an email address and checks it multiple times a day, including your 

prospective customers.   

 

The main reason for email’s continued popularity is that the main reason for its predicted demise – 

spam – has been eliminated.  The cooperation of major email hosts and ISPs to enforce the CAN-SPAM 

Act of 2003 worked, and today email is, again, a useful marketing tool.    

 

Why Email? 

 

While the popularity of social media and search engine marketing can’t be denied, email is simply more 

cost effective.  A compelling marketing communication sent to a clean email list of customers and 

prospects can cost pennies per contact.  Certainly, an expertly-designed email campaign can generate 

new business leads; however, using email to also maintain your brand’s top-of-mind presence with 

current customers drives critical repeat business, without which most small companies would fail. 

 

You could try to reach out to those customers through other marketing channels.  In-store advertising, 

exterior signage, and an engaging website could attract their attention, but how would you know?  Only 

email, direct mail, and telemarketing communicate to your customer wherever he or she may be, and 

email is by far the least expensive, least irritating to the customer, and most effective.  Email is working 

to strengthen your customer relationships even when they can’t see your signs, billboards, or website. 

 

The Key is Email Verification 

 

The axiom “garbage in, garbage out” definitely applies to email marketing.  If your email list is outdated, 

you’re wasting bandwidth and raising a red flag to ISPs enforcing CAN-SPAM regulations.  Email address 

verification is critical, beginning with initial acquisition and ongoing through an email cleaning and scrub 

list process that ensures your email list is “fresh.” 

 

There are a number of acquisition techniques.  Requiring a valid email at the point of sale can be 

productive, if you can do so without deterring the purchase.  Provide a clear and protective Privacy 

Policy and consider linking the submission of a valid email address to qualifying for the product warranty 

or HelpDesk support.  Or, request an email address at your ecommerce check-out to which you can send 

installation instructions or a user’s manual.  The use of gated content – a valuable white paper, for 

example, accessible only after registering on your site with a valid email address – can help you build a 

potent email list. 

 



CAN-SPAM seeks to ensure consumers only get emails they want to receive.  You want customers and 

prospects to “opt-in” to receiving your emails by providing their address.  Inversely, CAN-SPAM requires 

that you offer recipients the option to “opt-out” of future emails in every unsolicited communication 

you send.  To discourage that decision, your emails must provide useful information or make a 

compelling offer to readers.  Importantly, address the recipient by name.  Form letters to unnamed 

recipients have extremely high opt-out rates. 

  

DIY and Fail 

 

Sure, it’s possible to execute a mass email campaign yourself, but here’s how you can fail: 

 

 Rent an email list that proves to be stale with many invalid email addresses and few recipients with 

current interest in your products, services, or solutions. 

 30% of email addresses change yearly.  Your email verification process fails to remove those that 

do.  Major ISPs that serve as CAN-SPAM gateways red flag you as a spammer and block your 

communications.    

 A few of your recipients lodge complaints.  Again, major ISPs tag you as a spammer and all emails 

will be filtered into the recipients’ spam or bulk folders. 

 You have no way to monitor results and cannot tailor future communications to the recipients’ 

specific interests.  Instead of building one-to-one relationships, you sound like an advertisement.  

Recipients opt-out. 

 You include no call to action or reason for the recipient to contact you.  Your email goes out but 

nothing comes back.  

  

You Can Succeed 

 

CAN-SPAM required that email marketers become more sophisticated and costs rose – until technology 

caught up with the regulators.  Today, Email Service Providers (ESPs) have stepped up with solutions for 

email address verification, email delivery, and campaign management that lower the cost to execute an 

effective email marketing strategy.  Different tools can be used to: 

  

 Develop – create effective emails and related microsites, user surveys, and other promotions, and 

implement personalization technology to better engage email recipients.  Manage lead capture by 

designing Web forms that map to the user’s actions.    

 

 Deliver – robust execution that can engage any number of targeted email recipients with relevant, 

one-to-one continuity through a coordinated campaign of drip-marketing and personalization 

strategies.    

