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ABSTRACT 
Tampereen ammattikorkeakoulu Tampere University of Applied Sciences 
Bachelor’s Degree in International Business  DUNG THI THUY BUI  Developing an effective Email Marketing strategy for Edicto Ltd.  Bachelor's thesis 70 pages, appendices 2 pages September 2020 
The thesis study was commissioned by Edicto Ltd., who is an IT-services com-pany based in Tampere, Finland. They are working in the field of cloud service that is easy to use with a high level of security. Understanding technology, the company sees digital marketing as their main tactic in the present time.   Currently, the company’s website and social media accounts are well managed, therefore, they decided to concentrate on another channel – Email Marketing – as the next step in the company’s upcoming plans. However, because Edicto is still considered as inexperienced in the field with an initial work that was not help-ful enough, this thesis was carried out for the purpose of helping the company in better developing an effective Email Marketing for themselves.  To answer the topic question, the theoretical part is formed with data from sec-ondary research with various sources such as reliable online websites, books, e-articles, and publications. It reveals several key concepts in the field such as the definition of Email marketing and common marketing emails, the strategic im-portance of Emails, advantages with disadvantages of Email Marketing, and the process of building an Email Marketing strategy step-by-step.   The main methodology used in this paper was the qualitative approach and inter-view with two types of interviewees: employees inside Edicto Ltd. to understand 
the firm’s condition and previous projects better, and marketers outside Edicto Ltd. to obtain real experiences and opinion on Email Service Providers and the effectiveness of this marketing channel.  Results from these Theoretical and Empirical parts together with the author’s un-derstanding of the firm are then analyzed for the purpose of drawing the most suitable strategy for the case company and important points that they need to pay special attention to, which are: utilizing a reliable Email Service Provider and its benefits, preparing a thorough email marketing plan, and strictly following privacy laws and regulations. 
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1 INTRODUCTION 
Stepping in the fourth era of the economy, the online world has become an es-
sential part of the human’s life, assisting people in performing different activities 
such as communication, entertainment, and education. Therefore, companies are 
also required to evaluate their business with the new trend, shifting away from 
traditional marketing to digital marketing, with Email Marketing in the social net-
work as the key strategy.  
 
Given the commission from Edicto Ltd., an IT consulting company based in Fin-
land, this thesis is about the Email Marketing for business, with the topic illus-
trated as “Developing an effective Email Marketing strategy for Edicto Ltd.”. It is 
focusing on determining how to create an effective plan with all the main parts 
that need to be considered and how can it be applied to the case company’s 

current situation.  
 
The logical grounds on why this channel is important among several other e-
communication methods and why it is suitable for the case company, as well as 
practical suggestions on building an effective Email Marketing strategy for them 
are going to be discussed and analyzed in the following parts. 
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2 THESIS PLAN 
The following chapter is going to illustrate shortly these elements: background of 
the topic, the objectives, purposes, and possible research questions arising from 
the matter, theories, and concepts connected to it. The thesis plan also explains 
the research approach and ends with the structure of the whole thesis. 
 
2.1 Thesis topic 
In the current time, businesses are urged to find a way to better interact with 
mobile consumers to remain their competitiveness in the digital marketplace. 
Therefore, because of the undeniable convenience and friendliness between 
email applications and mobile devices, it is always significantly essential to add 
email to any business’s marketing tactic (Smith 2019). Giving organizations a 

huge ability to customize their contents and messages sending to receivers at a 
low cost, nowadays there are more businesses choosing emails as one of their 
main marketing channels, along-side with social media platforms (Campaign 
Monitor n.d). It allows companies to freely personalize their messaging based on 
customer’s behaviors and interests. They can also segment different types of the 
audience without any difficulty to ensure the most impactful information is sent to 
the right groups at the most suitable times (Smith 2019).  
 
Due to the nature of being a Small and Medium Enterprise (SME) in the Technol-
ogy industry, Edicto Ltd. is always keen on working with the cost-effective digital 
marketing in order to attract more desired target customers. Now, most of the 
marketing activities via social media platforms or websites of Edicto Ltd. are man-
aged well by a third-party agency. So, after checking on the current situation and 
the potential of Email Marketing, they decided to shift their attention to that new 
channel soon to gain more competitiveness in the market. Therefore, when a 
proposal for a collaboration with a thesis project about this topic came, Edicto 
Ltd. personnel warmly welcomed it because they believe that they still lack effi-
cient knowledge of how this channel works. 
 
2.2 Thesis objectives, purpose, and possible research questions 
The objective of this thesis is to focus on studying how an effective Email Mar-
keting plan works in general to create a suitable one for the case company. Edicto 
Ltd. had made some initial trial Email Marketing steps, however, without proper 
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research and strategy, the plan was not successful enough for the company’s 

needs. Therefore, the objective can be formed as the following question: “How to 

develop an effective Email Marketing strategy for Edicto Ltd.?” and sub-ques-
tions: 
 

− What are the benefits, and drawbacks that need to be carefully considered 
in terms of Email Marketing? 

− What is Edicto’s current situation and what they can learn from other com-

panies in terms of Email Marketing? 
− From the above two questions, which factors should be included in an ef-

fective Email Marketing plan for Edicto Ltd.? 
 
The purpose of these questions for the case company is to understand important 
factors related to Email Marketing and an Email Marketing strategy. Also, Edicto’s 

current situation and other firm’s experiences in this field are analyzed, so that 
the author can have suitable recommendations for the case company. 
 
2.3 Concepts and theory 
To create a suitable strategy for the commissioner, terms related to Email Mar-
keting should be defined to provide readers an in-depth understanding of the is-
sue. The terms “email” and “marketing” with some common terms are explained 
here as a base for the thesis’s focus on Email Marketing. Then, the Theoretical 
part will explain the definition of Email Marketing and types of email used in ad-
vertising. This paper will include the main reasons of why Email is so crucial to 
businesses as a channel, followed by highlighted benefits, some drawbacks, and 
possible solutions. After that, a fundamental Email Marketing strategy including 
important factors will be sketched out. Especially, all the notable rating metrics 
related to this aspect, such as delivery rates and open rates, will be described 
carefully in Chapter 4.5, even though some of them might have been mentioned 
in other previous parts already. In the recommendation, the SWOT analysis is 
applied to investigate the company’s current situation, so the author can draw the 
most practical plan for Edicto with results from the research. 
 
The aim of the Theoretical part is to give Edicto Ltd. and readers a transparent 
picture and better understanding of how to create a workable Email Marketing 
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plan. These concepts and theories, which are also used as a base for establishing 
the interview questionnaire, will be discussed further in Chapter 3. 
 
Email 
The Cambridge dictionary defines the noun “email” or “e-mail”, which is short for 

electronic mail, as a message or document distributed electronically over the In-
ternet between two or more users (Cambridge dictionary n.d). Texts, files, pic-
tures, videos, and other attachments can be included in an email conveniently. 
Email is usually sent and received via email programs, also known as the email 
clients, requiring to be installed onto the user’s devices as a software. It is a server 
storing and delivering messages, hosted by Internet Service Provider. Primary 
examples for this program are Microsoft Outlook or Mozilla Thunderbird. Alterna-
tively, people can also work with email through online email service or webmail 
such as Outlook.com, Hotmail, Gmail, and Yahoo! Mail for free (According to 
Voigt (2016), they are also known as Inbox Providers, which consists of ISP-
provided inboxes) (Computer Hope 2020). 
 
The first email was sent by Ray Tomlinson to himself in 1971, then the first mass 
email was sent to 100 people in 1978, marking the beginning of a new communi-
cating method. However, it was until the 1990s that email became more well-
known alongside the debut of the Internet in 1991. Later, in 1996, Microsoft Hot-
mail was born as the first web-based email service (Gunelius 2018, 14, 15). It is 
now an integrated and essential part of human’s lives, using the advance of the 

Internet to erase the difficulty in global communication, reaching hundreds of mil-
lions of people every day (Mullen & Daniels 2009). 
 

Internet Service Providers (ISPs): which is usually known as cable 
or internet providers such as Comcast and Verizon in the United 
States of America. It provides mailboxes to end-users with a paid 
service (Voigt 2016). 
Email Service Providers (ESPs): is the name of third-party plat-
forms to send marketing emails on a company’s behalf. For example, 
they are MailChimp, HubSpot, SendinBlue, Constant Contact. Using 
these tools brings several benefits to businesses, especially in terms 
of spam (Voigt 2016). 
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Marketing 
In general, marketing is the process in which organizations create and exchange 
products and services with customers to build strong customer relationships and 
capture value from them in return. In the past, marketing is basically telling and 
selling with no major relevance after the purchase, however, due to the excess 
of supply comparing to demand and more competitors in the same market, now 
marketing is all about managing the profitable customer relationship, keeping 
them with companies as long as possible. The concept of marketing takes con-
sumers as its core with the process of collecting customer’s data to develop prod-

ucts that they want. Then, firms need to find a way to make customers aware of 
their creation so they can effectively and economically deliver it to them (Kotler & 
Armstrong 2016, 29–31). 
 
Marketing also brings tons of benefits to society such as maintaining and raising 
the living standard, increasing employment opportunities and national income, 
and keeping economic stability and development. To businesses, it plays a huge 
role in expanding a company’s reputation, generating more profits, as well as 
managing innovations and changes in products (Kotler & Armstrong 2016, 29–

31). 
 
A successful marketing planning process that can capture value from customers 
and bring back profit at the end involves the following steps: 

1. Understand customer’s needs and the marketplace. 
2. Design a marketing strategy focusing on customer’s value.  
3. Constructing an integrated marketing program 
4. Building relationships with customers that can create value for both par-

ties. 
(Kotler & Armstrong 2016, 29–31) 
 
2.4 Working methods and data 
In terms of research method, there are main approaches usually utilized by or-
ganizations: Primary vs. Secondary research, Qualitative vs. Quantitative re-
search, and Descriptive vs. Experimental research (McCombes 2020). 
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FIGURE 1. Comparing types of research (McCombes 2020) 
 
Because of the objectives and purposes of the thesis, real-life experiences are 
required for depth analysis of the pros and cons of Email Marketing to busi-
nesses. Moreover, since Edicto Ltd. is a start-up, there is limited information re-
lated to its marketing activities appearing on the public website. Therefore, the 
qualitative approach with an interview is chosen to be the prime data collection 
method throughout the entire thesis. While the quantitative research with a survey 
as one of the main data collection method concentrates more on the information 
in numerical form, the qualitative tactic with interview focusses on words, mean-
ings, and interpreting (McCombes 2020). 
 
The qualitative method is segmented into five groups: ethnography, narrative, 
phenomenological, grounded theory, and case study formed on their focus, sam-
ple size, and data collection. For this thesis, the case study methodology seems 
to be the most suitable one to explore a real-world complexity, involving a deep 
understanding through several data sources (Sauro 2015). The data utilized for 
the research process is assembled from interviewing representatives inside and 
outside of the case company. It will be conducted either in two forms: email inter-
view or face-to-face interview, depending on the availability of the interviewees. 
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There are six people participating in the interview. Three people are from Edicto 
Ltd. while the other participants, who are familiar with Email Marketing, are mar-
keters from other firms. Data collected from those interviews, which is strongly 
connected to theories and concepts in the Theoretical framework, will be carefully 
analyzed to create an optimal marketing strategy for Edicto. The further descrip-
tion of this research technique is mentioned in Chapter 6. 
 
