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This is a product-based thesis commissioned by a European subsidiary of an American 
company called JUSTFAB, a fashion subscription ecommerce web site and fashion brand. 
The company’s objective is to optimize e-mail marketing communication, introduce new 
techniques and attract new customers as a result.  
 
This project is aimed at researching new effective methods of customer acquisition in the 
context of JUSTFAB’s target group. 
 
The result of the thesis is a concise e-mail marketing guide with effective tips and sugges-
tions on successful e-mail marketing communication. The case company reserves the 
decision to use this guide when creating campaigns. 
 
The theoretical base is built on secondary sources (books, reports and online sources) and 
reveals key points and definitions of e-mail marketing, such as general rules, main ele-
ments, A/B testing and spam, without which a complete understanding of the topic is 
impossible.  
 
A huge number of newsletters from companies from all over the world was analyzed and 
filtered, from which the most apposite examples of successful marketing communication 
were selected, redone and improved for the possibility of applying them to JUSTFAB’s au-
dience. Benchmarking is used as a tool in the lack of suitable written material about 
modern techniques in e-mail marketing.  
 
Each audience may have its own preferences; therefore, all borrowed methods should be 
carefully selected and tested to determine their effectiveness for a specific group of people. 
The largest part of this work was devoted to the selection of the most functional methods 
and their testing on the target group of the case company.  
  
The e-mail marketing guide provides concise and clear tips and advice on communication, 
e-mail elements and A/B testing. It covers pressing issues such as significant changes and 
further company adaptation after the introduction of the General Data Protection Regula-
tion (GDPR) in 2018. 
 
The details of the current situation of the company, as part of the consequences of GDPR, 
were obtained from a primary source, an EU CRM Specialist in JUSTFAB. She mentioned 
how the changes affected the statistics and what is being done to eliminate the problems. 
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1 Introduction 

In this chapter, the thesis topic, project objective and project tasks will be discussed. 

Moreover, the project scope will be explained along with the key concepts and benefits 

to various stakeholders, which this thesis provides. Finally, the case company will be 

introduced together with the international aspect that it brings to the thesis. 

1.1 Background  

This thesis is a product-based study commissioned by European subsidiary of Ameri-

can company JUSTFAB. In 2017 the author conducted an internship in the company. 

While working in JUSTFAB as a CRM (Customer Relationship Management) Marketing 

Assistant, the author has realized that JUSTFAB was in need of optimization of several 

important e-mail marketing matters. Getting deeper in the topic, the author has found 

the ultimate solutions that were implemented by other companies, which might be 

benchmarked in order to achieve greater efficiency and effectiveness. 

 

The aim of this thesis is to create a guide, which includes tips and suggestions for suc-

cessful e-mail marketing communication and special modern techniques, based on 

JUSTFAB practices, best practices on the market and author’s suggestion to current e-

mail marketing system in JUSTFAB. 

 

1.2 Project objective 

Thesis objective is to deliver a guide with all vital elements of complicated e-mail mar-

keting world, which can help companies outstand in current realities, which includes 

optimization suggestion for a case company and receive company’s evaluation feed-

back. Author’s personal objective is to add value to the company, to help them improve 

the process and keep the existing and acquire new customers. 

Author’s thesis is product based with the guide as a final product. However, a great 

amount of the research was conducted.  

The research problem is the inefficiency of existing e-mail marketing processes. More-

over, European Union has implemented The EU General Data Protection Regulation 

(GDPR), which contains new opt-in regulations that drastically change the way e-mail 

marketing is conducted in Europe.  

 

Therefore, new recommendations are essential for successfully overcoming arising ob-

stacles.  
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In the thesis, it is important to investigate the theoretical aspects of e-mail marketing 

and factors effecting it, data protection regulations, basic e-mail elements, A/B tests 

and list creations, the ways of conducting e-mail marketing communication in specific 

European countries. 

 

The project tasks are: 

 

PT 1. Establishing the theoretical framework: The first step is researching reliable 

literature about e-mail marketing planning and studying the examples of the competi-

tors and other companies.  

 

PT 2. Investigating the current e-mail marketing situation of JUSTFAB in the mar-

kets that the case company is present in: Furthermore, the author has conducted 

the interview (appendix 1) with EU CRM Specialist of JUSTFAB Europe to evaluate the 

current situation and analyze company’s future actions. 

 

PT 3. Conducting practical tests on e-mail elements for their further optimization: 

Based on current and best practices several A/B test were carried out in order to un-

derstand the process of A/B testing and find the best solution. 

 

PT 4. Formulating the e-mail marketing plan for JUSTFAB EU: The ultimate e-mail 

marketing plan was created. 

 

PT 5. Presenting the plan to the client company: The e-mail marketing plan and 

suggestions will be presented to the company. Based on the company’s feedback, the 

changes will be made. 

 

PT 6. Evaluating the project: Finally, the author will assess the entire project. 

 

Table 1 below presents the theoretical framework, project management methods and 

outcomes for each project task. 

 

 

  



   

 

3 

Table 1. Overlay matrix (Pogorelova 2019)  

Project Task Theoretical  
Framework 

Project Manage-
ment Methods  

Outcomes  

PT 1. Establishing 
the theoretical 
framework 

Writing the theoret-
ical framework 

Desktop study Theoretical frame-
work 

PT 2. Investigating 
the current CRM 
situation of 
JUSTFAB in the 
markets that the 
case company is 
present in 

Utilization of the 
theoretical frame-
work 

Analysis of CRM 
activities and multi-
ple interviews 

Information about 
the company’s situ-
ation, actions and 
plans 

PT 3. Conducting 
practical tests on e-
mail elements for 
their further optimi-
zation 

Utilization of the 
theoretical frame-
work 

Analysis of activi-
ties, interviews, 
tests, desktop re-
search 

Most efficient e-nail 
marketing solutions 
based on A/B tests  

PT 4. Formulating 
the e-mail market-
ing plan for 
JUSTFAB EU 

Utilization of the 
theoretical frame-
work 

Plan production  CRM plan 

PT 5. Presenting 
the plan to the cli-
ent company 

 Plan presentation 
to the company  

Plan presentation 
and company’s 
feedback  

PT 6. Evaluating 
the project  

 Author’s assess-
ment 

Project assess-
ment 

 

1.3 Project scope 

The author is working with a company that focuses only on women’s shoes (80%) and 

apparel production for 17-35 years old ladies. Hence, their product range is already a 

limitation as it narrows down the target audience.  

The work is conducted in several countries with the same type of content, translated to 

the country’s language. The case countries were defined together with a company, all 

gathered results from France, Spain, UK and Germany and added up to find the aver-

age results of all campaigns (taking into account that these countries follow the same 

pattern in e-mail marketing communication). This work is shaped for the specific target 

audiences and countries’ current e-mail marketing (opt-in) situation. The author of the 

work is fluent in both English and French and can fully understand all content commu-

nicated to the customer.  

 

The mostly used channel for communication is e-mailing. Therefore, the thesis is lim-

ited to one particular marketing communications channel - e-mail communication. In 

the course of work, mainly promotional e-mails were considered. However, all men-

tioned information, tips and advice can be applied to e-mails of different types, such as 
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relational (newsletters, surveys, re-engagement e-mails), transactional e-mails (tem-

plates with welcome e-mails, order confirmation, receipts, drip e-mails) and, finally, 

promotional (sales, offers, product announcement).  

 

1.4 International aspect 

The thesis was written in cooperation with the international company, which is situated 

in Barcelona, Spain, while the research was conducted for other countries, such as the 

UK, France mostly, Spain and Germany in some particular cases. The thesis has the 

required international aspect.  

 

1.5 Benefits 

The company will receive a plan with suggestions that can be fully or partially used af-

ter the changes in the European regulations. It will provide new fresh ideas, save time 

and money on the research. The implementation of new e-mailing activities will defi-

nitely benefit the major stakeholders – firm owners and managers by maximizing profits 

(Boulding, Staelin, Ehret & Johnston, 2005).  

 

Moreover, it will give the author a possibility to conduct a marketing research, under-

stand how the tools work and apply all the knowledge acquired in Haaga-Helia UAS 

into practice.  

 

The aim of the thesis is to create a plan that will benefit the second key stakeholder of 

relevance to e-mail marketing – customer. Implemented ideas should maximize util-

ity/value (Boulding et al, 2005). 

 

Hopefully, the final product will help JUSTFAB optimize their processes, so new and 

existing customers can stay satisfied by the company’s products.  

 

1.6 Risk analysis 

The main problem is to collect the primary data, the first-hand information as data col-

lection should be conducted through the interviews and tests. It is difficult to reach 

needed audience, be heard and receive the information. To manage this risk, author 

worked directly with the company and analyzed already existing data on the countries. 

There was always the risk that the author would not be able to find reliable information 

about the case country, target audiences and behavioral patterns as the information 

could be not disclosed or could be in another language rather than English. However, 
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the company provided the information that they have already had in possession that 

could be used. Moreover, only reliable literature and sources were checked.  

The case company has given the permission on using their confidential information 

aside from the exact profits. However, the change in profits can be mentioned without 

stating the numbers. 

1.7 Key concepts 

Customer Relationship Management (CRM) is a business process of identifying, se-

lecting, engaging, acquiring and retaining customers through bringing the value into the 

communication (Bodenberg 2002, 10). 

 

In addition, Boulding and colleagues (2005, 157) put already existed definitions to-

gether and composed one combined definition: CRM relates to strategy, the 

management of the dual creating of value, the intelligent use of data and technology, 

the acquisition of customer knowledge and the diffusion of this knowledge to the appro-

priate (long-term) relationships with specific customers and/or customer groups, and 

the integration of processes across the many areas of the firm and across the network 

of firms that collaborate to generate customer value.  

 

An e-mail newsletter is a form of communication that contains content that is distrib-

uted to subscribers by e-mail on regular basis with the motive of generating sales or 

producing indirect benefits for the sending organization (Yudkin 2002, 13). 

 

A/B testing (split testing) is a type of testing, which involves sending version A or con-

trol version to one subsample of a list and version B or test version to a different 

subsample (Hanna, Swain & Smith 2015, 83). Version A (control) is a usual variant 

used on daily basis. Based on results of A/B testing ‘winner’ version becomes a control 

one until another test is conducted. Split testing is always held on one element of e-

mail to get clear results. 

