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ABOUT THIS SERIES

Email marketing is undoubtedly a major 
piece of your lead nurturing efforts. As 
we all look for ways to better connect 

with our audience, we may struggle with 
how to best utilize technology and data 

to enhance engagement. That’s where this 
eBook comes in – it’s time to tackle email 

management strategies and techniques. 

There is a lot that goes into your marketing 
strategy, and it’s not something you should 

go at alone. Lucky for you, our experts 
have you covered. At Relationship One, 
our mission is to “Inspire Success.” We 
hope that reading through this eBook 
will inspire you to try something new, 

solve a problem you’ve been dealing with, 
or invent something that will take your 

marketing efforts to the next level. 

Let our experts help you dive into an area 
of modern marketing that you’re curious 

about and let the inspiration flood in.

A MARKETING GEEKS GUIDE: 
EMAIL MARKETING 
MANAGEMENT & 
TRENDS
Email marketing is still one of the most trusted communication 
tools available to marketers. But, it’s ever changing. Which means, 
it’s time to explore email marketing in more depth. 

This eBook deep dives into the best ways to optimize your 
email communication to ensure your contacts receive each and 
every email you send. We don’t stop there though, let’s get geeky 
for trends set to shape your strategy in the near future, if they 
haven’t already. From personalization and user generated content, 
and deep diving into Artificial Intelligence and what it means for 
email marketing. 

All of that packed into one easy read, all from our in-house 
experts. So kick back, relax, and get your best reading glasses 
ready. Let’s get to it!

http://relationshipone.com/


CHAPTER 1: 
4 TIPS FOR OPTIMIZING YOUR 
EMAIL CAMPAIGNS
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Email is the one of the most frequently utilized digital 
marketing channels, providing an easy way to communicate 
with customers and drive lead conversion. With all of the 
time, and money, being spent on your email marketing 
campaigns, collecting data and making updates based on that 
intel, often in real time, is critical. There are many ways to 
make modifications that can have a large impact on existing 
and future campaigns.  Below are four optimization tips 
you can put into practice today that will help to increase 
engagement and ROI.

ANALYZE ENGAGEMENT 
RESULTS… AND USE THE DATA
Reporting on your email marketing campaigns isn’t 
newsworthy. We all do it (or should be), but what you do 
with that information is what’s important. A/B testing in 
your campaigns can help you to see how your customers 
prefer to engage with your emails (button vs. text links, 
colors, images, etc). You can then make modifications to 
existing and future campaigns based on true, real-time data. 
Industry best practices are helpful, but it’s important to 
create benchmarks from your own customer base.

DON’T BURY YOUR CONTACTS IN 
EMAIL (SO GOOD IT’S A 2 PARTER!)
Email deliverability is a big topic to cover when reviewing 
or starting an email marketing practice. There are a lot of 
best practices and rules to follow to make sure that your 
emails hit inboxes. Equally as important as the setup to 
pass SPF and DKIM is making sure that you are not over-
emailing. Over-emailing can lead to the three most dreaded 
outcomes in email: email blindness, increased unsubscribes, 
and spam complaints (oh my!). There are two strategies you 
can implement pretty easily that will help to decrease over-
emailing:

1. EMAIL MARKETING CALENDAR
Create a schedule of your email deployments in a timeframe 
that makes sense for your business (i.e. best practice for B2B 
is 3-5 business days between email sends per contact).  This 
calendar should be worked on in partnership and socialized 
across teams and businesses who market through the same 
channels or to the same audience. Any changes to the schedule 
should also be done in reference to the existing calendar. By 
having this tool in place, you are effectively working as a 
company to maintain the health of your MAP’s database.

Pro Tip: Make sure to share this schedule with your sales team. 
They not only will be having conversations with your customers 
on the products and services you’re emailing about, but they will 
likely be sending out their own emails as well.

2. EMAIL THROTTLING
Calendarizing your email program is only half the battle to 
avoid over emailing. The other is to make sure that contacts 
aren’t sent more than one email in your determined time 
period when they are already in an on-going or evergreen, 
multi-step campaign. In most platforms, you can create a 
filter that evaluates if a contact has been sent an email within 
the last X amount of days. You will want to use that filter as 
an exclusion before every email in your campaign, holding 
those who have received email within that timeframe until 
they no longer meet the condition.