2.5 Thesis process     
In total, there are 8 chapters in this thesis. Chapter 1 is the introduction to the 
topic. Chapter 2, the Thesis plan, consists of the objectives, purposes, concepts 
and theories, and the data collection methods. Chapter 3 describes the definition 
of Email Marketing with its common types, followed by the advantages and dis-
advantages of Email Marketing. Chapter 4 demonstrates what an Email Market-
ing strategy is in general and steps on how to build one. Chapter 5 goes through 
a clear description of the case company, Edicto Ltd., and its current business 
situation. Chapter 6 guides readers to details about the qualitative research and 
data collection, with further explanation on why these approaches fit this thesis. 
Then, it is continuing with reporting and analyzing results from the interviews. 
Chapter 7 studies from previous parts to present a SWOT analysis and a suitable 
Email Marketing strategy for Edicto Ltd. with all the crucial factors that the com-
pany needs to consider. Chapter 8 is the conclusion that summarizes all the es-
sential theories, concepts, findings, and results, briefly depicting the working pro-
cess and closing the case by having a clear answer for the main thesis problem. 
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3 EMAIL MARKETING 
For the purpose of creating an efficient strategy for Edicto Ltd, it is crucial for them 
to comprehend practical terms related to Email Marketing such as its definition 
and common types of marketing emails. Then, the strategic importance of Email 
in the current time with reliable statistics is provided, followed by benefits and 
drawbacks with answers.  
 
3.1 Definition of Email Marketing 
The rapid development of the Internet and electronic devices connecting to it has 
opened a great opportunity for an enormous amount of information to be pre-
sented and saved as digital form. Within a couple of years, email has grown to 
be an essential part of the business and normal life. As a result, the birth of Email 
Marketing in the e-communicating aspect has converted into a key strategy for 
marketers in introducing new products and communicating with their customers 
(Gunelius 2018, 14, 15). According to Mailchimp (n.d): 
 

“Email marketing is a form of direct marketing that uses email to promote 
your business’s products or services. It can help make your customers aware of your latest items or offers. It can also play a pivotal role in teach-ing folks about your brand or keeping them engaged between purchases.” (Mailchimp n.d)  

As stated in a blog called “What is Email Marketing?” (2020) by Susan Ward, 
Email Marketing can also be defined as the usage of email to promote products 
or services as well as enhance relationships with existed and potential clients. It 
is one division of digital marketing, which consists of online marketing activities 
via Internet-based channels such as websites, social media, and blogs. Now, 
more direct mails are done electronically rather than through the normal postal 
service. At its best, Email Marketing gives businesses the full potential to keep 
their customers informed with the latest news and tailor their marketing messages 
to suit their target audience. Thanks to the ability to reach hundreds of users at 
the same time, it can either target a big group of audiences or only an individual 
in the shortest time. People often compare this channel with social media be-
cause of its popularity in this age, however, posting information on this platform 
does not ensure all the followers see it, while an email with the same message 
longer stays in people's inbox until it is deleted (Ward 2020). 
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3.2 Types of Marketing Emails 
In general, emails using in marketing are mainly divided into three categories: 
The Promotional Emails, the Relational Emails, and the Transactional Emails. 
Each group contains several specific sub-types of marketing emails with different 
functions. They are required to be chosen carefully by companies in order to suc-
cessfully reach the right target customers. Using numerous types of email 
throughout the whole marketing plan instead of repeating the same content 
weekly raises the customer’s interest in opening messages regularly. It also sticks 
to their memory longer and creates a more positive impression towards the or-
ganizations (Bermejo 2019). 

 
FIGURE 2. Different interaction with subscribers facilitated by each type of email 
(Digital Marketer 2018) 
 
3.2.1 Promotional Emails 
Promotional Emails is a powerful growth tool about the self-promotion of the 
brand, including an offer to the email list with the intention of converting potential 
customers into paying clients. The most common sub-types in this category are: 
 

− Sales, discounts, and freebies are used to encourage potential custom-
ers to purchase products or services with a deal for lower prices or addi-
tional free items.  

− Email Exclusives and Limited time offer: including exclusive deals, in-
vites, and information for the company’s subscribers, capitalizing on the 
fear of missing out on a special occasion. 

− Brand announcements emails consist of announcements of a new prod-
uct, service, campaign, or event (Goldfarb 2019). 

. 



15 

 

3.2.2 Relational Emails 
Relational emails play an important role in strengthening the relationship between 
companies and their audiences. Rather than directly encouraging the purchase 
of products and services, these emails deliver benefits to subscribers. According 
to Digital Marketer (2018), firms that frequently send relational emails gain an 
average of 50% more sales-ready leads at 33% lower cost than those who do 
not. It helps organizations build brand awareness and allows their subscribers to 
connect with the brand in a more meaningful way, increasing brand loyalty and 
Return on Investment (ROI) via these main types: 
 

− Newsletter is the most popular type of email. It is usually sent on a con-
sistent schedule and contain either information such as brand announce-
ment and upcoming offers from the company’s blog or website. 

− Survey/Review is used to learn more about customers’ interests and 
feedback about products, so the company can segment them to make the 
next offers be precisely targeted to their user’s needs.  

− Birthday Email consists of best wishes and special offers for subscribers, 
creating personal feelings and satisfaction, enhance the connection be-
tween the audience and the brand. 

− Re-engagement Email is for inactive users that have not opened emails 
or used any services for a long period of time, asking for the reasons for 
the lack of engagement and trying to bring them back with special offers 
(Goldfarb 2019). 

 
3.2.3 Transactional Emails 
These emails are sent out by automated systems to confirm actions taken by 
customers in purchasing a product or signing up for newsletters. Their templates 
are usually provided by the marketing tool. However, because these emails have 
a higher open rate than any other type of email, marketers are required to use it 
as a precious opportunity to include more important details in them to improve 
the customer’s relationship and build brand awareness, rather than only use the 
plain template from the system (Digital Marketer 2018). The sub-types of email in 
this group can be listed as: 
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− Welcome Email is usually sent after a person subscribes to newsletters 
or signs up to be a member with more information about the brand. 

− Order Confirmation/Purchase Receipt/Shipping Notices: These are 
the automated responses for the purchase of products and services. 

− Follow up email is delivered after the product has reached clients in order 
to ask for feedback and the satisfaction level (Goldfarb 2019). 

− Lead Nurturing email: contains useful information that connects to a 
product or service that customers just purchased, a publication they down-
loaded, or a trial they requested, so that they can have more reasons to 
continue the relationship with the brand (Hussain 2018). 

 
3.3 The significance of Email 
This chapter is written for the aim of making the commissioner see the value of 
this Email channel and find answers for why it should be a part of their develop-
ment plans. In recent years, Email is turning into one of the most common com-
munication methods. According to Radicati Group’s report in February 2019, 

around 4 billion people will use email in 2020, and the number is expected to 
increase to more than 4.3 billion users by the end of 2023.  
 

FIGURE 3. Worldwide Email User Forecast 2019 – 2023 (Radicati Group 2019) 
 
They also forecasted that the total number of business and consumer’s emails 

sent and received per day will exceed 347 billion by year-end 2023.  

FIGURE 4. Worldwide Daily Email Traffic 2019 – 2023 (Radicati Group 2019) 
 
Moreover, in this online world, the number of mobile users is increasing at a tre-
mendously high rate, especially during this century. It is forecasted that there will 
be around 6.9 billion people using mobile phones worldwide in 2020, then that 
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number will grow to 7.4 billion people in 2024 (Radicati Group 2020). Mobile de-
vices are becoming more popular in this century since people can carry it with 
them easily every time (FIGURE 5). Also, because of the friendliness and com-
patibility of email services such as Gmail or Outlook with smartphones, people 
are sending and sorting through emails more frequently nowadays, especially 
when they can do it every time at any convenient place. It is showed that in Quar-
ter 1 of 2019, mobile was the most famous reading environment for 41.9% of 
opened emails, while for webmail is 39.9% and for desktop was 18.2% (FIGURE 
6) (Specht 2019). 
 
Thanks to a huge number of users, email is on the way proving that it is one of 
the most useful marketing channels for organizations. More extensive reports 
also illustrated that 84 percent of marketers believe email is important at a high 
level in enhancing customer loyalty and relationship (VB Staff 2016). Therefore, 
it is crucial for marketers to include emails into their marketing plans nowadays. 
 

 
FIGURE 5. Worldwide Mobile Users 2020 – 2024 (in billion) (Radicati Group 
2020) 
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FIGURE 6. Emails being opened by the environment (Specht 2019) 
 
3.4 Advantages of Email Marketing 
Email Marketing is considered as a reliable communication method and a smart 
solution for expanding the customer pool by maintaining the relationships with 
existing audiences and attracting new ones to the brand, while it is also signifi-
cantly cost-effective with only a little investment, benefiting companies with a low 
budget. By delivering messages in digital form, marketers are no longer need to 
pay for printing, postage, or ad space fee as for normal posters and flyers (Harbin 
2019). This strategy can also be considered as an act of protecting the environ-
ment that will leverage the brand’s value in customer’s minds since sustainability 
is one of the most widespread trends in the current time (NI Business Info n.d).  
 
The National client email survey in the UK conducted in 2014 by DMA showed 
that there was a decrease in the budget allocated to Email Marketing, in the range 
from 10% to 20% of the marketing budget. When asked about future budget 
changes, over half (56%) of the respondents said that they expected increases 
and were willing to do so due to the practical efficiency of email, but those rises 
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had not happened yet (DMA 2015, 17). When it comes to ROI, according to DMA 
(2015), Email Marketing is proved to bring back £38 (approximately $40) in ROI 
for every £1 spent, showing its clear effectiveness to businesses. This number is 
much higher than Search Engine Optimization (SEO) with $22,24 or Internet Dis-
play with $19.72 (Smith 2019). 
 

FIGURE 7. ROI level of each channel with $1 spent (Smith 2019) 
 
With a good Internet connection, emails will reach thousands of audiences almost 
immediately, saving a vast amount of time and revenue for organizations com-
paring to spending days to shoot a commercial or record a radio advertisement 
(Harbin 2019). Moreover, because most email services always provide the for-
warding and sharing functions, people will have no difficulty in spreading an email 
when they find its content is interesting, resulting in supporting brands building 
their reputation with word-of-mouth or viral marketing (NI Business Info n.d). Gra-
ham Charlton (2020) wrote in his blog “18 Essential Email Marketing Statistics: 

2020 Edition” on SaleCycle that 59% of respondents agreed that marketing 
emails influence their purchase decisions, while over 50% of them buy from mar-
keting emails at least once a month. 
 
Additionally, email automation, especially for the Transactional email, is also 
seen as a major advantage of Email Marketing. This feature saves a lot of time 
and workflow for businesses while still effectively maintains the connection with 
customers. There will be less room for minor errors such as wrong name spelling. 
The automated system can track down a user’s activities and respond immedi-
ately with related information to improve brand awareness. For instance, in case 
a visitor puts some items in her basket but has not made the purchase yet, an 
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email could be sent to remind her about the situation and ask for any reasons for 
the delay. An automated confirmation for purchase is also a crucial email showing 
buyers that their orders are received and prepared, creating a secure feeling or if 
that email is missing, this can also be a warning for them to contact the customer 
service on time and get the problem solved (Johnston 2019). 
 