 

Open rates (OR) are e-mail metrics, which are determined by a snippet of code in 

HTML emails that tracks when your image(s) shows up in someone’s inbox (Jenkins 

2008, 146). OR is a significant part of analytics as it determines following customers’ 

action and future purchases. On the other hand, opening a newsletter does not always 

lead to a converted consumer. Normally subject lines influence open rates. 
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Click through rate (CTR) is the number of people who click on a link in e-mail to go to 

another website, compared to the total number of people who opened e-mail (Cam-

bridge Business English Dictionary). A lot of factors can affect CTR, such as interesting 

offer, clear call-to-action (CTA), attractive pictures, unusual layout and many more. 

CTR has direct influence on conversion rate (CR). 

 

Conversion rate (CR) is the number of sales of a product compared to the num-

ber of people who visit a website to look at that product (Cambridge Business English 

Dictionary). This is the final step before a client’s purchase. Usually e-mail itself does 

not influence this metric, CR can be determined by such aspects as clients’ attitude to 

a collection, speed of web site, distracting page, difficult path to checkout and so on. It 

is vital to take this account while analyzing campaigns’ results, because even if a cre-

ated e-mail is perfect in every sense, other factors can interrupt smooth client’s 

conversion. That is why before selling anything through e-mails, all steps that happen 

after a click on a link should be checked. 

 

1.8 Case company 

According to Techstyle Fashion Group official website (2017), JUSTFAB is the subsidi-

ary of American company - Techstyle, which is acting as a parent company for online 

subscription service brands such as JUSTFAB, Fabletics (active wear), FabKids and 

ShoeDazzle.  

 

JUSTFAB was created in the USA in 2010 by Don Ressler and Adam Goldenberg as 

one of the first world’s shoes subscription services. Nowadays the company operates 

in the USA, Canada, the UK, France, Spain, Germany, Sweden, Denmark and the 

Netherlands. 

 

TechStyle (originally named as JUSTFAB) was one of the first fast-fashion online com-

panies. The business is built on the subscription service, at the first purchase the 

customer has an option of becoming a VIP-member in order to get different kinds of 

perks of the membership. The VIP-members are not obliged to buy, they can easily 

skip the month before the 5th day of the current month. In case the month is not 

skipped, the client is charged the membership fee that goes to customer’s account as a 

credit that can be used anytime by the client on the website. 

 

https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/number
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/people
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/click
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/website
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/compare
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/total
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/number
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/people
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/number
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/sales
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/product
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/compare
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/number
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/number
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/people
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/visit
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/website
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/look
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/product
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/
https://dictionary.cambridge.org/ru/%D1%81%D0%BB%D0%BE%D0%B2%D0%B0%D1%80%D1%8C/%D0%B0%D0%BD%D0%B3%D0%BB%D0%B8%D0%B9%D1%81%D0%BA%D0%B8%D0%B9/
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TechStyle group has a wide range of products from shoes to active wear and kids’ 

clothes. JUSTFAB itself offers shoes, apparel, bags and jewellery for women. The 

clothes sizes vary from 36 to 52 and shoes from 36 to 43 with the option of the wide 

width and wide calf (launching big sizes was one of the latest initiatives). The collection 

is updated every month with addition of the new styles every week. One of JUSTFAB’s 

main goal is to deliver personalized styles. Each month the clients receive new updated 

personalized Boutique according to Her choices and preferences. 

The company has a young and dynamic team of around 100 people in Europe and 

around 300 globally, working in European offices: Barcelona, Berlin, London and in Los 

Angeles, USA.  

 

The thesis topic was discussed with the CRM Marketing manager and CRM and Online 

Marketing Director.  
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2 Theoretical journey of JUSTFAB to effective e-mail marketing 

In this chapter, the theoretical framework for creating the product of this thesis will be 

explained and illustrated. Moreover, the list of useful sources will be mentioned.  

2.1 E-mail marketing 

When people hear about e-mail marketing, the first thing that appears in their head is 

spam. Hundreds of digital letters with irrelevant information, trying to push useless 

products. It is crucial to understand that spam and e-mail marketing are two different 

things. The first is illegal and ineffective, where the second is a real business instru-

ment. The real question is how to differentiate them in real life. Nowadays it is hard to 

understand what should be considered as spam. People do not tend to notice whether 

they have agreed to receive the news and it is hard to state if the received information 

is commercial or not. Consumers do not track their online actions, where they have 

ticked ‘I want to receive newsletters’, where they have left their e-mail address or on 

which websites they have registered lately. However, customers do care about how 

they are treated, about useful information and respect of their privacy. Hence, to differ-

entiate e-mail marketing and spam, we should view them through the prism of trust, 

loyalty and respect.  

 

Every company should remember that thoughtless sending of e-mails is not marketing. 

E-mail marketing is a regular process of forming relationships with consumers with the 

help of electronic mail (Kot 2018, 13). They key elements here are regularity and rela-

tionships. All keys steps in e-mail marketing should be constant or regular. The aim of 

these steps is to maintain or at least not to spoil the relationships with consumers. 

 

Moreover, e-mail marketing is not just bombing clients with offers. Everybody remem-

bers that the e-mails should sell something, but, unfortunately, some forget about 

holding people’s attention and maintaining interest to newsletters.  

2.2 E-mail effectiveness  

E-mail marketing can be considered as a very effective business tool for several rea-

sons. First of all, practically everybody (audience that is usually targeted) in modern 

world is using electronic mail. In 2017 the number of e-mail users was 3.7 billion and it 

is expected to grow up to 4.1 in 2021, while the average of accounts per user is around 

1.8 (The Radicati Group 2017, 3).  
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Furthermore, while being a lot less expensive than other marketing channels, e-mail 

can bring profit. Data & Marketing Association states that e-mail is still the first market-

ing channel for return on investment, which can reach up to 300% ROI. In ‘E-mail 

Marketing Industry Census 2018’ by Econsultancy and Adestra (2018, 5) it is men-

tioned that most of the companies prefer e-mail marketing to other marketing channels 

in terms of ROI and asses the performance of the campaigns as ‘excellent’ or ‘good’. 

 

The proper use of e-mail marketing can contribute to positive changes such as in-

crease of the site traffic, boost in sales, decrease in promotion expenses and 

improvement of relationships with customers (customer loyalty gain).  

 

Deal (2014, 3) states that e-mail is the digital workhorse, paying the most attention on 

its effect on customer retention. According to his research, e-mail marketing is the most 

effective at retention (56% of the respondents considered e-mail the best tool for this 

purpose), followed by social media marketing (37%) and content marketing (32%). 

(Deal 2014, 9-10). 

 

In addition, e-mail can reach a mass audience, while keeping personalized approach 

due to smart segmentation. Personalization, in turn, is a very effective way to reach out 

to customers (Sahni, Wheeler & Chintagunta 2018, 1).  

 

Moreover, e-mail marketing campaigns can be easily measured and tracked, which is 

very useful in strategy planning, showing if the way how it is used should be improved 

and which part should be changed based on different metrics (for instance, subject line 

based on open rate, content on click rate or landing page on conversion rate).  

 

E-mail remains one of the most top-performing tools and can ensure financial benefits 

and improve relationships with customers with the correct and efficient use of all its ca-

pabilities. 

2.2.1 E-mail marketing objectives 

The main goal of e-mail marketing is to increase in sales, especially in retail with online 

shop. E-mail newsletters can generate sales by offering discounts, introducing new 

products or explaining all the benefits of goods. 

 

Another pursued objective is acquisition of new customers. The obstacle is that cus-

tomers should leave their e-mail addresses and agree to receive newsletters. However, 
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all companies have lots of leads, people who have left their e-mail addresses (for in-

stance for an offer) but have never bought anything. They can be ‘hot’ leads, who are 

genuinely interested in the products and ready to buy or they can be considered as 

‘cold’ leads, who are continuing to receive letters, but they need something worthy (a 

great offer) to become customers. Hence, e-mail marketing can become a tool for get-

ting new consumers. 

 

Moreover, e-mail marketing can build brand awareness and brand recognition. It in-

volves people who left their addresses without paying attention, so the company should 

tell more about the products and the business. It is a great opportunity to capture these 

clients who are only half on board. It is crucial to constantly remind people about the 

company, better to use things in the e-mail that attract attention, such as well-known 

logo, bright pictures or strong text, something that instantly reminds people of the com-

pany. After seeing these elements several times, people remember them unwillingly, 

and firstly think about the company when it comes the time to buy goods from this 

product category.  

 

Furthermore, trust and loyalty can be built and strengthened through programs, offers, 

regular relationships. People should always feel the company’s presence, so they can 

turn to it when they need to buy something. It includes a lot of healthy and right com-

mitment from the company, for instance, well though through offers that people really 

need. 

 

Finally, using e-mail marketing companies can provide additional services to their cus-

tomers by sending different manuals, links to interesting web sources or videos, which 

positively affects the company-client relationship. 

2.2.2 Main problems e-mail marketers face 

When dealing with this sphere of product or service promotion, professionals always 

encounter following problems, which we may consider as general problems. 

Going from the beginning, when the e-mail is sent to the end when a lead becomes a 

consumer, the first obstacle is unopened letters. There could be numerous reasons, 

why the potential customers are not even bothered to read a key message of a mar-

keter. It could be a weak subject line or offer, a simple mistake in the sentence or an 

emoji that are not displayed properly on a specific device or sending at the wrong time, 

when the last thing a potential consumer can do is to open e-mails.  
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A major thing a professional e-mail marketer should be able to distinguish from this list 

of reasons is getting into a spam folder, as it is technically the reasons why the emails 

are not opened but the message cannot be even seen. Dealing with subject lines and 

thinking of catchy words will not help if this problem is not detected in the first place. It 

can be tracked in e-mail marketing software by checking open rates classified by e-mail 

service in each country (with different domains) or all together. If they drastically fall 

down in one day, it can be a ban introduced by a certain e-mail service, if there is no 

any other internal mistake made when programming an e-mail). Earlier this ban is no-

ticed, easier it is to fix it by taking out the group of people who tend to not open e-mails 

from the regular lists for a period of time.  

  

Another problem arises, when the first objective is reached, a person opens a letter but 

never clicks on the link. Quite common and easiest to determine reason is a broken 

link, when a person is not able to reach the final destination of the link. That is why test-

ing part of the e-mail preparation process in one of the most important ones and should 

be done extremely carefully. Even if the link works well, people might simply not like 

what is offered in the e-mail. Considering it is a newsletter with some new products, it 

works like a catalogue, technically e-mail is built correctly but customers are not inter-

ested in investing money in this product or service. This can be analyzed through 

surveys or just tracked through several campaigns, even though an assumption is not a 

right way to make final conclusions. Sometimes it goes deeper and should be pro-

foundly tested. People may not feel comfortable about the format, it can be too long or 

not informative, CTA (call-to-action) might be hidden and not obvious, there can be too 

many photos that people prefer just to close the tab without trying to understand what 

the letter is about. A/B testing is the best tool in finding the best options, which work 

with the target audience. 