Tool Tip:  As an example, if you are using Oracle Eloqua and you 
want to have a 3 day wait in between email sends to a campaign 
member, create a shared filter with a ‘not sent email in the past 
1 day’ criteria and set it on your campaign canvas with a 3-day 
evaluation. Both the ‘Yes’ and ‘No’ paths should connect to the 
email. As contacts meet the ‘Yes’ criteria they will flow through to 
be sent the email.

http://relationshipone.com/


chapter 1 continued
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USE MACHINE LEARNING 
IN YOUR CAMPAIGNS WITH 
SEND TIME OPTIMIZATION
Many marketing automation tools such as Adobe Experience 
Cloud, Oracle Eloqua and Responsys, and MailChimp, are 
utilizing machine learning to capture data on your contacts, 
including when they are most likely to open and click 
through your emails. These allow you to utilize the historical 
data stored in your ESP to deliver emails to each contact 
when they are predicted to best engage with your email. 
For Oracle Eloqua users, Relationship One has a Time Zone 
Checker app that helps you to better manage a campaign 
or program workflow by allowing or restricting contacts to 
move through a step based on the contact’s time zone. You 
can pass them onto the next step within 15-minutes of the 
time zone or within a time range.

While these tools have come a long way, they are only as 
good as the data available. The more you use them the better 
the outcome will be.

 

http://relationshipone.com/
https://www.relationshipone.com/product/time-zone-checker/
https://www.relationshipone.com/product/time-zone-checker/


CHAPTER 2: 
MAKE IT PERSONAL. 
PERSONALIZATION IN EMAIL 

If you are interested in using personalization in your 
campaigns but not sure how to get started, we’ll walk 
through some of the basics that are key in personalizing 
your campaigns in Eloqua.

In email marketing, the mantra we hear (and say) 
continuously is “Right person. Right message. Right time.” 
Using data collected on your contacts to personalize 
messages and experiences better enables you to do just that. 
As Modern Marketers we know that there is a need, even an 
obligation, to communicate with and engage our customers 
in a way that is unique to their needs, and the research shows 
that the outcome is worth the effort. So much time, energy, 
and money is spent on collecting data, why not use it to our 
advantage, to make our customers feel like their needs are 
understood?

WHEN’S THE RIGHT TIME 
TO GET PERSONAL?
Personalization in digital marketing can come in many 
different forms and it can be powerful. But knowing when to 
use it and how is important. In Oracle Eloqua, there are a few 
ways to store and capture contact data. Information curated 
through form submissions, 3rd party lists, and social media 
can all be brought into Eloqua and stored either in a Custom 
Data Object (CDO) or on the contact record. Both types of 
data can be used for personalizing email messaging, landing 
page content, and/or the timing of delivery in your campaigns.

There are two important items to consider before diving in:  
The quality of your data and your use case.

The quality, or “cleanliness” of your data is vital to 
understand before using it to personalize your campaigns. 
One important way to collect contact data in Eloqua is 
through form submissions. As you know, most people do 
not enjoy filling out web forms and will generally leave any 
non-required fields blank. They may also populate required 
fields, such as First Name, with as little personal information 

as possible. It is important to verify that the data you have in 
Eloqua for the contacts in your campaign is clean. Sending 
an email with a subject line of “Thanks for attending our 
webinar, X.” to a contact whose real first name is Jason will 
not improve your conversion rates.

Use case is another area to consider before deciding how 
to personalize your campaign. If you are emailing a 3rd 
party list that you have purchased, those contacts likely do 
not know who you are. They have not engaged with you 
previously nor have they signed up to receive emails from 
you. In cases like this, using personal information such as 
name could be a deterrent and the message may be viewed as 
spam. Rather, consider using their location to help determine 
when to send the message so they receive it at 10am their 
time rather than 10am your time.

GETTING PERSONAL IN ELOQUA
When you know the data is clean and safe to use in your 
campaign, there are three simple ways to incorporate the 
unique data:

1. Segmentation

2. Field Merges/Dynamic Content

3. Campaign set up

RIGHT PERSON
Creating a segment that represents the right audience for 
your targeted content can be done through filter criteria that 
references contact fields, CDOs, form submissions, email 
clicks, and lead score. Combining the right set of attributes 
enables you to know that you’re sending the emails in your 
campaign to the right people.

Learn more about how to manage your email marketing lists.

RIGHT MESSAGE 
Part of the benefit of using personalization in email 
marketing is being able to customize part or all of your 
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message to a specific contact or group of contacts. Field 
merges and dynamic content allow you to insert dynamic 
copy and content into your emails and landing pages without 
having to replicate and build separate versions for multiple 
audiences.