Email Marketing gives marketers a great ability to customize messages from texts 
with nearly no word limit, pictures, to videos with unique ideas that can capture 
the reader’s attention. Those contents can be linked directly to other social media 
accounts, integrating all the digital marketing channels (Smith 2019). It is an easy 
way for a company to differentiate itself from its competitors. By delivering quality 
content frequently, their emails will obtain a higher open rate from recipients. It is 
also proved to be more useful than other channels such as social media in term 
of maintaining the relationship with customers. Carefully analyzing data collected 
from subscribers and utilizing different types of email depending on occasions will 
create more personal and relevant content for the right target audiences. It is also 
one of the fastest methods to update customers about new products or cam-
paigns that can reach many people at the same time. Thanks to an active Email 
Marketing strategy, customers can be more engaged to the brand, because they 
know they are cared about regularly. (Harbin 2019). 
 
3.5 Disadvantages of Email Marketing 
Even though Email Marketing is effective and affordable, there are also some 
drawbacks related to it that businesses need to pay careful attention to before 
employing this technique. In the early stage, when a company has not obtained 
its regulated list of subscribers and right targeted audiences, its commercial email 
is usually sent to a vast number of randomly chosen recipients at the same time. 
This action is commonly known as “spam”. In the twenty-first century, spam re-
lated to email is defined as sending a bulk of copies of the same message “to 
people who aren’t expecting to hear from you”. The keyword here is “from you”, 

meaning that people are not denying the message, they just do not want to get 
emails, which they see as unsolicited, from the company (Lewis 2002, 53).  
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Each sent email puts the reputation of the brand in danger. Many servers have 
placed a filter, firewall, or blacklist to reduce the number of spams a person re-
ceives to cut down on unwanted emails. However, commercial emails to the right 
customers can sometimes be mixed up with spam emails and be removed, be-
cause everyone receives too many emails to handle. Around 260 billion spams 
are delivered each day, accounted for nearly 89% of all sent emails. These emails 
will then end up in the spam folder and never be opened again (Bodnar & Cohen 
2012, 145). The negative effect of spam is going to result in a low deliverability 
issue. According to Return Path (2018), around 16% of emails were marked as 
spam or missing (FIGURE 8). This problem will drag down the click-through rate 
and response rate below the acceptable level. Receiving too many spam com-
plaints might damages the company’s reputation, pushes customers away for-
ever, and gets their emails to be filtered, blocked, or tossed by the ISPs (Groves 
2009, 45–61). In the worst scenario, it may violate several privacy laws, reduce 
the revenue, cause tons of problems to the firm (Williamson 2017). 

 
FIGURE 8. Global Inbox Placement Q3 2017 to Q2 2018 (Return Path 2018) 
 
Even experienced marketers sometimes violate the law and face serious conse-
quences, therefore, when conducting an Email Marketing strategy, it is essential 
for businesses to comply with up-to-date legal aspects about data security and 
customer’s privacy such as: 
 

− CAN-SPAM Act (Controlling the Assault of Non-Solicited Pornography 
and Marketing): In the US, it overrides all individual state’s laws about 

spam, protecting people from all unethical business practices (Groves 
2009, 45–61). This law is covering all commercial messages from bulk 
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email to business-to-business email. A penalty of up to $43 280 is charged 
to any email violating the Act (Federal Trade Commission n.d).  

− EU General Data Protection Regulation (GDPR) is considered as the 
toughest privacy and security law in the world, applying to any party 
around the world that collects data from EU residents. It was enforced on 
May 25, 2018, containing key regulation points of data protection such as 
accountability, data security and protection by design and by default, when 
data is allowed to be processed, and people’s privacy rights. Breaking the 
laws can lead to a harsh fine of up to ten million euros (Wolford n.d). 

− Privacy and Electronic Communication Regulations (PECR) in the UK, 
which is derived from European law. If marketers breach this regulation, 
they may face criminal prosecution, non-criminal enforcement, and audit, 
or a penalty fine of up to £500 000. This regulation includes specific privacy 
rights to electronic communications related to:  

▪ “marketing calls, emails, texts, and faxes; 
▪ cookies (and similar technologies); 
▪ keeping communications services secure; and 
▪ customer privacy as regards traffic and location data, item-ized billing, line identification, and directory listings.”  

(Information Commissioner’s Office n.d) 
 
In some situations, the format issue is also believed to be a disadvantage in terms 
of Email Marketing. Due to the differences in screen and display dimensions of 
each device (mobile, desktop, and webmail environment), a well-designed email 
with a mixture of text and multimedia may not appear to viewers the same as the 
marketers hoped, reducing the effectiveness of the message. Email services al-
low people to change the settings into receiving plain text only, resulting in the 
trade-off between design and functionality. Pictures and videos can cause incon-
sistency with small devices such as mobile phones, while a sentence in a text 
could be separated from one line to another, making it harder to be read (Forneris 
n.d). Moreover, poorly designed emails might end up being not delivered. There 
are certain keywords and characters (for example, “FREE” and “click here”) listed 
as spam and removed by the software’s filter. An efficient email must also include 
attached files that are small enough to be loaded fast with all devices in order to 
avoid annoying recipients and losing their interest (NI Business Info n.d). 
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Not only finding new subscribers but also keeping them stay are challenges for 
brands when it comes to this topic. Although it may be cost-effective in a long run 
comparing to other channels, in the early stage when everything has just started, 
companies need to invest a lot of effort and practice in it and be extremely crea-
tive in order to establish a right marketing strategy for maintaining their audience’s 
engagement and perfectly answer the question: How often should emails be sent 
to customers? Monthly, weekly, or daily? 
 

“If you’re unable to produce e-mails that consistently generate an emotional response, you’re emailing too frequently. If you find your-self backed up with unsent offers because you have too many avail-able discounts, prizes, recognitions, or advance-news items, you may be e-mailing too infrequently.”  (Lewis 2002, 211) 
 

The top reason people are no longer wished to receive emails is because of the 
lack or dullness of offer. Getting too little news will make people forget about the 
brand and put it to the spam folder eventually. A frequent update might be a must 
for other communication channels. However, too frequent emailing without pro-
fessional editing may result in poor and irrelevant content, causing more frustra-
tion and annoyance from recipients, therefore, damaging the company’s image 
(Lewis 2002, 210, 211). Industry research illustrated that senders have around 
five seconds to catch people’s attention when they open emails. Readers tend to 
read the subject and skim the message to grab the gist, making it more difficult 
in impressing them. Consequently, being able to deliver interesting content in the 
right time-space is greatly crucial for a successful campaign to prevent readers 
from unsubscribing (Williamson 2017). 
 
3.6 Possible solutions for disadvantages 
Due to the enormous negative effects brought by the mentioned drawbacks, com-
panies are required to have proper preparation to fix the situation. One of the 
main concerns in this market is to get the marketing emails successfully pass 
through the spam traps and spam filters. Spam traps are defined as email ad-
dresses established by organizations specifically for identifying and tracking 
spammers. If a marketing email is accidentally sent to one of these addresses, it 
would be marked as “spam”, then the sender’s IP address with ‘from domain’ get 

blocked by that receiver. ISP’s another tool of defense against spammers is spam 
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filters, a program that eliminates unwanted and unsolicited bulk mail to prevent it 
from reaching email’s inboxes by using different criteria (Petrovic 2020).  
 
In this case, getting emails sent by reliable senders that have a good relationship 
with ISPs and Inbox Providers is considered as a great option for marketers to 
overcome the problem. These senders can be a third-party agency, like Constant 
Contact and MailChimp, that evaluates companies’ email practices and certifies 
they as a trusted sender, not a spammer to the ISPs and Inbox Providers. Using 
a familiar sender name including the brand’s name is also required so that recip-

ients can recognize each firm and not move emails to the Spam box manually. 
Together with it, companies should make sure that what they offer in the email is 
correct with the subject line, avoiding false promises. It is necessary that organi-
zations always be up to date with the newest spam traps and filters technology, 
ISPs practices, and email related laws as mentioned in the previous chapter. 
Marketers need to catch up with this information at the right time and strictly follow 
the regulations to benefit themselves in the long run (Petrovic 2020). Staying 
away from Spam trigger words, for example, “free”, “best price”, “limited time”, 

“today only”, and “cash”, is also a big concern for the subject line. According to 
Margo (2020), those words can be divided into 6 big groups: 
 

“Manipulative: creating unnecessary urgency or pressure Needy: sounding desperate or exaggerated claims Sleazy: being too pushy Cheap: no pre-qualifications, everybody wins Far-fetched: statements that are too good to be true Shady: ethically or legally questionable behavior” (Margo 2020) 
 
Keeping the email list clean is also a key factor in an effective marketing cam-
paign. Firms are encouraged to build their email lists by gathering subscribers for 
newsletters from different channels such as websites, social media accounts, and 
previous buyers. Because when these people register for this service, they must 
agree with privacy terms and regulations that can prevent companies from violat-
ing the rules. Moreover, a spam trap can be triggered if emails were sent to a 
number of inactive addresses. This action is recorded by the ISPs, resulting in 
damaging the sender’s reputation and deliverability. Therefore, constantly check-
ing and removing hard bounces from email lists should be set as a must for the 
marketing department (Petrovic 2020). In order to help companies be respectful 
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to their customers and not violate the CAN-SPAM acts, the DMA requires its 
members to include an opt-out choice for each message, so that when a person 
chooses to do so, senders can no longer reach him or her (Lewis 2002, 67). 
 
The low deliverability rate and spam issue can also be connected to the format 
of a marketing email. As pointed out the Chapter 3.5, the word font and attached 
media might affect the presentation and quality of an email depending on which 
devices are used by readers. The extra effort senders put in decorating their 
emails, or even some extremely important messages could be invisible to recipi-
ents. Therefore, before actual sending, marketers should have cross-platform 
testing to ensure that the email is conveyed in the right way. Because tons of 
emails are opened with smartphones each day, making the marketing email mo-
bile-friendly is essential for businesses. It is recommended that a link to a video 
should be included instead of embedding that clip directly in the email body. Man-
aged email marketing services can help to ensure the compatibility of each email 
on all devices (Williamson 2017).   
 
When companies notice some of their subscribers are not opening and interact-
ing with their newsletter for a long time, they must quickly come up with practical 
plans to improve the situation. Inactive subscribers may harm the reputation of a 
firm’s domain which directly affects the deliverability rate. Therefore, a Re-en-
gagement email should be sent, and when the plan is still not effective enough, 
unsubscribing those recipients that companies do not get feedback from can be 
an option (Petrovic 2020). Frequently used content must be prevised and diver-
sified. Especially, the subject line should be short and concise to grab the recipi-
ent’s attention, urging them to read the rest of the email. In order to keep custom-
ers be interesting in the brand, messages sent to them must be relevant to their 
needs. In this case, companies need to segment their email list depending on 
different essential points (Barker 2016). To support this statement, Lyris, Inc. has 
proved that email list with the right segmentation led to an increase in the open 
rates (39%) and email relevance (34)%, as well as a lower unsubscribe rate for 
28% and a greater customer retaining for 21% (Lyris 2010, 11).  
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4 EMAIL MARKETING STRATEGY 
The Cambridge Dictionary (n.d) defines “strategy” in the Business English section 
as “the way in which a business, government, or other organization carefully 
plans its actions over a period of time to improve its position and achieve what it 
wants”. According to SendPulse (2020), an Email Marketing strategy is a set of 
procedures that marketers use to advertise products and services as well as en-
hance the relationship with customers via the email channel. It is essential that 
companies know what to do at each given time and what they need to achieve in 
order to be considered as successful, thanks to a suitable strategy with thorough 
preparation. There are various ways to build an effective Email Marketing cam-
paign, and a prime example can be broken down as below parts: 
 
4.1 Setting goals and tactics 
The first step in building an Email Marketing strategy is to define the goals. By 
setting up clear desired achievements and taking into account the budget and 
labor force, organizations will have a transparent picture of what they should do 
and can afford. Companies need to understand their broad business objectives 
in the present and upcoming years, then they can see how the Email Marketing 
tactic will help to reach those Key Performance Indicators (KPIs). Some improve-
ment areas for businesses to consider can be listed as (Sherman 2019): 
 

− Grow the number of subscribers: increasing the size of the email list to 
connect to more people and expand the current customer’s pool. 