 

Finally, the main aim is to convert a lead to a customer, so when it does not happen, all 

the work goes down the drain. It can happen for several reasons. Starting from a tech-

nical one, when the offer is announced but it does not work on the website or is 

complicated to active. Even a slow web-site can become an obstacle in converting cli-

ents. Furthermore, in the age of fierce competition companies are trying to come up 

with the most interesting offers, which sound appealing to the client and attract their at-

tention. Sometimes they are made just to get the client to read an e-mail, where the 

real offer has several ‘buts’, when the terms and conditions are not crystal clear, and 

discounts only look valuable but do not give real deals to clients. This can lead not only 

to low conversion, but also to worse thing, such as bad reputation. Word of mouth can 
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have strong effect on the business and it is better to be positive, stigma of being ‘liars’ 

can stick for a very long time.  

2.3 SWOT analysis of e-mail marketing 

In order to proceed with the optimization of the e-mail marketing communication it is 

essential to identify all issues connected with it with a SWOT analysis.  

2.3.1 Strengths 

As mentioned earlier, e-mail is a very effective business and marketing tool that can 

help achieve great results in increasing sales or attracting new clients. It is a low-cost 

tool with high ROI. All e-mails can be customized, personalized and micro-targeted, 

which makes e-mail a very effective individual marketing channel. Modern marketing 

platforms for e-mailing allow marketers to track their campaigns accurately and pre-

cisely to analyze whether the dialogue with the clients is successfully established. 

Hence, e-mail can be considered as a CRM tool that could establish strong relation-

ships with customers and promote positive dialogue.  

2.3.2 Weaknesses  

The most important thing that makes e-mail weaker than other marketing tools is the 

probability that newsletter will be noticed, the one single factor which can be altered to 

get attention is subject line, hence, marketers need to be incredibly creative to interest 

people. In addition, nowadays the technology used in marketing is highly developed, 

marketers can communicate with customers via different channels and it is hard to pre-

dict all possible services that clients may use in order to adapt the e-mail 

communication to them (for instance, different browsers, marketing platforms, devices 

themselves).  

2.3.3 Opportunities 

Throughout the years e-mail has been growing as a channel for business communica-

tion and communication with customers. According to Radicati Group (2017, 2) the 

number of business and consumer e-mails sent and received in 2017 was around 270 

billion and is going to reach 320 billion in 2021. In E-mail Statistics report (2017, 3) they 

mention that the half of world’s population is using e-mail nowadays. Furthermore, the 

survey conducted by MarketingSherpa in 2015 found out that 60% of respondents pre-

fer to receive marketing messages via e-mail, which leaves a great number of 

opportunities for marketers.  
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2.3.4 Threats 

In 21st century in the era of Internet it is difficult to keep all personal information in se-

cret. Consumers are becoming more conscious about sharing their private details, 

which leads in raising barriers between companies, marketing platforms and custom-

ers. In addition, it is getting harder to pass spam check, more factors are taken into 

account, such as usefulness of communicated information, proposed offer, possibility 

of scam and all e-mail platforms are pushing this bar up every year.  

 

In May 2018 new laws concerning data protection were introduced. European General 

Data Protection Regulation (GDPR) replaces outdated privacy laws and gives greater 

protection and transparency to Internet users, which, on the other side, changes how 

business work online. The changes affect e-mail marketing as well, customers gain 

more control of what they are willing to share, they become consent of the type of infor-

mation the company acquires as individuals should give and businesses should ask for 

permission to use personal information. (European General Data Regulation 2018). For 

instance, all e-mail sign up forms should be opt-in from now on, which means that com-

panies cannot pre-check the box, where the user agrees to receive newsletters or other 

sort of information, which can significantly affect all online business and lead to drop in 

sales, conversion and other companies’ targets. Finally, e-mail communication can be 

perceived as old-fashioned, which affects people how are following trends in every 

sphere of life. All the aspects reviewed are summarized in table 2 below.  

 

Table 2. SWOT analysis of E-mail Marketing (Pogorelova 2019) 

Strengths 

 Low cost tool 

 High ROI 

 Customization 

 Personalization 

 Micro-targeting 

 Measurability 

 Builds strong relationships as a CRM tool 

Weaknesses 

 Hard to get noticed 

 Technical limitations 

Opportunities 

 Growing marketing channel 

 Used by half of world’s population 

 People prefer to receive offers by e-mail 

Threats 

 News privacy laws (EU GDPR) 

 Spam barriers 

 Old-fashioned channel 

2.4 Main elements 

All e-mails that are sent in business environment have its own structure and rules. If we 

are talking about promotional e-mails or newsletters, they have elements, which are 
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suggested to be present, such as subject line (SL), preheader, main image (or main in-

formation), terms and conditions (T&C, if there is any type of promotion running at the 

moment), unsubscribe button and some other minor things. As few things can be al-

tered in the e-mail, the marketers should be creative with all these elements listed 

above. There are some rules and tips to achieve high engagement with the e-mail cor-

respondence.  

2.4.1 Subject line 

Subject line (SL) can be considered as one of the most important elements in the e-

mail marketing as it is the first thing that receivers see, which subsequently determines 

whether people open a letter, skip or just delete it, meaning that the open rate (OR) de-

pends mostly on the subject line. 

 

The main hurdle is only few options of altering the subject line for better results.  

Subject lines should be short and clear, there should be call-to action or something that 

catches one’s eye. While going through a long list of e-mails received, nobody stops to 

read a long sentence, especially if the letter is a newsletter or a promo, which is initially 

has zero interest for a client. It should be able to stop reader’s attention by an interest-

ing sale promo, a “loud” statement or a funny word-game. The latest trends, which will 

be reviewed later in the best examples and benchmarking part is adding emojis and 

capturing attention by making the letter look as it is an answer (Re:) or a notification 

((1) notification).  

 

The subject line is the face of the whole e-mail, other parts will not be even seen if the 

this first part is failed.  

 

The other thing, which is not connected to SL directly but is seen at the same time is 

the name of the sender. Before the mailing of letters is it essential to check whether the 

sender is a person or a company (both is acceptable, the first is even better for person-

alization), if it looks professional enough.  

The list of actions that can be done is short but every company faces the same prob-

lem, tries new options that should be always taken into account and implemented 

wisely. 

 

Finally, obvious but still important thing is to avoid mistakes in the SL, emojis that are 

not shown and cut phrases because of the limit of characters or screen that does not 

show the second part of the sentence, which automatically leads to a loss of meaning.  
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2.4.2 Sub-header 

Sub-header or preheader or alternatively Johnsons Box can contain more information 

to an on-going promo, contact information, some essential details.  

 

Moreover, it should always have a link to a web version of an e-mail if the letter cannot 

be seen on a certain device, browser or e-mail service provider. This option seems 

useless at the first place but it can contribute to customer retention. People often feel 

unease when the page or picture is not loading. According to Patel’s research (2018), 

‘How Loading Time Affects Your Bottom Line’, 40% of people abandon loading web-

sites (pages, pictures, mails and everything else that can take time to show up on the 

screen) after 3 seconds of waiting. It can cost a lot of money to a company. For in-

stance, Amazon calculated that one more second of loading time can cost $1.6 billion 

to a company (Eaton 2012). 

 

This element of e-mail goes along with the subject line as it is displayed in several e-

mail service providers in the list of received messages. It can be a short summary of 

the whole e-mail, which can help sender attract more people and receiver decide 

whether to open an e-mail or not, which is beneficial for both sides. 

For better understanding here is a screenshot of how it looks in Gmail service provider 

(figure 1).  

 

 

 

Figure 1. Gmail inbox desktop interface with displayed subject line and preheader 

(Gmail 2019) 

2.4.3 Body (main information or image) 

It is essential to include only useful information in the body, as if a client decided to 

open an e-mail, it will be the first part that will be checked and evaluated. The best 

body content should the combination of text and images, as the plain text is boring, but 
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it should always accompany the images as in some e-mail service providers the pic-

tures are turned off by default to maximize loading speed. Overloading a message with 

information or products, which have no interest for client can lead to the loss of custom-

ers. The question which raises is how to know whether consumers would like to see 

this or that information. Here comes A/B (sometimes even C) tests, which is one of the 

biggest topics in e-mail marketing. However, when the test is conducted there is al-

ready a list of things that should be checked. To create this list in the first place, 

company should carefully study the market or carry out a market research.  

2.4.4 Call-to-action 

There should always be a reason to send an e-mail, either company wants to sell any-

thing, communicate any important information or tell a story. Hence, it is essential to 

include call-to-action, so the receivers can act and feel as a part of something im-

portant, as they take part in the actual dialogue. 

 

Call-to-action can be a big central button, a link or a picture, something that attracts 

people’s attention. It is the core of the message, as all the conversion comes from it. It 

is suggested to have not more than one call-to-action as many different links or buttons 

can cause some confusion. Confused people prefer to leave or skip the e-mail if they 

are not completely sure what they should do or what a company wants to communi-

cate. 

2.4.5 Logo 

Logo (Isaacs 2015) is a must-have in all correspondence as it is an extremely im-

portant psychological moment. People tend to remember things through the 

associations and, moreover, more people see something, better they remember it. 

Here comes one of the key tasks of the e-mail – create a link between your company 

(logo) and something that attracts clients such as good quality, nice design or informa-

tive e-mails, for instance. The bond that was skillfully created, benefits company in 

different ways, it can bring more profit or keep the level of customer retention really 

high.  

 

The author has already mentioned that the header is the most important part of the e-

mail, which affects a lot client’s actions. Even if a client decides to continue reading an 

e-mail, there should be something that captures attention to keep the client interested. 
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2.4.6 Terms and conditions, unsubscribe link and privacy policy 

Usually newsletters and all promotional e-mails include offers or state something that 

includes different conditions for the execution of something. Terms and conditions 

(T&C) are always needed in these cases, in order to clarify the details, indicate the ex-

act conditions and protect the company in case of contentious issues. T&C should be 

made by a person who understand legal issues and they are vital to be checked before 

sending. 

 

Moreover, unsubscribe link is a minor element and may not be the most important thing 

in terms of marketing (on the contrary, it leads to loss of clients) but it is indeed indis-

pensable element. Ignoring it can lead to legal problems, with new regulations it 

became even more serious in 2018.  

 

Finally, it is crucial to check that e-mails include privacy policy that covers everything 

that a company collects from customers and what is done with this information; it is a 

subject to legal regulations as well. 