Field merges can pull data from multiple areas of Eloqua, 
mostly from a contact record field or CDO. Using first name 
is a very popular and common use case for field merges but 
the options are much wider. You can use a field merge to 
populate a custom webinar registration link or the monthly 
earnings for each franchise location.

Dynamic Content gives you the ability to insert custom copy 
or content into your email or landing page by referencing 
rules that are built based on personal data. You can use 
dynamic content for larger projects like inserting related 
product information based on past purchases or for smaller 
ones like customized subject lines.

Learn more about using Dynamic Content for subject lines here.

RIGHT TIME
Bringing all of these elements together into the right mix of 
personal and standard content will elevate your assets to the 
next level. Making sure that they hit your contacts’ inbox 
at the right time is the last piece of that puzzle. Optimizing 
delivery can be done simply by knowing the contacts’ 
locations and personalizing the deployment time to their 
time zone. This can be done on the campaign canvas through 
decision steps evaluating either the contact record or CDO 
or with the segment itself.

Remember – with Evergreen campaigns it’s important to make 
sure your campaign is set up to send emails at the right time no 
matter when the contact enters the canvas. 

With the right data and a few elements in Eloqua, you will 
be able to create personalized assets that can help to improve 
engagement and conversions. Like with anything in email 
marketing, remember to test and make adjustments as needed. 
As you try different options you’ll learn what resonates with 
your audience and how best to use personalization in your 
marketing campaigns.

 

chapter 2 continued
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CHAPTER 3: 
STEPPING UP YOUR GAME  
WITH USER GENERATED CONTENT
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We’ve talked about best practices as it relates to email 
marketing before: short and pointed subject lines, clear 
and actionable call-to-actions, concise content, etc. Now, 
what about taking all of those same best practices and 
taking them a step further by including content that you 
know will resonate with your audience? How would you 
know? Because the content has been created by your users 
themselves.

User generated content (UGC) is not a new idea, especially 
in social media, where marketers are starting to pull from 
this ever-growing pool of content that is timely, relevant, and 
personal.  What is exciting is how UGC is starting to be used 
in email marketing, as well.

Creating emails with personalization is generally one of the 
top five wish list items for email marketers. We want to send 
messaging to our audience that will resonate, and ultimately 
improve overall engagement and conversions. UGC provides 
just that opportunity by incorporating content that our users 
have created about our products and services, and really, us. 
Personalization is meant to inspire trust in our brand, to 
communicate to those we’re emailing that we understand 
their needs and that the message is intended especially for 
them.  By including UGC, we have the ability to do just 
that: use images, reviews, and endorsements that act as 
digital word-of-mouth, that we don’t need to pay for or send 
surveys out to receive. In a 2012 Nielsen article, they noted 
that “ninety-two percent of consumers around the world 
say they trust earned media, such as word-of-mouth and 
recommendations from friends and family, above all other 
forms of advertising” (Nielsen, 2012). With how much UGC 
has grown with the onset of Instagram, this percentage will 
only have gotten larger and more powerful.

Two hurdles to overcome with UGC are scalability and 
resourcing.

SCALABILITY:
Building a robust visual content library is a challenge for most 
email marketers who are creating multi-email campaigns 
daily. Choosing the right types of campaigns to focus on 
to incorporate UGC will be important in making this a 
profitable choice from an ROI perspective. Event messaging 
that includes images and endorsements from past events 
would be a great way to drum up excitement for this year’s 
event. If you’ve been struggling with abandoned carts or not 
seeing the conversions that you were hoping for, think about 
including UGC of products that are the same or similar to 
what the new user had expressed interest in.

RESOURCING:
Clearly, every business is different, and you may not have a 
robust social media presence or customers who post the type 
of content you need. It’s never a bad time to start a social 
media plan and inspire your users to generate content! If you 
are going to attend or sponsor an event or conference, think 
about using a hashtag that is promoted on collateral, swag, 
and pre-event emails to inspire your users to share their 
experiences at your booth or with your products. You can 
even help get the ball rolling at the event by taking pictures 
with your booth and event attendees, and tag them in your 
own social posts (with their approval of course!). You 
can then use the hashtag later to search for those posts to 
repurpose in post-event messages. You’re showing the folks 
who visited with you that you are listening, and this is what 
it is all about: creating content that will help your users to 
trust in you and your brand, become leads, and convert to 
customers. Increasing your opt-in rates doesn’t hurt either. 