− Have better Open rates: in some cases, although a company has tons of 
subscribers, if they do not open emails, there is nearly no chance for that 
firm to transfer messages and maintain the customer relationship.  

− Have better Click-Through Rates: it means that the company is bringing 
more value to customers, resulting in higher sales by getting people to 
click on the links in the email. 

− Reduce the number of unsubscribes and complaints: keeping audi-
ences stay with the firm as long as possible and showing that the company 
is providing worthy value and benefits (Sherman 2019). 
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After knowing the objectives, businesses also should through 5 phases of Email 
Marketing based on the customer journey in order to send the right message in 
the right time to recipients to bring back the best results (Digital Marketer 2018) 
 

− The Indoctrination Campaign: a company uses this campaign for new 
subscribers to introduce the brand and tell them what they can expect as 
well as what they need to do to have greater benefits from its services. 

− The Engagement Campaign: This is applied after a reader has a specific 
action, such as visiting a page or downloading a lead magnet, showing an 
interest in a product or service. The company will then provide further 
steps formulated on it to persuade him or her to make a purchase. 

− The Ascension Campaign: An interest-based one that sends a relevant 
offer and sale to a subscriber immediately following his or her triggering 
behaviors, nurturing them with more value, turning one-time buyers to 
multi-buyers, and preventing them from exiting.  

− The Segmentation Campaign: A manual promotional campaign sent to 
all the audiences for the purpose of segmenting the list of subscribers by 
different interests, resulting in a more accurate outcome because now cus-
tomers can do it by themselves. 

− The Re-engagement Campaign: which is designed to bring back sub-
scriber who has not opened or had any action in the last 30 to 60 days. 
The marketer needs to get the reasons for their inactive status and get 
them to be excited with the brand again. However, if it is not working, the 
company should stop email them to reduce the cost and protect the deliv-
erability (Digital Marketer 2018). 
 

4.2 Target audiences and Email lists 
To successfully run the Email Marketing campaign, it is crucial that companies 
know its target audiences – the people that want and need their products or have 
problems that they can solve. The firm should focus on attracting those ideal cus-
tomers to turn them into actual and loyal buyers (Westbrook 2018). According to 
Porta (2010), the target audiences can be determined by looking at the current 
customer base and common characteristics, checking out the competitors to find 
a niche market that they overlooked, and analyzing the company’s products and 
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services to see who will benefit the most from them. To find and separate poten-
tial clients at a more accurate level, companies could also use the Market seg-
mentation with 4 categories: Geographic, Demographic, Psychographic, and Be-
havioral as in FIGURE 9 for the task. This knowledge allows marketers to design 
the most suitable email template, delivering a more personalized message to re-
cipients, and raising a positive impression on the brand for the aim of boosting 
spending and driving more revenue eventually (Porta 2010). 

 
FIGURE 9. Market Segmentation (CLAYSTONE Marketing 2017) 
 
After having the target audiences, now it is time for marketers to work on the list 
of addresses that will receive their emails. Usually, a business has three ways to 
obtain their email list (Wainwright n.d): 
 

− Buy an email list: The firm will work with a list provider to find and pur-
chase a list of names, email addresses, and some more personal data 
reached from demographic and psychographic aspects. Even though it 
seems to be time- and cost-saving, it may bring more serious harm to busi-
nesses. Problems they might encounter when using this method are:  
 

(1) Violating the rules of consent under GDPR related to the opt-in 
and opt-out options,  
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(2) Reputable Email Marketing software does not allow sending 
emails to the bought list,  
(3) Good email addresses are not for sale,  
(4) People on the list do not know them actually,  
(5) They will damage their email deliverability and IP reputation,  
(6) They can be considered as annoying and leaving a negative im-
pression to customers,  
(7) They might be fined heavily. 
 

− Rent an email list: The firm also works with a list provider in this case; 
however, they never actually own the list. The email addresses cannot be 
seen, so the firm still has to work with the provider to send out emails, 
which is not beneficial in the long run. 

− Own an opt-in email list: The firm can grow its email list by gathering 
data of people that voluntarily provide their email addresses either online 
or in-person because they wish to have certain types of email content such 
as discount programs or new arrivals from the brand. Opt-in email ad-
dresses show the trust of customers to the firm and its value. By giving the 
subscriber the ability to opt-in or opt-out of the list, marketers now are al-
most free from the fear of violating the privacy rules. (Wainwright n.d).  
 
A few approaches for building a list contain the following activities: Create 
relevant content to inspire customers then ask them to sign up for more 
information; Make a one-time offer in exchange for an email address and 
some personal data; Keep an opt-in form on the website to give people a 
chance to sign up at any moment notice while browsing (Westbrook 2018). 
Moreover, Yonatan (2017) also completed a similar list of activities that 
companies can follow to create their list: offer relevant, gated assets, make 
it easy to subscribe, offer guarantees against spam and promotion for sub-
scribing, use Facebook call-to-action buttons, include a subscription link in 
the email signature. 
 
In order to build an email list, companies are required to go through all the 
potential points and sources of contact in the customer pool. According to 
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Hanna, Richard C., et al. (2016, 67-77), the most common sources of in-
teracting with people can be divided into 4 sections: Personal sources 
including any chance to communicate with people as part of doing busi-
ness physically or via a phone call, Internet sources when someone visits 
the company’s digital world such as website, blogs, and social media, or 
even when a client forwards an email to a friend that is not on the list, 
Referral sources consisting of the company’s partners, suppliers, em-
ployees, and the media, and Outside engagement sources with appear-
ances in public events and trade show where the firm has a booth to collect 
people’s contact information. 

 
Segmenting the list 
Because customers are diverse in their needs and interests, it is extremely diffi-
cult to satisfy everybody with only one message. Companies may lose tons of 
potential clients to competitors by ignoring the importance of segmenting the 
email list. According to Hanna, Richard C., et al. (2016, 75,76), Hosford (2012) 
stated that B2B Magazine had conducted a study in 2012 showing that 84% of 
B2B businesses include segment targeting in their email strategy. The effective-
ness of this task is based on its ability to improve the results on the company’s 

key metrics and objectives such as profit, lifetime value, or brand image. There 
are several ways to do the list segmentation, depending on how much data of 
customers that a company can obtain. For instance, the criteria for segmenting 
can be listed out as Geography, Demographics, Firmographics, Past purchases, 
Amount spent, Position in sale funnel, Time since last purchase, Expressed in-
terests, and Email engagement (Yonatan 2017). 
 
Moran in 2012 reported that Artbeads.com, an online jewelry supply shop, en-
deavored to evaluate customer’s buying behaviors. A special offer was sent to 

only 2% of their total list based on the results, but it increased their conversion 
rate by 208% by using a targeted email to the segmented list, four times larger 
than sending to the entire list like the previous campaign. MailChimp also has 
found that list segmentation and targeting emails generated unique open rates 
by around 12% and clicks by 53% compared to non-segmented email blasts. A 
marketing technology and services company named Acxiom makes a compari-
son on the performance between businesses using blast emails and who using 
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targeted emails. Because of the additional cost of tracking and integrating cus-
tomer information, the cost per email using the segmentation method was $0.14 
compared to $0.04 per normal email. However, the revenue generated by tar-
geted emails was 3.5 times greater than by the other blast emails. (Hanna, Rich-
ard C., et al. 2016, 67-78). 
 
4.3 Choosing the right platform 
As described in the previous chapter, it is advisable that marketers collaborate 
with reputable ESPs to prevent themselves from triggering spam filters and traps 
or other technical delivery issues, especially when sending bulk emails. To main-
tain a good relationship with ISPs and maximize the delivery rate, these programs 
sort emails and send only the good ones to the end customer’s accounts on email 

services like Gmail and Outlook. When there is an unsuitable message, it is sent 
to the junk folder or returned to the sender (Groves 2009, 156, 157). These tools 
are also beneficial for companies in managing and segmenting email lists, track-
ing the campaign’s performance, and designing professional emails by providing 
libraries of tons of resources such as email templates and photography. By send-
ing an enormous number of emails frequently and studying from the best prac-
tices, ESPs can provide valuable advice in conducting a strategy for their users 
to learn and apply. There are a huge number of email tools in the market for either 
companies or professional bloggers and authors like Drip and ConvertKit, how-
ever, only the suitable platforms for SMEs are further described in this paper. 
Depending on the need and budget, businesses can choose the most suitable 
tool from a variety of ESPs such as (Editorial Staff 2020): 
 

− Constant Contact: is one of the largest and fastest-growing platforms in 
the whole world. People consider it as the easiest and the friendliest one 
for a beginner with tons of advantages such as easy tracking and report-
ing, several different email templates, built-in social media sharing tools, 
ads integration on Facebook and some other websites, a free image li-
brary, and list segmentation as well as live chat, phone calls for customer 
support. It has a 60-day free trial before the paid program starting from 
20$/month (Mclaughlin & Martinez 2020). 

− SendinBlue: is one of the fastest-growing SMS software and ESPs in Eu-
rope. Inexperienced marketers can easily work with its drag and drop email 
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editor as well as other tools to create beautiful and effective emails (Edito-
rial Staff 2020). Especially, by using AI technology, it can also select the 
perfect time to send bulk emails to receive the best email deliverability 
rate. However, it can be time-consuming in the setup process, especially 
while the basic templates are not impressive enough (Mclaughlin & Mar-
tinez 2020). SendinBlue offers a free email plan with limited benefits and 
paid plans starting at 25$ a month (Editorial Staff 2020). 

− Mailchimp: is one of the most popular platforms in the market, mostly be-
cause of its free plan. Mailchimp includes easy “drags and drops” email 
builder, autoresponders, ability to set up delivery times based on user’s 

time zones and list segmentation based on the geolocation factor, and ads 
integration with several websites and events like WordPress and Shopify.  
This tool offers a forever free plan with 12000 emails sent to around 2000 
subscribers, however, its name will be presented in those emails. The flex-
ible paid plans begin at 10$ for a month with tons of more advantages 
(Editorial Staff 2020). 

− HubSpot: is a highly ranked software that is easy to use with an extremely 
high deliverability rate at 99%. It also offers editing tools such as drag and 
drop, email personalization, or crafting a custom template exclusively for 
a brand, as well as tons of other advanced features. Setting the suitable 
sending time, automation features, A/B testing, and intensive reports on 
email’s performance are included to help companies determine the right 
strategy for their customers, turning leads into loyal ones. HubSpot has a 
free forever plan but with limited ability or upgraded plans starting at 40$ 
for a month (Mclaughlin & Martinez 2020). 