2.5 General rules of e-mail marketing 

2.5.1 Creating a strategy 

To make campaign the most effective and take everything of it, it is essential to create 

several strategies. Firstly, strategy of attracting subscribers and keeping them and then 

sales strategy. Generally, the strategies are created for three months ahead. 

 

While creating a first strategy, the following points should be taken into account:  

 instruments to attract subscribers, 

 subscription pages and forms to gather subscribers, 

 what to offer in change of e-mail address, 

 free (announces on partner websites, social media) and payed (contextual ad-
vertising, advertising in other mailings), 

 budget of campaigns and payed instruments, 

 how to maximize effects of using free instruments. 
 

Strategy of retaining subscribers consist of these elements: 

 types of letters to use (regular mailings, offers and discounts, letters made for 
particular segments or letter connected with special events, 

 series of welcome-letters that a person gets after subscription (so-called Drips), 
how many of them, their aim and what is included in each, 

 time period between mailings, repetition of each kind of letter. 
 

Finally, sales strategy is about 
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 goods and services offered in the next three months, 

 offers, discounts and their conditions and restrictions, 

 connecting discount with the type of letter, how and when the offer is an-
nounced. 
 

For instance, regular mailing is set on each Tuesday. In each letter there is a series of 

useful tips and one offer announce. There is a link leading to a website page with de-

tailed description of the offer. 

 

Letters connected with different event can be mailing for Christmas or Mother’s Day. It 

is advised to create offers for these days as well. 

 

After the purchase a client receives several letters about the order, some additional 

goods or services, something matching or something that creates a good combination 

with the bought item. 

2.5.2 Data collection and preparation process, planning 

This step is completely about content and what kind of information people receive. It is 

better to create a calendar with all kinds of mailings, so all holidays, important dates 

and event mailings can be seen at once. It helps not to repeat letters and create in-

formative up-to-date mailings. Different segments can have various colours in the 

calendar in order to differentiate them easily. JUSTFAB successfully uses this practice 

and here is the example of one of the months. Firstly, one should find or come up with 

topics and write texts for mailings for next several months. Case company, JUSTFAB 

practices another way in their special case. There are two departments, European and 

US. Hence, European office follows US calendar. European calendar is created one 

month in advance in cooperation with US office with special additions (as holiday cele-

brated only on Eastern part of world) or changes (for instance, based on different 

weather conditions –it is colder in France than in Los Angeles in November).  

 

Secondly, all offers should be thought through because they should be connected with 

holidays or special dates (Black Friday, Cyber Monday) and the percentage of discount 

should be calculated based on desired revenue. Behind one offer lies a lot of work, 

from coming up with the content to creating offers on the website. It includes design 

work for newsletters and banners on the website. Finally, all the plans should be com-

municated to other departments. In JUSTFAB the calendar is created with one or 

several representatives of each department, so everybody is aware of events in the 

calendar and peculiarities or each mailing. Another important thing, which should be 

showed in the calendar is all the tests, elements, segments or time tested. 
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2.5.3 Technical questions 

The main instrument in e-mail marketing is a software used for sending newsletters 

out. There are a lot of them nowadays and sometimes it can become a problem how to 

choose one.  

 

There are several features that should be in every e-mail marketing software, such as 

templates, ability to retrieve and analyze information, mobile-friendly features and abil-

ity to automate tasks (without these features successful e-mail marketing cannot be 

achieved). Templates are really useful for companies without web-designers, there is a 

possibility of choosing and adding any element of the e-mail (subject line, picture, text 

and else) and then changing it for one’s needs. Bigger companies prefer to have indi-

vidually designed newsletters with written html code. Hence, company’s size can define 

whether template or html code is used. 

 

Furthermore, surprisingly the main part of e-mail marketing is not actual newsletters but 

what happens after they are received by customers – the results. They include how 

many people opened letters, clicked on them, bought something, how A/B tests worked 

and what to change to improve the results. All the changes in e-mail elements, strat-

egy, lists should not be done blindly but based on the results. Every e-mail marketing 

software should provide the results of e-mail campaigns and basic report of sent e-

mails. Based on this information company can create a detailed weekly or monthly re-

port of all the emails sent. 

2.6 Testing 

E-mail marketing is a functional instrument for deep understand of customers’ psychol-

ogy. It is possible to get detailed information on what clients reach the most, what they 

are interested in or what concerns them with the right approach. According to Kot 

(2018, 57), there are two approaches: contemplation and testing.  

 

If there is no time (or desire in most of the cases) for tests, contemplation can be used. 

In the sense of e-mail marketing, it means randomly changing elements and strategies, 

reviewing the effectiveness of the e-mail on the surface. This approach can create a vi-

sion but it never shows the real figures, which cannot be used as a base for a 

content/media plan and strategy. 
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Testing is more active and consistent. All the elements of the e-mail mentioned in the 

previous chapter can be and should be tested to determine the most effective options 

and create successful campaigns.  

 

Sometimes it is hard to choose between two variants without actual numbers. The most 

used tests are A/B testing or split tests, where there are two elements tested, for in-

stance, a subject line or the CTA.  

 

One important thing is that only elements can be tested because only this way it is pos-

sible to understand what has affected the result. 

 

Moreover, two different types can go under tests: regular newsletters and so-called 

selling letters. 

2.6.1 Regular newsletters 

First of all, it is essential to determine what kind of statistics we want to get about regu-

lar mailing newsletters. It can be: 

 Subscribers’ preferences. What do they perceive better: real life examples or 
tips? Long theoretical paragraphs or selection of useful links? 

 Letter size. One or three paragraphs, the whole page or several screens of 
text? 

 Newsletter writing style. Friendly, humorous, lightly cynical or teasing? 

 Days and hours, when clients open and spend more time on letters. Weekends 
or weekdays, mornings or evenings? 

2.6.2 Selling newsletters 

The author is talking about testing the following types of letters: 

 selling letters and series of letters; 

 event letters; 

 welcome letters. 
 

The usual strategy of creating a test includes following steps: 

 

Creating a control letter is a first step. Testing means the control of changes. In other 

words, how much something increases or decreases compared to the base. The ques-

tion is what is this base and the answer is this control letter, which is sent to 

subscribers and the results are measured later. This is not an ideal letter, it is just what 

would be a foundation for further comparisons. After the series of experiments new bet-

ter options become control versions, which should be tested as a step to an ideal letter.  
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The next step is to create a list of newsletter parts for testing. There are thousand 

questions that can be answered only after proper tests. For instance, what the most ef-

fective days of the week for send outs are, how the sales can change if photos are 

added to the letter, how the conversion is affected if the letter is sent out in html or as a 

plain text. 

2.6.3 Elements to test in the first place 

First, it is important to test the offer, the type of goods, additional services, bonuses 

and anything that can add some value and benefit the results of the campaign. 

 

The second thing to test should be prices as there are always clients that are unhappy 

with the offered prices. It is crucial to find the line where customers stop to buy, so the 

price is maximized, but sales are up. The other thing to take into account round num-

bers against unrounded ones. 

 

Returns guarantees should be tested as well. The marketers state that presence of 

guarantees has a positive effect on customer reactions. 

 

Benefits are practically the most principal part of any sales. Depending on the kind of 

business various bonuses or discounts can be applied, it becomes the next thing to 

compare in the control and test versions.  

 

The next thing that can easily have a separate book is a subject line. The field of test-

ing subject lines is enormous, different styles and ways to tell the main thing can be 

used. Modern subject lines are full of emoji and other attracting attention features. 

Furthermore, text versus html is another battle to send to clients. The second version 

involves some knowledge of the basic computer language but generally is more visu-

ally attractive, yet to state this surely test is required. 

 

Next three elements are the parts of physiological factor based on visual senses. Any 

kind of pictures can drastically change the effect of newsletters, the positivity of it can 

only be understood by experiment. Another visual element that is directly connected 

with click rate is the presence of buttons or links, on which customers click more, the 

research can include color, length and position of the element.  

 

As mentioned earlier, CTA (call-to-action) is a direct tunnel between newsletter and 

sales page (which can eventually lead to order). It certainly can work better in specific 
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condition, in particular parts of the e-mail. Whether it should be the first thing the client 

notices when opening mail or it should at the end of newsletter is another subject for 

A/B test.  

 

Moreover, it is obvious all people have different habits and prefer contrasting things, 

such as short and laconic or long and informative newsletters, for instance.  

 

Finally, behavioral patterns strongly influence the statistics, such as open and click 

rate. By conducting the test, marketer has to find out the best day and time to send out 

various type of letters. It only seems difficult without structured tests but comparing the 

results can give a real vivid picture of the situation and boost sales. 

2.7 Spam folder and how to avoid getting in it 

When talking about e-mail marketing it is crucial to remember about spam filters that e-

mail services use to protect their customers from unwanted and sometimes even dan-

gerous e-mails. To make them the most effective, barriers built are really high and they 

are becoming even harder to bypass. Companies should obey special rules to be able 

to reach a final consumer and react quickly if they get in a spam folder or it can leave a 

great negative effect in the future on deliverability. 

2.7.1 Reasons for getting in the spam folder 

The natural and completely understandable desire of e-mail marketers (and any other 

people) is to cover the largest number of people; therefore, people without knowledge 

or experience create long lists without differentiation. These lists are usually blocked. 

Companies need to show e-mail services that lists are built in the right way with full 

permission of all participants of mailing (Hayes 2013, 23). Therefore, if there is no per-

mission to send newsletters, information is suspicious, some forbidden trigger words 

are used (such as “free”), then there is a great possibility of getting into spam (Kristen-

sen 2018). These reasons can be considered as main, even though there is a great 

number of causes that can lead to the “hell” of e-mail specialists. Most common cases 

are reviewed below. 

2.7.2 Lack of permission 

“The first rule about fight club is you don’t talk about fight club.” (Palahniuk 1996, 72). 

Everybody knows this famous quote and what it means. The first rule of e-mail market-

ing is to talk about permission for sending any letters and to make sure that clients give 
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it to a company (tick the box). Knowing this fact explains why buying and using ready-

made lists from third parties are prohibited.  

 

When a person ticks the box, he or she opts-in. It was not such a big deal before to 

make a person agree to receive mailings because the box could be pre-ticked, mean-

ing that a person was opted-in by default. To decline getting mailings, the tick should 

be removed. Recent laws drastically changed the situation. A 2018 reform of EU data 

protection rules has amended the whole system. One of the things affected by new leg-

islation was this tick box, which is empty starting from May 25th 2018. This means that 

when a person makes a registration, he or she is not opt-in by default.  