 

 Manage – evaluate multiple campaigns and adjust strategy on the fly to maximize lead generation.  

Integrate with CRM to monitor leads through the contact cycle to ensure effective customer 

communications.  



 

 Measure – leading campaign management applications provide comprehensive reporting of 

campaign metrics so that marketing expense can be fully justified.  Executive dashboards are either 

provided are enabled.    

 

Until you can build a huge opt-in database of likely prospects interested in new information about your 

company, it’s easier and more economical to rent one from a provider.  A number of ESPs have worked 

very hard to capture the attention, and personal information, of key decision makers and influencers in 

the business world.  Their huge opt-in databases can be filtered so precisely (by company, job title, 

certification, industry, and more) that, with a well-designed email campaign, success is predictable.  

Because ESPs have established their reputations for ethical marketing practices with major ISPs, using 

their email delivery platform ensures your marketing communications sail through most spam filters.    

 

With compliance ensured, you focus on email acquisition and creating marketing content that captures 

prospects’ attention and builds long-term client relationships. To improve the quality and consistency of 

your email list:    

 

 Set clear expectations – recipients should understand they will be receiving your emails (opt-in) 

and should quickly become familiar with its format and frequency.  Meet those expectations. 

 

 Reach out with a brief but more personal message to elevate a budding relationship or renew one 

you’ve let lapse.  Remind the recipient who you are and that you would like to include them in the 

company’s email list. 

 

 Execute opt-out requests promptly.  Most ESP platforms automatically append an opt-out link on 

the bottom of emails; however, you may be required to manually remove email addresses. If so, do 

it promptly.  The recipient is still a prospect. 

 

If You Can’t Measure Your Success; You Didn’t Succeed 

 

No truer words have ever been said of the email marketer.  Of course, you want the standard 

measurements of success – more revenue, more leads, etc. – but the email marketer also has to 

understand the success of its last email before sending the next email to the same prospect.  Again, the 

latest ESP platforms provide robust tools to make this easy.  By tracking email performance, those 

applications are able to provide valuable metrics, including:     

 

 Open Rate – the percentage of recipients who opened your email.  

 

 Click Rate – the number who accepted the email’s invitation to click a link 

 



 Bounce Rate – a “hard” bounce occurs when the email address fails; a soft bounce can be for 

several reasons, such as a full mailbox.  A high bounce rate can get you blocked as a spammer.  The 

solution is to conduct email cleaning at least once a quarter.  

 

 Complaints – captures how many people tagged your message as spam.  Again, too many 

complaints and you can be blocked by an ISP as a spammer. 

 

 Revenue – calculates the additional business generated per campaign  

 

 Stickiness – track recipients that follow a link to your website or newsletter as they peruse specific 

sections or content items.  Use that information to focus the next email in a drip marketing plan. 

 

With specific usage data, your marketing content improves and prospects receive more pertinent 

information based on their real interests. 

 

Conclusion  

 

New rules won’t let email marketers succeed simply by screaming louder and more often to more 

people.  You must do a better job identifying prospects, engaging their attention, and providing useful 

information that sells.  If so, email marketing is an excellent way to continue building stronger customer 

relationships, even when they’re not in your store or on your site. 

 

Start slowly.  Buy email leads from a reputable provider, if necessary, as you build your own opt-in 

database.  Email verification should be performed at least quarterly to ensure low bounce rates.    

Marketing communications should remain involved with the prospect through an ongoing drip 

marketing strategy that emails a variety of content based on the prospect’s previous responses and 

current progress in the sales cycle.   

 

To be effective, vary the content format.  Different types of content appeal to different people.  By 

sending a combination of newsletters, one-on-one notes, articles, press releases, and surveys, you are 

more likely to connect with more people.  Add value that differentiates your company as a consistent 

provider of relevant information to create long term client relationships and increased sales.  Finally, 

keep it simple.  Clients want information in "bite size" pieces.  Short, valued information delivered 

consistently establishes you as the prospect’s top-of-mind services provider.    

 