 
Additionally, when conducting an Email Marketing campaign, businesses also 
need to pay attention to the Autoresponders feature in order to nurture leads, 
build trust with subscribers, and provide them useful data at the right time while 
reducing the burden on the marketer in charge for this strategy. It is defined as a 
program that sends emails automatically at a preset time or following a specific 
action. Famous ESPs usually include it in their list of functions. Primary examples 
for email autoresponders can be illustrated as welcoming new subscribers, thank-
ing customers for certain actions, or post-purchase emails (Yonatan 2017) 
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4.4 Format the email content 
Having great content is often illustrated as one of the major difficulties in Email 
Marketing since it plays an extremely crucial part in keeping subscribers opening 
and responding to emails as well as staying longer with the company. Marketers 
need to hear from customers and reply to their responses with valuable feedback 
and advice to improve the content and gain more trust. An effective marketing 
email must concentrate on customer interests collected from surveys, polls, or 
link tracking, and express it from their point of view, especially in the subject. For 
example, Groves (2009, 96) listed out some topics related to this issue, with 
About Me is from the firm’s side and About What I Know is from the recipient’s 

side, as below: 
 

“Day Spa About Me: Free wash with cut About What I Know: How to stretch your lower back Nonprofit About Me: Donations needed About What I Know: Community helps to build house”  (Groves 2009, 96) 
 
It is recommended that senders must choose several sources for their content, 
not only from the company’s information but also from the customer’s perspective 

and real story from those who have great experiences with the brand. An article 
connected to the recipient’s concern can also be referenced in the email, or the 
firm can collaborate with other local businesses to write content. For instance, a 
wine store and a restaurant can work on “best wines and suitable recipes” to-
gether (Groves 2009, 89-104).  
In general, according to Yonatan (2017), a marketing email template can be di-
vided into three main parts: Header, Body, and Footer, with many sub-elements: 
 

1. The Header: 
This is one of the first parts that recipients see when the email arrives, therefore, 
even though there is not much content in this section, it is still significant for mar-
keters in proving audiences that the email is worth to be opened. Elements in this 
introduction often are: Sender’s name: Emails from a personalized account re-
ceive more response, therefore, instead of using only the company’s name, send-
ers can be employees with the addresses linked to the brand, Subject line: It 
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has to be short, straight to the main points, and personal as mentioned above 
because people tend to respond when they see their names in it. Also, a shorter 
subject line would be more friendly to different devices, especially mobile phones. 
Preheader: which is the blurb or text under the subject line in the inbox preview. 

 
2. The Body: 

This part is a mix of beautiful visual and informative textual presentations, includ-
ing words, media, and calls-to-action used to encourage customers to have ac-
tual action toward the brand. The text in it must be short and simple and para-
graphs should be broken into lines of text since people usually do not spend much 
time reading emails unless it is a specialized and arcane topic. In this case, pic-
tures and videos are strong weapons in spreading the company’s message, es-
pecially in promotional emails. For example, they can be the company’s banners, 

pictures of products and services, and posters of upcoming events or promotions. 
It is recommended that the image’s size should be set at around 640 pixels in 

width so it can fit perfectly to both desktop and mobile devices (Sherman 2019).  
 
Additionally, calls-to-action (CTA) is a short phrase, link, and headline utilized to 
prompt customers to take a specific action, which is included throughout the en-
tire email, not only at the bottom. It must be phrased in different styles so the 
pushy and robotic feelings are prevented, and readers can have many options to 
click through. There are two major types of calls-to-action: direct calls-to-action 
and multi-step calls-to-action. The direct one usually asks for a decision leading 
to quick positive impacts on the company’s finance such as an immediate pur-
chase, by causing readers to think they will lose an opportunity that is rare and 
special. For example, those CTA can be “Links that add a product to a shopping 
cart”, “Link that start an event registration process”, and “Messages asking for 
email addresses to send order information”, stated by Groves (2009, 113, 114). 
It is often combined with promotional emails, or promotions and coupons in in-
formative and relational emails when audiences are ready to buy.  
 
However, in case marketers are still not sure about customer’s feelings or they 
just generate actions outside direct sales, multi-step calls-to-action can be used 
to ask the audience to take each step closer to purchase without asking for an 
actual one directly. It can be written as “Links that download a document, audio 
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file, or video”, “Links to set up an appointment”, or “Asking your audience to save, 
print, or forward your email”. These CTA will assist businesses in learning the 
customer’s main interests and keeping content concise while expanding the 
range of offers from the senders (Yonatan 2017) (Groves 2009, 115, 116). 
 

3. The Footer: 
Using this section to engage customers in the company’s other channels is a 
must for marketers. This mission could be completed by adding: Contact infor-
mation: such as the company’s physical address to comply with anti-spamming 
rules and regulations, Buttons to social media accounts like Facebook and In-
stagram, Unsubscribe links, which are compulsory in an email according to anti-
spam laws.  
 
4.5 Tracking and evaluating the process 
Once the campaign has been launched, it is essential for marketers to have a 
practical report on its performance in order to see through its effectiveness and 
what they need to keep or change to improve the results. It is a challenge for 
businesses to do it manually; therefore, most of the ESPs have added this track-
ing feature to support their users. Those programs form a tracking report in an 
easy-to-use format by collecting and analyzing data related to marketing emails. 
Knowing these key performance indicators carefully, marketers can have a clear 
view of their strategies and what they should do in each situation. For instance, 
they might need to fix the hard bounce and blocked emails, identify the trend of 
the email content to see whether it is going down or staying the same, evaluate 
the click-through, try to reduce the number of unsubscribes, and collect the best 
experiences for the upcoming plans. Usually, an Email Marketing evaluation re-
port would include the following metrics (Grove 2009, 170–185). 
 

− Delivery rate: It calculates the percentage of emails that can make it to 
the recipient’s inbox. Having the result at 95% to 98% on average when 
there are no typing mistakes or dead email addresses is considered as 
great for companies (Hanna, Richard C., et al. 2016, 42). However, some-
times ESPs may not able to have an accurate delivery rate because they 
only assume the number based on the emails bouncing back. (Groves 
2009, 173).  
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− Bounce rate: It is the number of emails not being delivered properly and 
then being returned. There are two types of these email: soft bounces in 
case an email is returned because the audience’s inbox is full or he/she is 

on vacation and activating autoresponders, and hard bounces when there 
are uncorrectable faults such as the email addresses are invalid or typed 
wrongly. (Hanna, Richard C., et al. 2016, 43). 

− Open rates: According to Groves (2009, 175): 
 

“Emails that are “opened” are tracked by hosting images on a server and embedding the hosted images in the body of the email. When the image displays in the email, the server 
hosting the image has to “serve up” the image, and the 
server gets a hit. So, the email isn’t really “open”—it just means that the images in the email are displayed.”  (Groves 2009, 175) 

 
So, in general, the open rate is the number of opened emails, via triggering 
those pictures, divided by the total of successfully delivered emails. 
Hence, there are still some weaknesses in this metric. The result may 
come back low sometimes when the receiver sets an image blocker. On 
the opposite, the tracker can also be triggered when images are only 
loaded by scrolling emails in the preview section, although the audience 
does not actually open and read it. A good open rate often stays at 16 to 
20 percent, while the average is from 10 to 15 percent (Hanna, Richard 
C., et al. 2016, 43, 44). 

− Click-through rates (CTR): It is the “Number of click-throughs (i.e., click-
ing on a link or button in the email) divided by the number of emails deliv-
ered.”, as described by Hanna, Richard C., et al. (2016,44). On average, 
it is around 2.1 to 5 percent across industries, while the best results can 
be from 5 to 10 percent (Hanna, Richard C., et al. 2016, 44). 

− Click-to-open rate (CTO): which is defined as “The number of click-
throughs divided by the number of emails opened” by Hanna, Richard C., 
et al. (2016, 45). The click-to-open rate can be from 11 to 20 percent, with 
a range of 16 to 20 percent is known as the top performance. It gives 
senders a sense of how good their content is and how many people both 
open and click a link in the email (Yonatan 2017). 
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− Conversions: Hanna, Richard C., et al. (2016, 45) describe this metric as 
“Completing an action of interest to the marketer at the landing page or on 
the website after clicking through from an email”. For example, a single 
conversion is counted when a person clicks on the CTA in an email to the 
company’s website and then buys a product. The relationship among this 
metric, email delivered and opened, CTR, and CTO provides deeper anal-
ysis on the performance of the emails and the landing page.  

 
“If conversions relative to CTR are low, we know we are los-ing people at the website. If conversions relative to emails sent are low, we have a sense for the campaign, but the con-version rate may be low because of the overall open rate or some other factor.”  (Hanna, Richard C., et al. 2016, 45)  

− Unsubscribe rate: When audiences choose to be removed from the email 
list, the company has to respect this decision and take them out perma-
nently. Providing the unsubscribe link right with the email allows marketers 
to track this rate automatically and easily (Groves 2009, 176). According 
to Hanna, Richard C., et al. (2016, 46), “un-subscription rates are approx-
imately 0.11 to 0.20 percent for typical campaigns and less than 0.10 per-
cent for top-performing campaigns”. Companies can base on this infor-
mation to decide when (usually when the rate is above 1 percent) and 
where they need to adjust their plans (Yonatan 2017) (Hanna, Richard C., 
et al. 2016, 46). 

− Spam complaint rate: Some email services include the “spam” or “junk” 

buttons so readers can use them when they need it. This information will 
be reported back to the email programs, not the senders, therefore, ESPs 
have built a good relationship with these service providers so they can 
send these complaints back to their customers. However, they can only 
send how many people reported, not exactly who reported, to protect their 
identities (Groves 2009, 176). Yonatan (2017) has stated, “Different pro-

viders specify different acceptable spam complaint rates, but it’s generally 

very low -- perhaps no more than .1%.” 
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5 THE CASE COMPANY 
The fifth chapter illustrates an expanded description of the case company – 
Edicto Ltd. – including a summary of the history, its employees, mission, vision, 
target consumers, and main the product, followed by the current marketing situ-
ation in general of the organization. 
 
5.1 Edicto Ltd.  
Edicto Ltd working in the IT service and consulting industry is an SME based in 
Tampere, Finland. There are 5 people in the core personnel, including Mr. Antero 
Hälikkä as the Founder and CEO of the company, Mr. Kari Jantunen as the Chair-
man of the board, and Mr. Markku Jantunen as the marketing and deputy board 
member. It is the successor of Curiositas Ltd, which was also founded by Antero 
Hälikkä with deep experience in being an entrepreneur back in 1998. Despite the 
name changing, the two companies are still in the same business sector. The 
mission of Edicto is to establish a simple and secure method for its clients to 
distribute confidential data and present it conveniently. The organization’s main 

target customers are individuals or companies such as insurance or law firms 
both inside and outside Finland that work with secret documents frequently. The 
whole personnel is working effortfully to gain competitiveness in the market and 
increase the customer pool as well as being able to build a more useful applica-
tion with high security as the top value (Edicto Ltd, n.d). 
 
5.2 The current situation 
Product 
With the newest technologies and long experience in the field, Curiositas Ltd (now 
is Edicto Ltd) created Edico in 2016, which is defined as the cloud service used 
for sharing and presenting confidential files with a high level of security. Over 
years of development, it is the main product of Edicto Ltd now. Edico is known as 
a reliable application in performing several tasks such as: sharing confidential 
documents securely in a cloud service, sharing large files, presenting offers dur-
ing a remote sale, and presentation of web pages and other materials.  
 
There are several Edico subscriptions for different use and types of customers. 
For instance, Edico Lite is the free trial version for everyone; Edico S is the full 
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version for one user, and Edico G is the full version for more than one user. More-
over, Edico CS/CG for remote connection, which is suitable for distant learning, 
is developed and released to extend the company’s product range. For the pur-
pose of making it conveniently usable for clients around the world, Edicto has 
developed an English and a Finnish version for their product, together with the 
plan of adding more languages in the future for numerous markets (Edicto Ltd 
2020). 
 