 

Figure 2 below shows how it looks on UK website. 

 

 

Figure 2. JUSTFAB subscription form with opt-in boxes (JUSTFAB 2019) 

 

After filling in all the empty fields, a lead should put two ticks to be subscribed. Psycho-

logically people put two ticks without even reading, because without accepting Terms & 

Conditions a person cannot proceed. However, as it was expected, fewer number of 

people subscribe to newsletter willingly. In order to gain people back JUSTFAB must 

come up with new catching ideas. Author is going to offer some creative suggestions 

and thoughts. 
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Obeying this rule is a crucial step in avoiding spam folder. Moreover, if a company 

breaks this rule (or any other data protection and anti-spam rule), it can be fined, for 

example, in the UK up to £500,000 (Cazalet 2018).  

 

In addition, even if a person is opted-in, there should always be an opt-out link, which 

usually looks like ‘Unsubscribe’ button. 

2.7.3 Clear basic information 

When creating an e-mail, it is vital not only to think about content, but also about what a 

customer sees, when an e-mail lands in the inbox. Fields such as “From”, “To” and 

subject line should be correctly and clearly fined with no sign of misleading. Company’s 

name, e-mail address and domain name should be transparent to receivers, so they 

how they are “taking” with. (Kristensen 2018) 

 

2.7.4 Forbidden words in subject line 

There is a long list of spam trigger words that are better to be avoided in subject lines, 

which consists of about 500 words. Some of them people tend to use mistakenly more 

often than others, even though it is totally understandable, as some words seem to be 

very catchy.  

 

Firstly, it is important to mention the word ‘free’, which is so attempting in marketing 

context. People react more on free goods or services, but adding this word in SL can 

lead to a spam folder. It does not mean that companies should not use such offers but 

it is better to communicate this offer in other words. In addition, words with financial as-

pects should not be used as well, for example, cheap, cost, price, profit etc.  

 

Spam trigger words can be divided into groups, such as financial, which was described 

above, employment (earn, income, extra cash), general (problem, satisfaction, suc-

cess), greetings (dear, friend), marketing (click, opt-in, spam, open), medical (Viagra, 

medicine, online pharmacy), numbers (100% free, billion, #1), offers (prize, terms and 

conditions, winner), call-to –action (get, compare, cancel), description (fantastic deal, 

certified, amazing), sense of urgency (act now, for only, do it today) and nouns (phone, 

legal, casino) (Rubin 2012).  

These words and phrases are just a small part of the list, which can be easily found on 

the Internet. It is easy to check it while writing a subject line and it can save time and 

money. 
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3 Project management methods 

This chapter describes in detail the project management methods, which are required 

to analyze and optimize e—mail marketing system in JUSTFAB. It includes the 

research target and A/B testing process. 

3.1 Research target 

The main objective is to analyze JUSTFAB current newsletters and deliver e-mail mar-

keting guide (appendix 2). This should help the organization increase efficiency of e-

mailings.  

 

The research is based mostly on benchmarking, implementation of the most successful 

colleagues’ methods and checking their relevance on JUSTFAB’s target audience by 

conducting A/B tests.  

 

Many studies and guides about e-mail marketing can be found on the Internet. Alt-

hough, they can be useful, they usually include general techniques. In a highly 

competitive environment, companies must stand out to be prosperous in their sphere. 

The aim of the guide is to show unusual methods and add working suggestions that are 

applicable in current realities without going through outdated processes. 

 

Furthermore, the research requires not only in-depth understanding of marketing and 

people’s psychology, but also detailed and complete comprehension of e-mail market-

ing, which is quite narrow topic, which demands a separate additional education since 

it is studied superficially at the university.  

3.2 E-mail marketing guide development process 

This section is focused on outlining how to create a structured e-mail marketing guide 

with all recent techniques that have real working power. The planning process and the 

theoretical framework are included. All mentioned techniques were benchmarked or 

partially taken from other succesfull examples and redisgned according to company’s 

needs. The figure 3 below shows a chart of the search and collection of information for 

the e-mail marketing guide. 
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Figure 3. Project management design (Pogorelova 2019) 
 
 
Information research will include both quantitative and qualitative research. For the 

quantitative research results of A/B tests on different e-mail elements will be analyzed, 

Quantitative 
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Result summarized  

E-mail marketing software reports  
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E-mail marketing guide

Qualitative 

 

 

Interviews 

EU CRM Specialist 
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they will show exact numbers, which will prove or disprove the effectiveness of a partic-

ular method on JUSTFAB’s audience. Qualitative research will be used to investigate 

company’s current situation and its aims. To get all this information, EU CRM Specialist 

will be interviewed via Skype as she occupies a high position, has access to infor-

mation, sees a long-term perspective, but at the same time takes part in daily tasks, 

and understands the current situation at the company in her competencies 

3.3 Stages of the e-mail marketing guide development  

This subchapter contains all stages of information search and analysis and guide 

development process. Table 3 below displays all steps and entire managment plan.  

 

Table 3. Research Methods Summary (Pogorelova 2019) 

Project 

task 

Research Theory 

Analysis 

A/B 

tests 

Interview Guide de-

velopmen

t 

Project 

evalua-

tion 

Informa-

tion 

source 

Books, ar-

ticles, 

reports 

Data from 

research  

Sailthru, 

weekly 

reports 

Skype In-

terview 

E-mail 

marketing 

techni-

ques 

Author, 

Thesis 

Advisor 

Imple-

menta-

tion 

method 

Reading, 

analyzing 

Analysis 

of e-mail 

marketing 

possibili-

ties 

A/B tests 

results 

Interview-

ing EU 

CRM 

Specialist 

Bench-

marking  

Assess-

ment of 

the 

thesis 

Task 

outcome 

Compa-

ny’s weak 

sides re-

veal 

E-mail  

system 

strengthe-

ning sug-

gestions  

Specific 

tips for 

company  

Learning 

company’s 

current sit-

uation  

Creating 

the e-mail 

marketing 

guide 

Making 

correc-

tions 

Project 

outcome 

Developing an e-mail marketing guide with suggestions 

 

Firstly, current situation on the market will be analyzed to determine trends and 

competition. Superficial study will show opportunities and space for development. At 

the same time, weak sides of the company’s e-mail marketing communication will be 

seen. Researching competitors will help identify on-going tendencies, methods and 

techniques that can be tested on JUSTFAB’s audience. 
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The second stage is aimed at combining main rules with modern trends to avoid the 

probability of failure at the initial stage. It is vital to study and understand e-mail basics. 

However, to succeed companies should focus on offbeat approaches, as detachment 

from a huge number of emails is crucial. At the end, all gain knowledge will form clear 

suggestions both in general and for individual elements. 

 

The third step encompasses the application of all acquired knowledge in practice. Bor-

rowed or invented techniques may seem as working in theory, but should always be 

tested on specific audience, whose preferences can dramatically differ on practice. 

This part combines the search for best examples from competitors, their elaboration 

and improvement and testing on JUSTFAB’s audience. 

 

Next stage is aimed at company’s analysis and modifications made in e-mail marketing 

communication due to recent changes in private data regulations. New law (General 

Data Protection Regulation) is still fresh in the mind of e-mail marketers and has made 

big changes in the work of European companies. It is very important to understand 

what the changes were and how to adapt to them in modern realities. Hence, a 

separate part is devoted to this topic. To understand the effect of this law on JUSTFAB, 

EU CRM Specialist will be interviewed. From the interview it will be clear how 

successfully the company was able to adapt and what else needs to be improved. 

Based on the results of the analysis, proposals relevant to this stage of adaptation will 

be given. 

 

The fifth step includes the formulation of a short e-mail marketing guide based on the 

information from the initial stages. It should have effective methods and modern 

techniques, which work on closing gaps and strangthening weak sides.  

 

The final stage of the process is project evaluation. The e-mail marketing guide’s effec-

tiveness is assessed at this step. The guide can be used as a cheat sheet that can be 

resorted at any time to improve e-mail marketing communication.   

https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
https://gdpr-info.eu/
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4 Benchmarking of best practices in e-mail marketing by element 

and A/B testing 

Throughout several years JUSTFAB has been developing a tested universal guide for 

all e-mail interactions with clients. Furthermore, CRM department is always researching 

for novelties and testing them. However, it does not take a lot of time to notice that 

JUSTFAB is not using all possibilities of modern market, where millions of new ideas 

are laying on the surface.  

 

The author’s plan is to research and mention below all successful examples of each e-

mail element, compare them to case company practices and review all outright mis-

takes that the company keep making from one letter to another. 

 

During last several years author was interested in e-mail marketing and paid attention 

to how it is done by different companies. What is interesting, big companies are not 

aiming for creativity, probably because they get enough attention due to high interest to 

their brands.  

4.1 Subject line (SL) and preheader 

The element that start everything is subject line, the reason why the e-mail can be left 

unopened. There are general rules that all marketers are trying obey while creating 

mailings, such as short but descriptive SLs without forbidden words, but it gets harder 

and harder to intrigue people with only couple of words.  

4.1.1 Wording and style 

To interest people subject lines should tell stories or scream about benefits for clients 

(Hayes 2013, 46). Great SLs can make people laugh only with couple of words. One of 

the best examples, in author’s opinion, is The Hustle. It is a portal that sends one e-

mail per day on tech or business topic after subscription. Even though portal’s topics 

can be intriguing for people who have subscribed willingly, it is not always their first 

choice in inbox full of hundreds newsletters. The Hustle use one of the best techniques 

ever created – humour.  

 

Here are some examples of subject lines of newsletters that have caught author’s at-

tention (figures 4-7): 



   

 

31 

 

Figure 4. Catchy subject line from The Hustle (The Hustle 2019) 

 

Everybody knows about Pokémons or Pikachu, people would be interested what it 

could be about and why it is in their inbox. It can have only two effects on people, they 

get surprised and open it immediately or they get angry because of childish type of 

content. Usually nice things, which remind people about childhood, recall good memo-

ries, which lead to positive perception of newsletter. This is a good example of working 

not only with humour and jokes, but also with psychological factor, even if it does not 

seem like this in the first place. Remember to stay on the topic while getting creative, 

subject lines should always reflect the main theme. In the example above The Hustle 

really talks about Pokémon company’s new app, which is tracking people’s sleep and 

turns into new kind of entertainment.  

 

 

Figure 5. Catchy subject line from The Hustle (The Hustle 2019) 

 

Another example is a newsletter that tells about artists entering Billboard’s list only by 

selling (giving away) music albums through different bundles, such as selling them with 

energy drinks in DJ Khaled’s case, for example. Subject line is directly connected with 

e-mail’s theme, but is written in interesting way, where everyone will ask a question: 

‘Why does DJ Khaled want me to buy an energy drink?’. That is the trigger that makes 

people open the newsletter. 

