
Member Communication 
Why is no one reading my email? 

 



Agenda 

• The Miracle of Email 
• The Challenges of Email 

• What “Should” You Do? 

• Email Marketing Strategy 

• Content Planning 

• Designing a Great Email 

• Integration & Testing 

• Live Critiques 
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The Miracle of Email Delivery 



Email Overload 

Source: Radicati Group – Email Statistics Report 



Mobile Influence 



Mobile Influence 



Attention Spa… 

Average attention span  
in 2000: 12 seconds 
 
Average attention span of  
executives today: 8.25 seconds 
 
Average attention span  
of goldfish:  9 seconds 
 
 



Ready for the Secret  
to Email Marketing? 



There is NO SECRET! 

There is no best day. 
 
There is no best time. 
 
What works today,  
probably won’t work tomorrow. 



Don’t get discouraged…there is hope! 



What should you do? 

Be a  
SUPERHERO  
who solves 

big problems! 



What should you do? 

Survey Your Audience! 
 

•  Biggest challenges 
•  Biggest opportunities 
•  Top 5 goals 
• What keeps them up 

at night? 
• What’s new? 



What should you do? 

Forums 



What should you do? 

Call your members. Talk. 



What should you do? 

Ensure your messages  
are about members. 
 
NOT ABOUT YOU! 



What should you do? 

Have a plan! 
 
•  Goals 
•  Standard formats 
•  Cadence/frequency 
•  Building your list 



Social Media Effectiveness Planning Your Content 



Develop a calendar 

 
• Mix up time and day 
• Try mailing at night 
• Try mailing on weekends 
• Develop a monthly theme 
• Tie in holidays/events 
• Delegate and set 

deadlines 



Mix up format 

Simple text-based 
emails look more 
personal… 
 
And often get a  
higher response! 



Mix up format 

Ensure newsletter 
designs are consistent 
and use engaging 
images. 



Mix up format 

Tie in holidays, 
announcements,  
special events, etc. 



Mix up content type 

 
Magazine-style articles 
instead of just text can 
pull readers in. 



Mix up content type 

 
eBooks turn content 
into engaging lead 
generators… 
 
(Great for attracting 
new members!) 



Mix up content type 
 
Make it easy to convert. 



Social Media Effectiveness Building an Email 



Content Sections 

 
Preheader 
 
Images blocked 
on desktop 

 
Engaging copy 



Content Sections 

 
Create strong call to 
actions – not just “Click 
here…” 



Content Sections 

Use engaging images and 
multiple CTAs 



Be mobile! 

Remember these stats from earlier? 



Be mobile! 

Make sure your email is mobile: 
 
• Large fonts, easy to read 
• Compatible on all devices 
• Large buttons for fat thumbs 
• Engaging images 
• Test using Litmus.com  



Be mobile! The Best Design Still Fails  
If No One Opens Your Email 



Email Delivery 

Don’t Cheat! 
 
• Don’t SPAM people; get opt-ins 

 
• Use a reliable email delivery system 
 
• Don’t send from your own server 

 
 

 
 



Subject Line 

• Share the key takeaway from  
the article (value) 
 

• Use engaging keywords that evoke 
an emotional response 
 

• Don’t be boring 
 

• Test different approaches 
 

Test 1: Three Surprising Hacks to Drive 
Huge Email Marketing Response 
 
Test 2: Smart Companies Use These 
3 Critical Elements in Marketing Emails 
 



Review data/reports 

Open Rate 
• Day/time 
• Subject line 
• Audience 
• Deliverability 

 
 

 
Click Rate 
• Content subject 
• Email design 
• Copy/Offer 
• CTA 
• Audience 



 





Get Beyond Email 

• Landing pages – simplify response 
 

• Offer more ways to respond 
 

• Go social 
- LinkedIn groups 
- Messaging to group members 
- 1:1 and 1:many LinkedIn messaging 
- Tweet at people you want to reach 
- Leverage your Facebook page 
 

 
 



Get Beyond Email 

• Upload your email list to Facebook and run promoted content 
 

• Periodic direct mail 
 

• Marketing automation – campaigns, not one-off emails 
 

• Work with industry partners to get the word out 
 

 
 



Any 
questions? 

1.888.696.2900 
David Searns 
dsearns@haleymarketing.com 
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