Marketing situation 
As an SME with limited resources in both capital and labor force, Edicto Ltd col-
laborates with an agency called Kupli Oy to further market and distribute EDICO 
to a wider range of customers. Thanks to it, Edicto’s personnel can fully concen-

trate on developing their software. Many changes and versions have been pub-
lished in 2020. In term of digital marketing, the company also appears on three 
main social platforms: Facebook, LinkedIn, and YouTube, as well as two websites 
on the Internet: one includes extended information on the firm 
(https://www.edicto.fi/en), and another is used exclusively to advertise EDICO 
(https://www.edico.fi/en/).  
 
On 20.05.2020, there are 65 people following its Facebook page at the moment 
and on LinkedIn, the number of followers is 11, while on YouTube there is 1 sub-
scriber, possibly because there is only 1 video named “How to start using Edico 

Lite” posted in October 2019. These accounts are mostly managed by Kupli Oy, 
whereas contents, messages, and blogs on the above two websites are mainly 
edited by Edicto’s personnel. 
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FIGURE 10. A part of the home page of https://www.edico.fi/en/ website. 
 
I, the author of this thesis, had an opportunity to be a part of Edicto Ltd as a 
Marketing Intern from October 2019 to March 2020. Together with the founder, 
we made a few initial steps to test the potential of Email Marketing to the com-
pany. Seeing the future in this communication method, Edicto has decided to 
have an advance investment in it. Therefore, an appropriate study and analysis 
are considered as essential so they can have better preparation for upcoming 
plans. As a result, a proposal from a former employee about a Thesis project 
including a useful Theoretical framework with proper researches and data collec-
tion, which is conducted under a careful supervising of an experienced mentor, 
is warmly welcomed by the company. 
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6 RESEARCH METHOD AND DATA COLLECTION 
The following chapter describes the objectives, background, and explanation of 
the research method used for this thesis, which is the qualitative approach with 
interviews as the main data collection. Then the results of two types of interviews 
conducted with people from both inside and outside the case company will also 
be introduced and analyzed to support the above Theoretical framework. 
 
6.1 Description of the research 
Objectives and Background 
With the topic of “Developing an effective Email Marketing strategy for Edicto 
Ltd.”, the research in this thesis is conducted to study the practicality of Email 
Marketing to other businesses and what Edicto Ltd. can learn from them for their 
operation. In order to create a practical marketing strategy for the case company, 
real-life experiences are needed for a depth examination of the effectiveness, 
advantages, and disadvantages of these channels to companies. However, since 
Edicto Ltd. is a start-up, there is limited information connected to marketing ac-
tivities, especially about Email Marketing, published on its websites. Therefore, 
before starting to develop a complete marketing plan, being aware of previous 
projects of the case company is also set as a goal of this research to fully under-
stand Edicto’s situation and learn from failures.  
 
As mentioned in Chapter 2.4, due to the nature of this paper, the qualitative 
method is chosen as the research approach while the interview is seen as the 
main data collection technique. The results are assembled from interviewing rep-
resentatives inside and outside of Edicto Ltd.  
 
Qualitative approach 
Qualitative research is a scientific research that gathers and works with non-nu-
merical information, then to interpret the meaning and knowledge from these data 
that help comprehend social life through the investigation of focused populations 
or places (Crossman 2020). According to Taylor, Steven J., et al. (2016, 17–20): 
 

“The phrase qualitative methodology refers in the broadest sense to research that produces descriptive data— people's own written or spoken words and observable behavior. As Ray Rist (1977) pointed out, qualitative methodology, like quantitative methodology, is more 
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than a set of data-gathering techniques. It is a way of approaching the Empirical world. In this section we present our notion of qualita-tive research.”  (Taylor, Steven J., et al. 2016, 17–20) 
 
When it comes to this research, all aspects are worthy of study. The qualitative 
approach aims to build up concepts, insights, and understandings from patterns 
in the information instead of simply collecting data to assess preconceived mod-
els, hypotheses, or theories. It focuses more on the meaning of things connected 
to people's lives as well as their thinking and real experiences with it. Thanks to 
this method, researchers can engage with people personally, see the objects 
through their point of view, and how they think and act in everyday lives (Taylor 
et al. 2016, 17–20). Because of these above characteristics that are connected 
to real stories and feelings, the qualitative research method is believed to be the 
most suitable one for this thesis project. In reference to Chapter 2.4, there are 
five main qualitative methods summarized as in FIGURE 11 below: 

 
FIGURE 11. The summary of differences between the five qualitative methods 
(Sauro 2015) 
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These inquiries all use the same data collection channels such as interviews and 
documents. By determining the right purpose, organizations can design their re-
search questionnaire and have a clearer goal and target audiences formed on 
this classification. Talking about some stand-out benefits, the qualitative method 
develops an in-depth awareness of several factors such as the attitudes, behav-
iors, interactions, events, and social processes in everyday life, as well as how 
they are influenced by society-wide elements, for example, all kinds of social 
forces, structure, and order. Changes in the research environment are flexibly 
adapted with minimal cost by this type of research in many cases. However, on 
the downside, the scope for this method is considerably limited, resulting in the 
less widely to be generalized of the findings. Therefore, researchers are required 
to use caution when conducting this strategy to ensure that they always prevent 
personal bias in clarifying and interpreting the findings and do not influence the 
data in ways that significantly change the results (Crossman 2020). 
 
Interview 
There were six people participating in the interview process from May to June 
2020. Three of them are from Edicto Ltd. while the other participants are from 
other organizations. All the interviewees have certain experiences with Email 
Marketing. The interviews were conducted either in two ways: email interview or 
face-to-face interview, depending on the wishes of each participant. Permission 
and consent from all six interviewees were given to the interviews. Wishes of 
participants were respected. The research was conducted anonymously, and no 
individuals can be identified from the published paper at the end of the thesis 
writing process. 
 
A set of questions, which is all related to elements the Theoretical part such as 
the benefits and drawbacks of Email Marketing with the ESPs, was prepared be-
forehand with approval from the thesis supervisor. For Edicto’s personnel, the 

questionnaire focuses on the company’s goals for Email Marketing, a description, 
and evaluation for previous plans, as well as future intentions for this communi-
cation channel such as in which project they will use it as the main tactic? On the 
other hand, for interviewees from outside firms, the author strives to seek their 
real stories with Email Marketing in normal working life and their assessment of 
its pros and cons with possible solutions. Results from these interviews together 
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with the knowledge in the Theoretical Framework are utilized to form the most 
suitable and effective Email Marketing strategy for Edicto Ltd.   
 
6.2 Interview with Edicto Ltd.’s personnel 
The email interviews for Edicto’s employees started from the 27th of May 2020 to 
the 30th of June 2020. All three interviewees play important roles in the company’s 

marketing and management; therefore, they can provide insightful analysis about 
its current situation and significant development in the field of Email Marketing. 
The results from these interviews can be divided into three parts: 
 
6.2.1 Company’s goals in Email Marketing. 
The previous Email Marketing plan was built for the purpose of finding more users 
that might be interested in Edico-like service. They can either be domestic (in 
Finland) or international customers in Europe and other continents such as Asia 
or Africa, since the Edico platform is currently available in both Finnish and Eng-
lish. With the previous, the company focused on organizations working with con-
fidential documents frequently such as law, healthcare, and insurance firms, as 
well as educational institutes. Moreover, Edicto Ltd. is also on the way of creating 
more languages to benefit their clients. In terms of digital marketing, the company 
has already functioned its social media accounts and websites, therefore, Email 
Marketing would be seen as another effective method to send more personal 
messages and reach more potential users. Thanks to it, the marketers can deeply 
understand the special interest of current clients in order to engage them with 
suitable products as well as improve the customer relationship. Because these 
goals have not been fully achieved with the previous campaign, they will still be 
kept as the main objectives for the upcoming Email Marketing plans. 
 
6.2.2 Evaluate the previous Email Marketing campaign. 
Conducted from the end of October 2019 to January 2020 as the first step of 
Edicto in studying Email Marketing, this campaign was mainly managed by 
Edicto’s interns under the support of the Founder. According to the firm, this plan 
was not as effective as expected because of the lack of proper investment, how-
ever, at the end of this period, thanks to it, they can briefly understand the envi-
ronment of this aspect, including possible problems that they need to pay special 
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attention to as well as elements that must be improved for future developing strat-
egies. The previous Email Marketing campaign concentrated on advertising Ed-
ico with an example template as below (FIGURE 12): 

 
FIGURE 12. Edicto’s email template example 
 
With little experience in the field, its strategy was only built simply for the aim of 
understanding the advantages and disadvantages of this aspect. The firm’s 
emails follow the standard format as described by Yonatan (2017) in chapter 4.4 
with a subject, greetings from senders, body message to shortly illustrating the 
product, CTA links to Edico’s websites, visual presentation such as logo, and 
footer with contacts. Although needed elements are included, in the intern opin-
ion, this example template is still full of text with only a small image and not ef-
fective call-to-action, while according to Sherman (2019) and Williamson (2017), 
these elements are extremely crucial in making the email be attractive in the eyes 
of readers and capturing their attention quickly within 5 seconds when they open 
it. Therefore, the design may require to be changed for upcoming campaigns and 
more templates for different email types should be created. 
 
Since Edicto Ltd. is a start-up, its quantity of subscribers is low. It was a pity that 
a subscription box allowing customers to receive newsletters was missing on the 



46 

 

website at that time when keeping an opt-in option on the website so people can 
sign up at any moment is a significantly convenient way to increase the cus-
tomer’s base (Westbrook 2018). Although Edicto’s target audience range is wide 
around the globe, with limited labor force and resources, the email list used was 
also not created and segmented based on diverse characteristics effectively (for 
example, the list was only separated depending on geographic and industrial fac-
tors), reducing the opportunity of engaging and building a more personal email 
for each recipient. Moreover, because the unsubscribe box was unavailable 
within the email at the beginning time, people want to stop hearing from the com-
pany had to be opted-out from the list manually by the marketer. 
 
Gmail was chosen as the Email tool instead of professional ESPs to reduce the 
budget. Unfortunately, this decision had led to some serious difficulties. In the 
early stage of the plan, Edicto’s marketing email sent in a bulk usually triggered 
the spam traps and filters, resulting in a fail delivery or address blocked by re-
ceivers. Only after limiting the number of recipients each time, the email was suc-
cessfully sent, however, sometimes the negative results still occurred. Birch 
(2020) has stated that additional advanced features like A/B testing, automated 
response, and setting the sending time were also unavailable on Gmail, which is 
the same as Edicto’s situation. The evaluation metrics as in chapter 4.5 were also 
not able to be tracked easily with this platform so that Edicto could hardly provide 
reliable statistics on the previous performance. 
 
6.2.3 Plans for developing 
In the present time (2020), Edicto Ltd. is developing new products called “Edico 
CS” and “Edico CG”. According to the firm’s personnel, the next version of Edico 
provides unique benefits for remote teaching and collecting files securely and 
easily, which is an excellent option for professionals in numerous industries. Fur-
ther advertising this invention and the other Edico versions will be selected as the 
main objectives for upcoming Email Marketing campaigns. Together with the cur-
rent customer pool, teachers, businesses, and private people on pension are also 
added as new target audiences (Edicto Ltd 2020).  
 
