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The Evolving Role of Email Marketing:  

A three-part roundup of expert opinions and practical advice 

 

 

Part III: Email Marketing Trends to Capitalize On 
 

 

One thing certain about online marketing, including email marketing, is that things are always 

changing. Marketers are continually looking for newer and better ways to stand out from the 

masses, and technology continues to deliver. Those who have solid expertise in email marketing 

point to a number of best practices that they have found lead to higher engagement and better 

results. 

 

Tynicka Battle, founder and CEO of Tynicka Battle Digital, a digital marketing agency in 

Princeton, New Jersey, points to the following as email must-haves for 2015 and beyond: 

 Responsive design, which she says will be standard for all mobile devices 

 An increase in automated content like cart abandonment and customer surveys 

 Smarter contests and ads to compensate for list attrition 

 Encouraging consumers to increase social sharing through email 

 Reciprocal support with/to social media platforms  
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Going beyond the basics, David Erickson, VP of online marketing with Karwoski & Courage, a 

PR firm based in Minneapolis, points to some “sophisticated things I think marketers need to be 

paying attention to:” 

 

 Testing. Most email marketing systems now have some form of basic A/B testing 

built in. Take advantage of these tools to optimize your efforts by testing send times, 

sender email addresses and subject lines. 

 Click Maps. A surefire metric for engagement is click-through rate. Go beyond the 

numbers by looking at your click-maps to see where those clicks are distributed. Are 

people more likely to click on the phrase "Read More" or "Learn More?" 

 Site Traffic. If you’re linking from your emails to your website, ensure you are 

tagging those links so they can be properly tracked through your website analytics 

service in order to understand if people are engaging with your content or converting 

into sales or other metrics that are important to you. Configure your analytics to 

identify newsletter subscribers at signup so you can track their on-site behavior over 

time and understand how newsletter subscribers behave versus those who have not 

subscribed. 

 Segmentation. Segment your email list to ensure you are sending the most relevant 

content to the most receptive audiences. You can segment by demographics, purchase 

history, content history or any manner of factors. Use segments, for example, to try 

and activate dormant subscribers. 

 Retargeting. Use auto-responder emails to target list members based on pages they 

visit or cart abandonments. 

 Ask To Share. Don’t assume the “Forward To A Friend” option in your email system 

will do the trick. Those buttons suffer from “button blindness.” Ask your subscribers 

explicitly to share your newsletter or email with their family, friends, and colleagues 

who they think may be interested. 

 Nurturing. Think of how you can create a logical series of timed emails based on the 

customer/prospect's initial interaction with you that progressively provides the 

subscriber greater value with each successive email and leads to conversion call-to-

action. 

 

The future is bright for email marketers who can leverage the proliferation of mobile devices, 

along with contextual marketing platforms, says Blaise Lucey, content marketing manager for 

Moveable Ink, a New York City-based startup. “We’re living in a mobile-first world,” says 

Lucey. “Marketers have to think about responsive design in a new way. Mobile emails should 

not only respond to what the device needs, but what the customer needs in that moment. That 

means creating emails that can react to weather, location, time of open, and more—all in real 

time.”  
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Email marketing in 2015 is as important as it has ever been, agrees Sancar Sahin, head of content 

marketing with GetApp, a “cloud apps marketplace” based in Barcelona, Spain. “However, as 

marketers we need to accept that our consumers are more savvy to blatant attempts to get them 

onto our lists and engaging with our content,” he says.  Now is the time, he says, “to think 

seriously about what our consumers want, how often they want it, and in what format. In 

summary, 2015 is the year to listen to the people who consume our content.” 

 

Additional Tips: 

 

“In 2015, technology has enabled marketers to deliver what segments of, and even individual, 

customers, want through the use of email service providers and automation platforms. 

While these tools are powerful, it is still up to the human element, the marketers themselves, to 

determine what and how to fill them. This is possible by testing to learn what customers and 

prospects really want, creating content and promotions to meet their needs, and by establishing a 

process that will continue to meet these needs.” 

 

Daniel Burstein 

Director of Editorial Content 

MarketingSherpa 

 

 

“A lot of the older concepts in email marketing have evolved as user tastes have evolved. For 

instance, we used to think that the best time to email was Tuesday through Thursday before 9am. 

But people have now been conditioned to "clear their morning emails without giving it a thought. 

New technologies allow marketers to go beyond the basics and provide a more personalized and 

relevant experience, such as timing the email blast to the likely times one might open, consider, 

and click.” 

 

David Scott 

Author, The New Rules of Lead Generation 

Scott On Marketing 

 

 

“Marketers need to understand the crucial role that email marketing plays in the buyer journey. 

The marketing and sales funnel is no longer finite and is less predictable, so we need to use tools 

to help automate processes and nurture prospects more than ever. Email marketing is the lynch 

pin to moving prospects through each buyer sale – top of funnel to mid funnel, mid to bottom, 

and bottom to close. It’s important to automate steps and use email as the glue that moves 

prospects along in a personalized way.” 

 

Todd Mumford 

Founder/CEO 

Riverbed Marketing, Inc. 

 

http://www.stratcommunications.com/
mailto:linda@stratcommunications.com
https://www.getapp.com/
http://www.marketingsherpa.com/
http://www.amazon.com/gp/product/0814432611/ref=as_li_qf_sp_asin_il_tl?ie=UTF8&camp=1789&creative=9325&creativeASIN=0814432611&linkCode=as2&tag=lingrenpoph-20&linkId=3BYKHA43WFDKCQCW
http://www.scottonmarketing.com/
http://www.riverbedmarketing.com/
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“Email will continue to have the highest ROI of any digital marketing channel. 2015 marks 37 

years since the first commercial email, but despite the lack of headlines, innovation still 

continues in this space. Email is adapting to, and is energized by, the mobile macro-trend. It is 

becoming more dynamic, using device type and recipient location, and more personalized, based 

on past user behavior and enriched demographic data. Marketers must not overlook the 

importance of email as a key, if not central, part of their marketing strategy. Email may be 

heading towards middle age, but it's still the marketing breadwinner after almost 40 years.” 

 

Tony D’Anna 

CEO 

PostUp 

 

 

“Personalization, which goes much farther than ‘Dear <Customer Name>,’ will be key for the 

future of email marketing. According to Gartner Inc., companies that have fully committed to 

personalization will outsell companies that haven’t by 20 percent. In order to provide a truly 

personalized experience, marketers are going to have to look farther than the standard frequency, 

monetary, recency, and value framework. The next five years will about marketers tailoring each 

message to customers by leveraging omnichannel behaviors, harnessing the power of predictive 

intelligence, focusing on the consumer’s interest, and understanding the context in which the 

user interacts with a brand’s email; for instance, given conversion is stronger on desktops, you 

might deploy promotional email only when the user is likely to be on desktop vs. mobile device. 

 

“Responsive design, which ensures your site and email render well regardless of the screen size 

or device, is just the beginning; it’s important to tailor your email, content, offers and delivery 

strategy to mobile consumption trends.” 

 

Cassie Lancellotti-Young 

EVP of Customer Service 

Sailthru 

 

  

 

We hope you’ve enjoyed the expert insights from email marketers in 

a variety of industries. Let’s keep the conversation going! How are 

you using email as part of your marketing communication mix? 

What best practices have resonated with your target audiences?  

 

Let us know. 
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