There are lots of ways to use UGC in your emails. I hope this 
helps you to get inspired. Remember, it’s always a good idea 
to check with your legal department before using images or 
other content taken from the Internet.

http://relationshipone.com/


CHAPTER 4 : 
ARTIFICIAL INTELLIGENCE 
AND WHAT IT MEANS FOR 
EMAIL MARKETING
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Artificial intelligence (AI) has been pushing its way into 
the marketing scene for the past few years, using customer 
data and machine learning to anticipate customer needs 
and improve their experience. In email marketing, AI has 
the ability to remove a lot of guesswork, helping to create 
content and assets that speak to customers, delivering higher 
conversions, and increasing your ROI.

We all know how important personalization and 
optimization have become in email marketing. Customers 
are looking for partners who understand their needs, and 
that understanding has to come across in the emails we send 
to them. Personalization is only as good as the data you 
have. In order to use customer data in field merges, dynamic 
content, or for deployment send time, you would need to 
verify, or blindly trust, that the data is available, clean, and 
up to date. Sending email with bad data could wind up being 
more detrimental than not using the personalization at all.

By implementing AI tools, predictive analysis will, over 
time, clean up your customer data and put it to work in your 
campaigns. Below are some key components of AI and how 
they can be used to improve your email marketing.

MACHINE LEARNING
Machine learning is the use of AI where systems can learn 
from data collected over time, identifying patterns in 
customer behavior and delivering outcomes based on that 
behavior.

TIMING
Knowing when to send email is a big pain point for marketers. 
We want our emails to hit inboxes at the time when customers 
are most likely to engage. Machine learning can be used for 
send time optimization (STO), learning over time when each 
customer opens and clicks through your emails. Many email 
service providers and marketing automation tools are now 
offering STO out of the box, so that as you send email, the 

system will learn customer patterns and adjust when the 
email is delivered to them, automatically.

SEGMENTATION
Identifying the best target audience for your campaigns can 
be challenging. AI has the ability to group your contacts 
by identifying behaviors within their digital footprint. By 
identifying customer interests, purchasing history, and 
personal data, delivering messaging that is timely and 
relevant will become more automated.

BIG DATA ANALYTICS
Big Data is “larger, more complex data sets, especially from 
new data sources” (Oracle, 2020) that are too large in their 
footprint to be able to analyze with traditional methods. 
Having data is great, but it has no value if it can’t be used. 
By incorporating AI, marketers have the benefit of not only 
capturing these data points but automating the use of them 
to personalize their campaigns and messaging.

SUBJECT LINES AND EMAIL CONTENT
A lot of time is spent on developing subject lines and email 
content that will resonate with customers so that they will 
open and engage with your messages. AI has the ability to 
remove the guesswork by using datapoints captured based 
on past interactions and personal information. This can be 
as simple as incorporating contact names or as complex as 
using industry or purchasing behavior to personalize a call-
to-action through dynamic content.

PROGRESSIVE PROFILING
Form submissions have historically been one of the mainstays 
of data capture in marketing. It’s an easy way for marketers 
to collect data straight from a customer with the hope that 
it will be accurate and help to increase their database and 
pipeline. The downfall is that, for the most part, humans do 
not enjoy filling out forms. The time involved and concern 
with privacy may increase drop-off and bad data (Mickey 

http://relationshipone.com/


chapter 4 continued

Mouse, anyone?). Progressive profiling is predictive analysis 
that will populate forms with different fields each time a 
contact will access your forms. This keeps the number of 
fields per form low while still increasing the data captured.

CONTACT WASHING MACHINES (CWM)
Progressive profiling will work hand-in-hand with contact 
washing machines that will help to keep your database 
clean so that it can be used. As contacts enter your database 
they should enter a CWM to make sure that data matches 
the criteria you’ve identified as standard in your system (2 
character country codes, job functions, removal of ‘celebrity’ 
names, etc.).

Remember that machines are only as smart as the humans 
who work with them. It’s important to stay on top of your 
programs and data by consistently reviewing and reporting 
and making changes to your campaigns based on those 
results.
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WRAPPING 
THINGS UP

It’s been a pleasure to guide you. Are you feeling full of knowledge? 
If you are, now is time for action. Apply what you’ve learned 
in this e-book to maximize meaningful personalization of your 
customer experience across the full spectrum of marketing 
possibilities.

If you’re working towards your best email marketing strategy, but 
need support, please contact us! We love setting companies up for 
success. See you next time!

http://relationshipone.com/
https://www.relationshipone.com/connect/contact-us/