Due to the pandemic in 2020 and changes inside the company, there will be tons 
of differences in the management of the firm’s digital marketing, including both 
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social media and Email Marketing. Therefore, at the time these interviews were 
completed, Edicto’s employees have not carefully drawn a clear route and expec-
tation for Email Marketing in the future. There is no data on the possible budget 
or person in charge of upcoming campaigns yet. However, after realizing the 
drawbacks and benefits of Gmail, Edicto is willing to invest in a reliable ESPs to 
gain better results and efficiently manage this method. The email content will be 
edited to be shorter but effective. More call-to-action links are included so that 
customers can obtain more information and make payment conveniently. Rules 
and regulations in many regions related to this field are studied again so that the 
firm can avoid difficulties such as violation of the trash box. 
 
6.3 Interview with experienced people outside Edicto Ltd. 
The interviews in this section were conducted through email and messaging plat-
forms from the 26th of May 2020 to the 11th of June 2020. There is an interviewee 
working in Finland at the moment, while two others used to be marketers in both 
Vietnam and Finland. They all have performed more than one whole Email Mar-
keting campaign in their career. After being explained about this thesis topic by 
the author, they are willing to share their practical experiences related to this 
Email Marketing channel and opinion on the following four categories: 
 
6.3.1 Email Marketing tools 
People who participated in this interview had provided their opinion about the 
advantages and disadvantages of three Email Service Provider platforms: Gmail, 
Mailjet, and MailChimp. In general, interviewees using Mailjet and MailChimp 
agree that professional ESPs truly bring tons of advanced benefits (A/B testing, 
list segmentation, auto-response, easy tracking), as described by Editorial Staff 
(2020) and Groves (2009, 156, 157) in chapter 4.3, to their firms.  
 

− Gmail: This product was chosen by interviewees due to its uncomplicated 
user interface and good management of folders. As one of the most well-
known and inexpensive Inbox Providers, it is easy to use for most of the 
beginners in the market, especially for companies that only utilize email as 
an additional digital marketing channel to better engage followers and up-
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date the situation (Birch 2020). The interviewee’s organization use this ap-

plication instead of professional ESPs because they just need to send a 
few types of email four to five times in a month.  
 
However, on the other hand, Gmail is not completely suitable for people 
using Email Marketing as their main tactic. Similar to Edicto Ltd. in the last 
project, the interviewees also faced several drawbacks such as the lack of 
advanced features (A/B testing, automation, customization possibilities, 
and intensive report, unsubscribing management) that might heavily affect 
the quality of their campaigns. Additionally, as stated by Birch (2020), 
sometimes Gmail forwards some of the emails into the junk folder based 
on some automated mail checking mechanism, and that can cause the 
recipient to miss an important email without notice for example. 

 
− Mailjet: According to the answerers, this ESP was applied because they 

found it simple and easy to use so they could get familiar with the applica-
tion quickly. Mailjet provides a free plan with unlimited contact and up to 
6000 emails per month, APIS and webhooks, advanced email editor, and 
advanced statistics, which is extremely appropriate for a start-up with a 
low budget (Mailjet n.d).  
 
Unfortunately, because the A/B testing and automation features come with 
paid subscriptions, by choosing the free plan, they could not send different 
types of email at the presented time, fast reply to emails, and send infor-
mation to attract new customers frequently. Therefore, their companies 
were required to have more marketers working on this channel to over-
come those downsides, which is considered as not laborsaving and cost-
effective in the interviewee’s point of view. But, the respondents also noted 
that in case paid plans are chosen, organizations can still obtain many 
interesting features, for example, email segmentation, marketing automa-
tion, multi-user collaboration, dedicated technical account manager, or 
even deliverability and integration experts, that turn Mailjet into a promised 
application with a lot of stand-out characteristics in the market (Mailjet n.d). 
 



49 

 

− MailChimp: The participant’s company uses this platform because they 
believe it is an all-in-one integrated marketing tool for SMEs. There is a 
forever free plan which allows the firm to have up to 2000 subscribers and 
send 12.000 emails a month (MailChimp n.d). However, because the firm 
purchases the paid package, they can have access to tons of other useful 
features that automate, optimize, and personalize their marketing content. 
When it comes to personalization, they can connect with customers by 
name or even what they previously purchased. With only one simple set-
ting, an email is automatically sent to subscribers whenever they reach a 
set of conditions or take a certain action. MailChimp also offers hassle-
free integration for websites or platforms. There’s no coding involved, and 
they could easily customize many templates (Editorial Staff 2020).  
 
On the other hand, the interviewees also pointed out that the paid plans 
may be moderately expensive to more than 100 euros for a month when 
the customer’s pool grows bigger, which can easily be found on the Pricing 
website of MailChimp (MailChimp n.d). There are not enough proper tuto-
rials and demo coming with advanced tools, so it can be difficult for begin-
ners. Additionally, the process of removing an inactive audience and up-
dating the email lists might be complicated and inefficient since marketers 
may be required to go through each campaign manually.  

 
6.3.2 Difficulties and solutions for Email Marketing 
In this section, respondents also shared their experiences on the difficulties, neg-
ative effects, and solutions for those problems that they encountered. Interest-
ingly, the collected results are all similar to common disadvantages and answers 
that the author listed out in chapter 3.5 and 3.6 in the Theoretical framework. For 
participants, the main problem is that although people have subscribed for news-
letters, sometimes they tend to ignore all emails in their inbox that might not 
sound very important, because nowadays people get tons of advertisement 
emails to the point that they are just ignoring any marketing emails without even 
looking at them, reducing the open rate and click-through rate while the delivery 
rate is still shown as high. For this problem, the firm is putting more effort into 
rephrasing the email subjects and content to be more attractive and creative to 
get people's attention at least to read the email. The headline should focus on the 
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customer’s point of view by expressing what benefits they can get from the com-

pany rather than only describing how good its products are comparing to com-
petitors (Yonatan 2017). 
 
Other problems that interviewees bumped into can be listed as “open rate is 
down, click rate is low, high spam complaints, high unsubscribe rate”, which are 

believed to be the most common difficulties in the market (Return Path 2018). 
There is a company finding audience emails with a third-party called Email Hunt, 
instead of building its organic list. This strategy was utilized mainly in Vietnam, 
whose privacy-related laws are not so strict, however, now the firm is penetrating 
the international market, they might violate the privacy rules and regulations by 
not obtaining the customer’s permission in the first place, and losing the oppor-
tunity of reaching potential clients (Wainwright n.d). When the messages are not 
targeted to the right people, the recipient will delete them and unsubscribe imme-
diately. They consider those emails as spam, and they are going to have a neg-
ative view of the company and products as well (Lewis 2002, 53). Therefore, to 
improve the situation, their companies had to: 
 

− Test subject lines to see if they can find something that better resonates 
with the audience.  

− Look carefully at all call-to-action in the email and ask: Is it clear enough?  
− Remember relevancy is the key to email success, so they should spend 

more time thinking about how to send more specific emails to the right 
customers and how they can send more useful information related to each 
campaign and product to help them. 
 

The firm that used Gmail, which was the same as Edicto Ltd. in the last plan, also 
faced many issues related to “spam” when sending email in a bulk, since Gmail 
did not help it to be recognized as a reliable sender. According to Birch (2020), 
an intensive report or simply just statistics on each campaign’s performance is 
not fully provided by this platform, which is also a problem for the firm. Therefore, 
despite its inexpensiveness, this company is also on the way of finding and using 
other well-known ESPs such as Constant Contact, SendinBlue, HubSpot, or Mail-
Chimp. Moreover, when it comes to the email content, even though the marketers 
have utilized templates provided by their ESP, sometimes after an email is sent, 
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its format with pictures and link buttons is messed up depending on different de-
vices or Inbox Providers that recipients use to open the message. Therefore, 
marketers should never forget to check those content with their email before the 
actual sending, as in chapter 3.6 (Williamson 2017). 
 
6.3.3 Evaluation of the effectiveness of Email Marketing 
Interestingly, interviewees taking part in this section all have different ideas in 
evaluating the efficiency of Email Marketing to their businesses. There is an opin-
ion suggesting that this method is not very effective because people tend to lose 
interest and attention with large email content, as mentioned in Chapter 4.4 that 
the text in the email’s body must be short and precise (Sherman 2019). However, 
unfortunately, working in a special industry, this firm’s email body had to be long 
and contain a lot of words to explain what it is doing. Additionally, the answerer 
also believes that one of the reasons for his company’s failure is because they 
chose Gmail over other professional platforms, so they were not able to utilize all 
the special features and tips related to this marketing channel. 
 
On the other hand, other participants all agreed that Email Marketing is an excel-
lent choice for their organizations and brought out their reasons, which are the 
same as Email Marketing’s advantages mentioned in chapter 3.4. Thanks to it, 
they can communicate with a huge number of clients at the same time, increasing 
the ability to reach potential ones, which is similar to Harbin’s blog on Campaign 
Monitor (2019). At the same time, they can both attract new customers, reward 
loyal audiences, and generate sales by using different types of email such as 
Newsletter, Birthday email, and Sales, discounts, and freebies together. Interest-
ing email content can raise the positive feelings from readers, giving them a great 
image about the company, since there are tons of elements from words, pictures, 
videos, and links to its website that can be included in one email (Smith 2019).  
 
Because of the Email Marketing’s advantage of easy measurement, an inter-
viewee shares that he can usually look at the report and analysis including some 
important metrics such as open rate (weekly), click-through rate, website conver-
sion rate (monthly), and track email campaigns using the Google URL builder to 
identify how much revenue each email brings. Then, he would try to figure out 
and identify what topics customers do like, what kind of emails can attract their 
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attention to improve Email Marketing in the future, as well as when he should 
send the right email types to re-engage inactive users. 
 
6.3.4 Recommendation 
Finally, as experienced marketers in the field, the interviewees highly recommend 
Edicto Ltd to follow these pieces of advice: 
 

− Put a lot of effort into trying to come up with creative ideas to get the at-
tention of readers first, and then Edicto can redirect them to their website 
or page where they can find more information. So basically, take Email 
Marketing as a window for the organization to be well recognized in the 
market and then build on brand awareness in other ways. 
 

− Always use a reliable third-party ESPs rather than Inbox Providers only 
(Birch 2020). Because as mentioned in the previous chapters, using ESPs 
helps companies prevent triggering spam traps and filters when sending 
tons of emails at the same time (Groves 2009, 156, 157). The respondents 
suggest Edicto should choose common tools that have a good relationship 
with ISPs and Inbox Providers such as MailChimp, Constant Contact, or 
HubSpot and pay for the paid plans to get access to more advanced fea-
tures. 

 
− Because of the GDPR and Data Protecting Regulation, it would be good 

to ask for permission twice. When someone has signed up to receive the 
firm’s emails or newsletter, remember to immediately send them a mes-
sage to confirm it. This email should include a verification link that the re-
cipient must click to receive future emails. Be clear in the message so that 
they know and recognize who is the sender and make sure that emails are 
relevant to them (Wolford n.d). 
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7 RECOMMENDATION: Marketing plan for Edicto Ltd.  
In this chapter, the author sketches out practical suggestions – the action plan – 
for Edicto Ltd. in performing any upcoming Email Marketing strategy. These rec-
ommendations are formulated on the following SWOT analysis, which is com-
pleted by the Edicto’s personnel and the author, results from the data collection 
part, and the Theoretical framework. 
 