 

 

 

Figure 6 and 7. Catchy subject lines and preheaders from The Hustle (The Hustle 

2019) 
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Here are other wonderful subject lines from The Hustle, another thing worth mentioning 

is their preheaders, which are shown in inbox. Usually companies repeat newsletters’ 

main topics in both SLs and preheaders, which can seem heavy and scare off custom-

ers. The Hustle came up with an idea of leaving only funny and creative part in 

preheaders. In all their newsletters and it is seen on four screenshots shown above 

they use strange and at the same time appealing facts that are not connected with the 

topic but can attract people. They start in the same manner “Today…” like it is a news 

bulletin.  

 

Speaking about JUSTFAB, most of their SLs usually are made in simple and clear way, 

which is good on the one hand, as it is an e-mail marketing rule but old. All newsletters 

are written in four languages: English, German, French and Dutch, some of them are 

translated in Swedish, Dutch and Danish. Here are some examples from JUSTFAB UK 

(Figure 8): 

 

 

 

Figure 8. Common JUSTFAB subject lines (JUSTFAB 2019) 

 

These kind of newsletters are interesting for people who are looking for boots or train-

ers at the moment, some people may start thinking about buying something after these 

subject lines (inculcation of needs), but the rest of them will not open this letter as it 

does not concern them. While if a company makes them at least open it, a customer 

can stay due to some other factors, for example, pictures can be colourful and visually 

attracting, some models of clothing can be especially appealing or body text can be al-

luring. The fact is when a person opens a letter; more factors that can bait perspective 

customers and lead to a possible sale or collection of contact information appear. 

 

Author’s suggestion for JUSTFAB is to stay one the topic but add some creativity. 

Some subject lines attracted author’s attention no matter what the topic was. Exampled 

can be found on figure 9: 

 

 

Figure 9. Eye-catching subject lines (JUSTFAB 2019) 
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Even though a person might not think about anything at the moment, this SL contains 

some mystery and is begging a potential client to open it.  

 

What a person sees, when opens the e-mail is shown on figure 10: 

 

Figure 10. Common JUSTFAB e-mail newsletter with an offer (JUSTFAB 2019) 

  

It is a simple offer (in value, not in wording) that JUSTFAB has on daily basis. Some 

parts are visually appealing, such as festive colours, which gives a sense of holidays 

like it is a present. Words “Last Chance” suggest that it is an offer, which is expiring 

soon, it adds some sense of urgency, when a great part of people stop thinking 

whether they are need of anything in the store, they just buy something because they 

think they need to do it. 

 

A report from Experian shows that these kind of e-mails increase open rates up to 14% 

(when urgent call is mentioned in SL as well) and double even conversion rates. It is 

most effective to mention not only a discount, but also a time limit of the offer (not only 

qualitative, as in the example above).  

 

All these factors most possibly make a possible client go to website and check the col-

lection and it is already more than a halfway. It is a small example on how all elements 

work for each other. 



   

 

34 

 

The second good example is presented on figure 11. 

 

 

Figure 11. Good example of JUSTFAB newsletter’s subject line (JUSTFAB 2019) 

 

Main audience of case company’s website is young girls from 17 to 35, who follow all 

trends that come from social media, who has their role models from Instagram. They 

want to be influencers as well. That is why this subject line is extremely strong; it 

touches modern issues and affects a lot target audience. Unfortunately, JUSTFAB 

does not develop this topic in creating an influencer program; it was just an alluring 

subject line to check some clothes that Instagram influencers were wearing. It could be 

a good marketing, only if JUSTFAB worked with a bit more famous women that have a 

wider audience. The only thing that can still save some audience and bring some 

money is “Private Sale’ label in the corner (figure 12). 

 

 

Figure 12. JUSTFAB newsletter with an offer from recent sales (JUSTFAB 2019) 

 

It makes this e-mail a bit personalized and make people matter; word ‘sale’ may have 

its role as well. 
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These were two amazing examples of subject lines from JUSTFAB that differently influ-

enced on customers’ action afterwards, which confirms the fact that every element and 

step of e-mailing process is significant for a final result.  

 

JUSTFAB should start to think a bit out of box and minimize talking with clients directly 

with items that they are trying to sell. They do not need to show people what they have, 

but make people want to buy what they sell on their website.  

4.1.2 Special techniques 

In addition to right words, creative and funny style, there are several other methods that 

can help diversify all same headings and take the most of e-mail marketing.  

 

An integral part of modern life are smart phones with never-ending text messages, noti-

fications and SMS language with emoji. 

4.1.2.1 Emoji 

In the world of texting, emoji – signs that communicate emotions and reactions and 

play a huge role. People substitute words by graphic signs to make messages shorter 

and clearer. It was just a matter of time until this trend comes to e-mail marketing. 

Chasing clients’ attention companies add emoji everywhere, which can affect differently 

on open rates. 

 

While scrolling through newsletters that come in incredible numbers, people more likely 

focus their attention on colourful signs that visually differentiate newsletters from other 

e-mails in the list. This statement can be checked on figure 13.  

 

 

Figure 13. Subject lines with and without emoji (Gmail 2019) 
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Without even reading the SLs, the first thing that eyes notice is a message from New-

BeautyBox with surrounding emoji and then a message from Pimkie with a ‘sun’ emoji 

at the end of the sentence. These SLs are in Russian and Spanish respectively that 

confirms the statement that words have no impact in this case.  

 

According to the research made by Experian, 56 % of brands that use emoji in SLs 

have increased open rates.  

 

Although JUSTFAB is using emoji in their communication (figures 14 and 15), there are 

some critical moments that should be taken into account while planning future cam-

paigns. 

 

 

Figure 14. Usage of emoji in JUSTFAB subject lines (JUSTFAB 2019) 

 

 

Figure 15. Usage of emoji in JUSTFAB subject lines (JUSTFAB 2019) 

 

 

Based on author’s observations in order to benefit an e-mail campaign it is better to fol-

low several simple rules, such as: 

 

1. Do not overuse signs in the communication with clients as they may perceive it 
too be to childish and familiar as can be seen on figure 16. 

 

 

Figure 16. Example of overuse of emoji in author’s inbox (NewBeautyBox 2019) 

 

According to Braze research completed in 2016, women are likely to react more posi-

tively to emoji. JUSTFAB’s target audience consists completely from women, which 

gives a little bit of freedom in using emoji.  
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2. Be sure to add emoji that everybody sees. 
 

The great variety of smartphones, tablets, computers, e-mail platforms and e-mail ser-

vices play an important role in technical development but make commercial e-mail 

communication more complex because of difficulties with displaying characters. 

 
As an example, a wrapped gift emoji is taken on figure 17 and 18. 
 
 

  
Figure 17. A gift-wrapped emoji displayed on desktop version of mail.ru and Gmail e-

mail service provider (Beauty Bay 2019) 

 

 
Figure 18. A gift-wrapped emoji displayed on Apple’s iPhone (Beauty Bay 2019) 
 
 
A win-win option is to use the most common emoticons that are supported by all de-

vices and platforms. What is more vital is to test all e-mails on several e-mail services 

on desktop and mobile version. It can seem like extra work but on practice, it is quick 

and can save from a lot of unpleasant incident like on figure 19. 

 
 

 
Figure 19. Incorrectly rendered emoji in one of JUSTFAB’s subject lines (JUSTFAB 
2019) 

 
 

Emoji can be a great instrument that can set a new style to company’s SLs, tell a story 

and diversify a boring inbox but it should be used wisely, following all rules and com-

mon sense. 

4.1.2.2  Notification style  

In the situation of high competition, companies are trying to attract customers’ attention 

by all possible methods.  
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Another interesting technique that author noticed while analyzing current trends in e-

mail marketing is adding a notification sign, such as, ‘(1) message’.  

 

It can be anything that makes a newsletter artificially more personal like in social me-

dia, a message, notification or invitation, it can be a ‘reply’ marked as ‘RE:’. Example 

by Hotels.com in showed on figure 20 and Urban Outfitters on figure 21. 

 

 

Figure 20. Usage of ‘notification’ style in Hotels.com usage (Hotels.com 2019) 

 

 

Figure 21. A fake sign of reply used by Urban Outfitters (Urban Outfitters 2019) 

 
This scheme can seem as a working option as it completes the task, it catches peo-

ple’s eye. However, when using this technique e-mail marketers should be aware of 

certain pitfalls. According to Specht’s and Litmus Software and Fluent research 54% of 

respondents felt ‘cheated and tricked’ by e-mail’s SL, when opening a newsletter. Com-

panies are trying to wrongly personalize e-mails by adding RE: or FWD: in SLs. This 

method covers the commercial nature of newsletters, makes it look like it is coming not 

from a company but a person you might know, a friend.  

 

It obviously increases OR as customers think that the letter is personal and important, 

but the trickiest thing comes next. Either something else in the newsletter draws client’s 

attention and potential customer stays and possibly converts; or he or she leaves im-

mediately feeling deceived. In the worst case, the company loses this customer and the 

letter goes to spam. 

 

In author’s opinion, using RE: or FWD: should be avoided in e-mail communication be-

cause it is definitely ethically wrong and imposes companies as liars. However, using 

different notification styles as ‘(1) invitation’ and ‘new message’ as this method draws a 

connection between e-mails and social media notifications but cannot be confused, 

which means that customers will see the SL and message but will not feel tricked after 

opening an e-mail. 
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The idea of adding notification style to SLs seemed unusual to whole CRM department, 

so everybody was interested to test it in action. Back in 2017, when author was com-

pleting the internship, the first A/B test on notification style was conducted, ‘(1) New 

Message’ was added to the SL (figure 22). 

 

 

Figure 22. First JUSTFAB’s A/B test on notification style in SL (JUSTFAB 2017) 

 

Open rates were practically two times higher for test version, which was a great win. As 

expected clicks were lower, which is the reason, why subject lines like this should not 

often be used; some customers may perceive them as misleading.  

4.2 Body of e-mail 

Main things about body that should be mentioned and can be tested are links, visuals, 

copy and different triggers.  

4.2.1 Scarcity effect 

One example of a trigger is a scarcity effect, when company is pushing clients to buy 

something until there is enough stock or until the offer is on (figure 23). According to 

neuromarketing glossary Convertize, scarcity effect makes people place a higher value 

on goods that are in short supply. It is quite a universal trigger that can be effectively 

tested in different parts of e-mail, such as subject lines, preheader, banners and bod-

ies.  
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Figure 23. Example of using scarcity effect on the main image of Forever 21 newsletter 

(Forever 21 2019) 

These artificial time frames work as a reminder and additional kick, which makes peo-

ple stop putting the purchase off. Sometimes this technique can be too fierce or not so 

well thought through. 

 

Here is a common example of a newsletter with a specific timeframe – a newsletter 

from online cosmetics shop FeelUnique (figure 24). In this case, time frames are too 

tight, which creates a great possibility that this offer is not going to work. The main 

problem is the technological aspect: e-mail marketing softwares might have some de-

lay in mailings, especially when dealing with great volumes of newsletters. The 

campaign, where customer receives offer after its ends, will not certainly have positive 

results and feedback.  

 

FeelUnique tested this kind of sales throughout the day, which could be annoying, even 

if letters come on time and offer works. Sending five e-mails in five letters is a bright 

sign that the e-mail marketing strategy is not right in a company. 
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Figure 24. Flash offer from FeelUnique based on scarcity effect (FeelUnique 2017) 

 

4.2.1.1 A/B test 1. Scarcity effect 

Based on primary information and guesses, it could be said that scarcity effect is an ef-

fective instrument in e-mail marketing communication. People cannot allow themselves 

to miss something out; this phenomenon is called accordingly – ‘Fear of Missing Out’ 

(FOMO). It is ‘a pervasive apprehension that others might be having rewarding experi-

ence from which one is absent’, according to Przybylski, Murayama, DeHaan & 

Gladwell (2013). As stated in the research by Canadian magazine Strategy (2015), 

60% of millennials make immediate purchase because of FOMO triggered by some-

thing in the e-mail or website. This information is intriguing and can be implemented in 

JUSTFAB services. Author has conducted an A/B test on VIP segment of JUSTFAB on 

May 22 2019, where test version included a scarcity trigger (‘low inventory’ sticker) in 

the body of the e-mail, which communicated to receivers that there were few items of 

each product in stock (figure 25). 
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Figure 25. E-mail with the ‘low inventory’ sticker (JUSTFAB 2019) 

 

Surprisingly, the results of this campaign were not successful as expected (table 3).  



   

 

43 

Table 4. Results of A/B test of scarcity campaign for VIP segment (JUSTFAB weekly 

report 2019) 

 

 

According to the table 4, click-through-rate (CTR) was lower (1.55%) in test version 

than control (1.67%), which was anticipated to be boosted by the scarcity trigger. Prac-

tically all values, except AOV (average order value) were worse in version B. Possible 

explanations of this can be client preferences, a mistake made while choosing styles, 

too small stickers that did not attract necessary attention, placing stickers on each 

product that looked like a hoax or upcoming summer sale that makes people save 

money. JUSTFAB left control version without sticker, even though there was a point to 

re-test this campaign.  

 

Examples like this should not cross implementations, but should be properly analyzed 

and developed. In instance, supposedly people are so used to companies playing on 

their FOMO that they do not pay attention on static information on website or e-mail 

that tries to push them. In this case, marketers can use interactive triggers that change 

after people’s actions and inspire more confidence, such as Booking.com with rooms 

and time counting (figure 26). 
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Figure 26. Interface of Booking.com application with rooms and time counting 

If quality-related scarcity does not work on given audience, time-related triggers can be 

tested on different e-mail elements (Booking.com 2019) 

4.2.2 Visuals 

While creating a body of an e-mail, most effort should be made to create captivating 

visuals, pictures or GIFs. They should reflect the main topic, be understandable without 

reading the text, memorable and match the general style of the company.  

 

A banner or an image is a first thing that a receiver notices, therefore main idea 

through words, signs or pictures can be communicated through them. 

 

According to Nausedaite, Chief Marketing Officer of MailerLite, an e-mail marketing 

service, images in newsletters can be used to set the right mood by placing the attrib-

utes of certain scenes, using accurate colours or filters (figure 27).  
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Figure 27. Farfetch newsletter visuals that set elegant and party mood straight away 

(Farfetch 2019) 

 

Pictures and other variations, such as collages and GIFs, are a great tool to express 

feelings and tell what cannot be communicated by words, to appeal to your target audi-

ence. 

 

As stated by Bradford in his research ‘Reaching the Visual Learner: Teaching Property 

Through Art’ 65% of people are visual learners. Moreover, research made by 3M Cor-

poration (1997) declares that human brain processes images 60,000 times faster than 

it does text. It means that the most effective way to interact with people through show-

ing them something that they can rapidly scan by their eyes. In a highly competitive 

situation e-mail marketers should learn how to deliver the message to customers in-

stantly, because people do not have time to go through all e-mails in their inbox. 

Newsletters fates are decided in one moment, first glance at SL selects e-mails that will 

be viewed. Second peek quickly examines whether the content of a message is engag-

ing for receivers. Although a long e-mail text can be well constructed and full of right 

thoughts, it could not even be read if something does not stop viewers’ attention at it. 

Visuals play a key role in this part of a cycle, they act as anchors and quickly convince 

clients to stay and then review additional text.  
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Mostly main images transmit a main topic of newsletter and offer as they are consid-

ered to be common decisive factors. Most attention should be paid on selling offer, if it 

is valuable for customers, clear and well communicated. During sales time all commer-

cial proposals should take the largest part of main image as they are of most interest 

for customers. If an offer is not one-time but is repeated at regular intervals, it can be 

added to any design by placing a ready-made banner in any part of an e-mail. How-

ever, banners can be a tricky thing that can perform worse results than a main image 

offer. It can be explained by the fact that when people see lots of different elements 

and details, they automatically focus their attention on the main thing, mentally chipping 

off all the unnecessary. There is a great possibility that during the first reading small 

additional banners, stickers and notes might be left unnoticed, which has an extremely 

negative effect on all statistics, because the main driver of conversion is not seen. 

4.2.2.1 A/B test 2. Offer on main image or banner 

On the one hand, it is easier and faster to add a banner with an offer to all e-mails no 

matter what is the main topic, on the other hand it can affect not in a positive way the 

whole campaign. An A/B test was carried out to determine the best option in this situa-

tion.  

 

The original, control version (figure 28) had the banner that was added to all e-mails 

during the specific period of time at the top of newsletters before main image. Test ver-

sion (figure 29) had the offer integrated in the main image stating only the value of 

proposal. Creatives of both variants are displayed below. 
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Figure 28. A (control) version with a 

banner (JUSTFAB 2019)    

 

Figure 29. B (test) version with main 

image offer (JUSTFAB 2019)
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Results of this A/B test (table 5) were predictable because of the reasons mentioned ear-

lier.  

 

Table 5. Results of A/B test of banner/main image campaign (JUSTFAB weekly report 

2019) 

 

 

Based on the results, it can be definitely said that the B version with the offer on main im-

age was a great winner. To analyze the success of this campaign, CTR and both of 

conversion metrics should be taken into account as OR and other statistics, which include 

actions of receivers before opening newsletter, were not anyhow affected by the com-

pleted research. Based on quite clear numbers, all activity created by customers who 

received version B was the direct effect of the offer location. People clicked on the e-mail 

around 3% more than on the version with the banner and, what is more important, conver-

sion per click is 5,72% more and conversion per sent e-mail is 8,88% more, which led to 

higher revenue.  

 

All facts and statistics considered, it was decided by JUSTFAB to set the B version as 

control and integrate all offers directly in the main image further on. 

4.2.3 Links 

Crucial things that are hidden from the naked eye but have a huge impact on the entire 

campaign are links and hyperlinks.  
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Link is a word or image on a website that can take you to another document or website 

(Cambridge Academic Content Dictionary), where hyperlink is a connection that allows 

you to move easily between two computer documents or two pages on the internet (Cam-

bridge Advanced Learner's Dictionary & Thesaurus).  

 

They guide e-mail receivers from the starting point of potential customers to the final stage 

of buyers. One link, which leads to wrong destination or is broken, immediately causes a 

loss of a customer. The dangerous point is that they are not visible when opening a news-

letter, therefore e-mail marketers often forget to check the links. 

 

It was mentioned earlier in the paper that all templates and newsletters have to be tested 

manually before sending them out. In addition to copy, pictures and compliance with the 

stated technical specifications, it is necessary to check all links. This process may seem 

tedious and long but it is better to be always sure that customers come where companies 

invite them, otherwise everything can be in vain.  

 

According to Pergolino (2009), all links can be classified in three groups: 

 Contextual links that are relevant to the content, should accurately lead to right 
product pages, collection and promotion. Usually, it is the most clickable links, so it 
is better to put them in the top of the e-mail. 

 Bonus Content Links are additional links that are not directly connected by the 
main content. It could be a link to a side project, webinar or bonus programme. 

 Permanent links are links that present in all e-mails, usually they stand for social 
media networks. It is vital to remember to include unsubscribe link in all e-mails as 
permanent link in order to comply with the rules. 

 

It is a common situation, when a customer opens an e-mail but cannot click on what inter-

ests him or her. It happens because a part of an e-mail can be left unlinked. Not only 

names should lead to, for example, product pages, but also pictures next to them, be-

cause it is more likely that a customer clicks on the element that attracts more attention. 

Hence, one of the rules of e-mail marketing is to link every element that can arouse inter-

est. Lindsey Kolowich from HubSpot suggest to always hyperlink e-mails' images.  

 

The necessity of linking every possible element to the right page naturally manifests itself 

in a particular design with clear understandable elements, white spaces, concise text and 

large call-to-action buttons (Hodgekiss, 2019).  

 

Russian Zara’s newsletter (figure 30) for knitwear collection is a perfect example of this 

design, where all the links are clear. 

 

https://dictionary.cambridge.org/dictionary/english/
https://dictionary.cambridge.org/dictionary/english/
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Figure 30. Zara’s knitwear newsletter is a perfect example of clear and concise design 

(Zara 2019) 
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Call-to-action link (button) is the main link of a newsletter, it should always go to the page 

that corresponds to the main topic. In order to be noticeable this button should be big, 

eye-catching, clear, concise and in some sense motivational in order to encourage a client 

to go to a desired page (Campaign Monitor, 2019). 

 

One tip that is rarely included in e-mail marketing guides is to make sure that CTA is seen 

as soon as a newsletter is opened, it should always be so to speak in the first screen. 

Newsletter from French Birchbox (figure 31) perfectly illustrates the example. 

 

 

 

Figure 31. Birchbox newsletter with a great CTA location (Birchbox 2019) 
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There should not be too many call-to-action buttons because it can confuse the client. 

Newsletter can have one main CTA and some additional that correspond to the main 

topic. If an e-mail is long, same CTAs can be repeated. Most common format that works 

well in practice is to have neutral CTAs to specific products or product ranges and finalize 

newsletter with one general CTA that leads to the entire collection. One of the variations 

can be seen below in the newsletter of Nisolo (figure 32). 

 

 

 

Figure 32. Nisolo newsletter with a good combination of CTAs (Nisolo 2019) 
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An article by Kolowich (2018) mentions a significant detail: while creating an e-mail it is 

better to take in mind to add text behind CTAs and images. If they do not work and receiv-

ers cannot see them for any reason, at least customers can understand what should in the 

place of a broken element and click.  

 

Morey’s article from MailPoet mentions that links should be chosen and added in the way 

that helps customers save time and easily access information they look for. Smart link 

building is one of the secrets of high conversion. 

 

It is essential to research target audience preferences even in the matter of links in e-

mails. A/B tests can be carried out by adding hyperlinks to different sections of website, 

specific products or entire collections or product ranges. Conversion rates show how dif-

ferent links with the same design and copy might change the situation. Some people 

would prefer clear way to the exact product they liked, the others would like to have a 

choice and have some time to decide between different options, only tests can show 

which group your customers belong to. 

4.2.3.1 A/B test 3. Links to different web site tabs 

In order to maximize conversion rates and revenue as a result, e-mail marketers should 

take care of fulfilling customers’ needs and interests. To know these it is vital to A/B test 

different options.  

 

JUSTFAB is famous for their selection of boots for reasonable prices, it is the main shoes 

category and the most profitable section of the website. 

 

Next A/B has same SL, design and copy, the only thing changes is the final destination of 

the link. Control version leads to bestseller products and the test version is linking to the 

boots category selection. This choice is relevant because the main image displays boots 

and it is the right time of the year (’boot season’), in some other cases it could be inappro-

priate. Links should always match the subject of e-mails. 

 

The design of A/B tested newsletter can be found below (figure 33). 
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Figure 33. Design of JUSTFAB’s newsletter (JUSTFAB 2019) 

 

Bestsellers section is a strong page, which has a high conversion and attracts women’s 

attention. People always like to follow trends and if something is bought by lots of custom-

ers, then it should be fashionable by default. Unfortunately, this technique can be used to 

manipulate clients to buy less popular goods and help clean the stock. JUSTFAB’s best-

sellers page is made according to the real clients’ purchases. 

 

Summarized results of this campaign can be found below (table 6). 
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Table 6. Results of A/B test 3 on links (JUSTFAB weekly report 2019)

 

 

As expected OR and CR are flat and as mentioned earlier, these statistics have absolutely 

no impact on the campaign. Conversion per click and conversion per sent e-mail, which 

are about 16% higher for the test version with the link to boots section, show customers’ 

preferences. It does not mean that all e-mails afterwards should be linked to this page, 

this test helped determine the most popular and significant part of company’s goods, 

which in the future the company can periodically use to meet both customers’ needs for 

the product and company’s - for high sales.  
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5 GDPR and its impact on e-mail marketing 

 
General Data Protection Regulation (GDPR) is a privacy law that controls usage of per-

sonal data (Official Journal of the European Union). All organizations that work with any 

personal information of EU citizens are subject to GDPR.  

 

New regulations received a lot of attention after they have been announced. According to 

European Commission’s official website, GDPR was mentioned 300,000 times in media in 

2018, which is 3 times more than Mark Zuckerberg, for example, and the day when regu-

lations came into effect, GDPR was searched more that Beyoncé and Kim Kardashian in 

Google (Figure 33). The main reason for this could be the level of severity that this law 

carries. Article 83 of the General Data Protection Regulation mentions two tiers of admin-

istrative fines: ‘up to 10 000 000 EUR, or in the case of an undertaking, up to 2 % of the 

total worldwide annual turnover of the preceding financial year, whichever is higher’ or ‘up 

to 20 000 000 EUR, or in the case of an undertaking, up to 4 % of the total worldwide an-

nual turnover of the preceding financial year, whichever is higher’. The numbers are 

serious and could not be ignored. Even though GDPR is not the first data ruling, it does 

bring many changes that may be ‘inconvenient’ for companies. 

 

Companies were given two years (from May 24th 2016 to May 25th 2018) to adapt to nov-

elties. All changes should have been made before this date, after it companies started to 

receive warnings. 

 

GDPR affects e-mail from multiple sides. Talking about electronic mail in general, as 

stated in a complete guide to GDPR (GDPR.EU), firstly, companies should provide the se-

curity to their clients, which means elimination of the possibility of information leakage.  

 

Secondly, all companies should take care of e-mail data erasure, as it can be stored for 

‘no longer than is necessary for the purposes for which the personal data are processed’.  

 

Furthermore, the most important for e-mail marketing thing is spam regulations. All infor-

mation communicated to clients should be transparent. Consent on provision of 

information should be given freely. It should be ‘specific, informed and unambiguous’ as 

written in the text of Regulation. 

 

According to MacDonald from SuperOffice CRM System, all these theses include specific 

actions, such as: 



   

 

57 

 Getting new permissions from old customers, who were opted-in by default with 
pre-checked boxes of e-mail subscription. Consent was not needed from custom-
ers who subscribed willingly before May 25th 2018. 

 Removing a pre-tick from subscription forms. From May 25th 2018 consumers 
should explicitly opt-in and tick this box, which means that they deliberately agree 
to receive letters from a company. Good news is customers should not confirm two 
times their subscription (however, it seems like a next step in tightening regula-
tions in protection of personal information). 

 Rethinking automated e-mails. Marketers should be careful, when using personal 
information to make major corrections that were not approved by customers 
(prices, subscriptions and so on). 

 Putting in order opting-out. All clients have a right to stop receiving e-mails and ‘a 
right to be forgotten’. It was protected by the law before and only got more im-
portant with GDPR.  

 

There are only few things, but the impact of them is beyond imaginable on e-mail market-

ing. JUSTFAB is subject to these changes and a great part of the company is working with 

European customers. According to Justine Lefel, EU CRM Specialist, JUSTFAB was pre-

paring for the changes from the first announcement in 2016. Company filtered all lists, 

updated privacy policy, terms & conditions and developed strategies to attract opted-out 

clients and increase efficiency of e-mail marketing communication. Despite this, conse-

quences were bitter, subscriptions rates abruptly fell down. There is still lots of room for 

improvement, in terms of customer acquisition and retention and creating a symbiosis of 

useful and commercial content.  

 

In order to stay competitive, companies should adapt to new environment and revise strat-

egies. Several working measures can be implemented in e-mail marketing to attract new 

subscribers, according to MacDonald. 

 

First of all, marketers should examine all e-mail lists and remove subscribers, who were 

not opted-in willingly (although it should be made by May 25thth 2018, better do it late than 

never). 

 

Secondly, it is vital to stick to legal ways of obtaining new subscribers, so marketers 

should never buy ready e-mailing lists. 

 

To be more specific with actions, to get customers’ e-mails, companies should be ready to 

offer something in return, some captivating material, such as guides or catalogues. 

 

Furthermore, companies can become more useful by implementing pop-ups and aiming 

them at particular segments of subscribers. Push notifications can be sent for people who 
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have not subscribed at first. There is a possibility that a customer has already seen that 

had changed the opinion about the subscription.  

 

It is crucial to ask only what is needed, so companies should not forget to analyze what 

they are asking their clients and if this information is practical and handy.  

 

The easiest thing to do is to be transparent and ask customers directly if they want to stay 

with the company and be subscribed. Sending a clear letter with the exact question helps 

to determine real clients, who are intrigued more than others. 

 

Moreover, the smart thing to do is to put different opt-out options, meaning not only add 

unsubscribe button that completely stops sending all e-mail, but also as many as possible 

options on content customers receive, frequency of e-mails, their forms and so on. This 

helps keep subscribers, because a customer may not like only one thing in e-mailing, but 

due to lack of options, forced to unsubscribe from everything.  
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6 Conclusions 

 
This chapter summarizes the entire project, evaluating and assessing it and the research 

progress.  

6.1 Product assessment 

The project and the e-mail marketing guide include a number of useful tips and sugges-

tions that could be applied to JUSTFAB’s e-mail marketing communication system. The 

advantage of this guide is a collection of only modern methods that could definitely help 

the company stand out among others on the market, in other words, it is its competitive 

advantage.  

 

The study is based on a theoretical and practical approach, which revealed some flaws 

even in the basic points and made it possible to correct old problems and open up new 

opportunities in e-mail marketing communication system. 

6.2 Case company’s feedback 

The case company studied the concise completed e-mail marketing guidebook. EU CRM 

Specialist and CRM Manager found the information useful, well structured and, at some 

points, completely new to the company. It was mentioned that the good thing is that the 

book includes many ideas that can be used any time and tested, especially considering 

that already conducted tests showed interesting results.  

 

The guide will be distributed throughout the CRM department, so that employees can con-

sult and use the ideas proposed, when creating new campaigns.  

6.3 Process assessment 

The project was limited to narrow specific topic and complicated by the lack of useful liter-

ature that would not include basic well-known topics. Mutually beneficial cooperation with 

the case company helped gather valuable information, the analysis of which revealed sig-

nificant things, which were mentioned in the e-mail marketing guide. 

6.4 Reflection on learning 

One of the most difficult parts was deciding on what to include in the short guide, as basic 

e-mail information is accessible to everyone and does not bear any benefit in the modern 

world. It was decided to focus on clear and understandable instructions and unusual ideas 
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for immediate implementation by the case company, which turned out to be the right deci-

sion. 

 

E-mail marketing is quite peculiar theme that is not widely studied in schools. While deal-

ing with e-mail marketing campaigns, marketers study other communication channels, 

web-design, psychology and technical issues in software programs. One small channel 

opens the whole new world of opportunities. The author was glad to receive an oppor-

tunity to be acquainted with such a tool. Six months internship and painstaking work on 

this project made from the author an expert in e-mail marketing communication, which is a 

good advantage in the future, since there are very few people who have encountered 

such concentrated work on e-mails. 
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Appendices 

Appendix 1. Interview with the EU CRM Specialist of JUSTFAB  

Below are the questions from Skype interview with the representative of the e-mail 

marketing and CRM department of JUSTFAB.  

1. What is the impact of GDPR for JUSTFAB?  

2. How did your department get prepared before the law came into effect on May 

25th, 2018?  

3. What was changed? 

4. How did the changes effect the numbers (subscribers in particular) and overall 

purchases? 

5. Which elements are still upon improvement after law regulations? 

 

Appendix 2. E-mail marketing guide  

 




