7.1 SWOT analysis 
SWOT analysis stands for Strength, Weakness, Opportunity, and Threat. It is a 
strategic planning technique assisting a person or organization to identify busi-
ness competition or project planning at the current or a given time formed on 
those four elements. Strengths and weaknesses are frequently investigated in-
ternally related, while opportunities and threats commonly focus on external func-
tionality (Speth, C. & Probert, C. 2016, 4, 5). 
 

“Strengths: internal factors of the business that reinforce its compet-itive position.  Weaknesses: internal factors that weaken the competitive position of an organisation.  Opportunities: external factors that have the power to positively in-fluence the competitive position of an organisation.  Threats: external factors that negatively influence the external envi-ronment of an organisation.”  (Speth, C. & Probert, C. 2016, 4, 5) 
 
According to Edicto Ltd.’s personnel, the SWOT analysis for the organization and 
its product, Edico, is defined as: 
 
Strengths: 
One of the biggest strengths of Edico is the suitability for different types of busi-
ness and private users and the easiness in usage, especially in sharing docu-
ments. When the owner of a session folder wants to share a file to other people, 
no separate software installations or registrations are required for visitors to join 
in a session. They only need to have a browser with a good Internet connection, 
together with the link to the session and a password set and provided by the 
owner. With a team of professionals in the field, Edicto has created a software 
that is, in the customer’s opinion, reliable with a high-security level under the rep-
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utation of Finnish products. By always listening to the client’s constructive feed-
back, they can add interesting features to Edico such as mobile-friendly, versatile, 
and equal interaction with participants, and chatbox for a convenient combination 
at any time for their users (Edicto Ltd. 2020). Additionally, because Edicto’s web-

sites and social media accounts have obtained some followers and user traffic, 
the firm can use these resources as a means to collect subscriber’s emails and 

consent for their Email Marketing campaigns. 
 
Weaknesses: 
However, now Edicto still has to deal with several disadvantages. Edicto's user 
interface is considered as strange and not attractive enough to younger custom-
ers. Since the firm is now concentrating on the further development of its prod-
ucts, there is a lack of resources and planning for the marketing aspect. Because 
they are a new firm with not so big budget, it is hard for them to have a strong 
investment in Marketing only. At this early stage, they are more into improving 
their products and services to gain more competitiveness and differentiate them-
selves in the industry. Although their social media accounts are a great ad-
vantage, the digital marketing strategy in this section is temporarily on hold, re-
ducing their chances of better engaging current followers and attracting new 
ones. As a start-up, the company’s platform is not so well-known in the market. 
When it comes to Search Engine Optimization, it is hard to find Edico on Google 
with terms such as “secure cloud service”, “secure cloud service without separate 
software”, or “secure cloud service for sharing and presenting files”.  
 
Opportunities: 
Quite different from other businesses, the current situation of the 2020 pandemic 
can be seen as an opportunity for Edicto and its new product “Edico CS/CG”, 

which is suitable for remote working and teaching. Moreover, in terms of current 
Edico versions, additional useful features, for example, Email substitution need, 
Patent protection, and Integrations e.g. e-signing, video conferencing, will be 
added shortly to create better experiences for customers (Edicto Ltd. n.d). Edicto 
is also willing to build their Email Marketing plan again from the beginning and 
have more changes following advice from a proper study such as this Thesis, so 
that they can leverage their image and better utilize the advantages of this 
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method, effectively positioning themselves in the market. A third-party ESP 
should be chosen to support its campaign optimally. 
 
Threats: 
On the other hand, although the pandemic might benefit Edico’s new version, it 
can still be a threat for the company in terms of keeping current users continuing 
with the platform since their financial status is somehow affected by the going 
down of the economy. Moreover, before the pandemic, advertising Edico in busi-
ness events and fairs in different places was also an effective method for Edicto’s 

personnel in finding more potential customers, however, the current situation has 
stopped the firm doing the same. The essence of strong competitors in the market 
such as Dropbox and Microsoft and other prevailing substitute systems are also 
a big threat to Edico. Moreover, the stricter privacy laws, EU 2018 GDPR, may 
influence the Email Marketing environment in general, because now marketers 
must be extra careful in gathering subscriber’s emails and consent (Wolford n.d). 

 
 
 
 
 
 
 
 
 
FIGURE 13. 
SWOT analysis 
for Edicto Ltd. 
and its product 
Edico (Summary) 
 

 
7.2 Action plan 
By combining the Theoretical framework and data collected from the interviews, 
the action plan is created as the recommendation for Edicto Ltd based on its 
current situation, consisting of important elements that the firm can consider for 
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its next Email Marketing campaigns, which will be used to promote Edico – their 
main product at the time. In addition to using chapter 4 as the framework to follow 
for building a complete Email Marketing strategy, Edicto should pay attention to 
the following points: 
 
Setting objectives and tactics based on the firm’s ability 
The first step of this journey is to understand the company’s budget and labor 

force: how is their finance? and who will manage the next Email Marketing plan? 
(Sherman 2019). Edicto can utilize its current employees such as the founder and 
the marketer, Mr. Markku Jantunen, or hire new interns to save money, however, 
since Email Marketing is strongly related to different privacy laws and regulations, 
it is highly recommended that the company should have experienced people so 
their plans are controlled effectively from early stages. After having a clear picture 
of the financial situation and the workforce, now it is time for Edicto to carefully 
define their objectives and goals related to Email Marketing based on those fac-
tors. For example, they can be “grow the number of subscribers to 500 within one 

month or shorter” and “have the Open rates at 15%”. According to Chapter 4.1, 

5 phases of Email Marketing, including The Indoctrination Campaign (which 
Edicto can use first), The Engagement Campaign, The Ascension Campaign, 
The Segmentation Campaign, The Re-engagement Campaign, need to be ap-
plied step by step for the purpose of attracting new customers or bringing back 
inactive ones in the right time (Digital Marketer 2018). 
 
Defining target customers 
Next, it is time to think about target customers, who are the most suitable and in 
need of Edico. Because Edico aims to both domestic companies in Finland and 
international ones working with confidential files frequently, the potential cus-
tomer’s pool is extremely wide. Therefore, in order to build a right plan for the 
product, Edicto’s personnel must have a clear analysis on this aspect with the 
help of the Market segmentation of 4 categories illustrated by Porta (2010): Ge-
ographic, Demographic, Psycho-graphic, and Behavioral, especially when the 
new version of Edico is going to be released soon with new target audiences.  
 
As stated from Edicto’s Google Analysis database, most of the visitors of the 
firm’s websites are from Finland and Germany, therefore, Europe should still be 
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considered as the main potential customer’s pool for new marketing plans even 

though the 2018 EU GDPR is believed to be one of the hardest laws in the field 
(Wolford n.d). Moreover, since Edico is a cloud service, continents, and areas 
with an excellent Internet connection that is well aware of the reputation of Finn-
ish’s products such as Europe and North America would be optimal choices for 
Edicto (McKetta 2019). To reduce the competition in these new international mar-
kets and obtain more qualified market research, the company may also choose 
countries with businesses in the IT-related industry that they can collaborate with 
and build an ecosystem. 

 
Building and segmenting organic email lists  
Studying from 4 sources to collect contacts of Hanna, Richard C., et al. (2016, 
67-77), there are many solutions for Edicto to build their organic email list. For 
example, in terms of the Internet source, whenever people register for the trial 
version of Edico Lite, the firm can ask for their consent to receive more infor-
mation via email. A “Subscribing for newsletter” box should be put on Edicto’s two 

websites as a pop-up that always appears every time someone opens those sites. 
Additionally, the company can think of having a stand in business and IT confer-
ences to advertise Edico and ask for people’s permission to receive marketing 

emails at the same time (Outgoing source). They should also ask previous clients 
to recommend Edico to people that might be interested in it (Referral source). 
Then, those email addresses must be categorized into different characteristics as 
described in chapter 4.2, so that each marketing email could be delivered to the 
right recipient, who might be interested in the topic the most. Following the advice 
in chapter 6.3.4, a confirmation email must be sent quickly to new addresses to 
ensure the permission and consent of customers (Wolford n.d). 
 
Purchasing email lists must be avoided due to the EU GDPR, however, it does 
not prevent businesses to find and interact with customers to ask for consent on 
social media networks such as Facebook or LinkedIn. Fortunately, cold calling is 
believed to be safe under the law, therefore, when the marketers conduct these 
calls to promote Edico, they can ask for email permission at the same time (Per-
sonal source). If a customer says yes, an email including what was agreed during 
the call with the link to reconfirm the choice to be opted-in the email list should be 
sent to that person (FIGURE 14). A cold sales email to prospects can still be used 
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in case it is sent to a single audience with a privacy statement of the reason Edicto 
wants to connect them such as having a legitimate interest. An example of this 
situation can be illustrated in FIGURE 15 (MacDonald 2020). 

 
 
 
 
 
 
 
 
 
FIGURE 14. 
Template for the 
cold call’s follow 

up an email un-
der GDPR (Mac-
Donald 2020) 

 
 
 
 
 
 
 
 
 
 
 
FIGURE 15. Template 
for appropriate cold 
email under GDPR 
(MacDonald 2020) 
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Choosing the right email tools 
After having the big picture of the plan, now it is time for Edicto to figure out how 
they are going to execute it. Due to the disadvantages comparing to other pro-
fessional ESPs as showing from the Interview section, Gmail must not be contin-
ued to apply in the future. As a new company with a budget that must be carefully 
used, it is recommended for Edicto to use Mailchimp for their next plans in the 
beginning. There is a free plan includes up to 2000 contacts with basic features, 
for example, 7 marketing channels, 1-click automation, basic templates, surveys, 
websites, marketing customer relationship management, and custom domains, 
available for the firm to get familiar with the platform and Email Marketing in gen-
eral. (Mailchimp n.d). Once the customer’s pool expands bigger, Edicto must con-
sider selecting other paid plans based on their financial situation, in order to be 
able to use advanced features to improve the quality of their campaigns.  
 
Formatting email’s templates 
There are basic templates provided by Mailchimp’s free plan, however, to have a 
better impact, Edicto’s marketers should follow the advice in chapter 6.3 and only 
use those templates as the basis to design their ones for each different type of 
email. As in chapter 3.2, using numerous types of email instead of repeating the 
same one will stick to their memory longer, raise the customer’s interest in receiv-
ing more content from Edicto (Bermejo 2019). The majority of free MailChimp 
email templates are made based on the latest Bootstrap 4 framework and are 
optimized for mobile devices, so customers can always read those emails con-
veniently regardless of the devices, as described In FIGURE 16 and 17 (Karthik 
2020). Following advice mentioned in Chapter 4.4, marketers should also check 
on the structure of an effective email including the header, the body with CTAs 
as links to Edico free version, to websites for more information, or to videos about 
instructions on how to purchase and use Edico, and the footer with Edicto’s con-

tact information, social media accounts, and an unsubscribe link – the most im-
portant element (Yonatan 2017).  
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FIGURE 16. Example of a template to promote the company (Karthik 2020) 
 

 
FIGURE 17. Example of a template to announce a discount program (Karthik 
2020) 
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Maximizing email’s abilities and tracking the plan 
Not only to promote products and services, but Edicto can also use Email as a 
means of collecting feedback. After purchase, the company should quickly send 
a survey asking for a review, so if customers have any bad experience, they are 
welcomed to tell the firm privately instead of sharing it in a public site, which can 
heavily affect Edicto’s reputation (Decoster 2019). As stated in Chapter 3.4 and 
4.4, the “email automation” feature provided by the ESPs must be utilized to 
quickly follow up customer’s actions in the right time, saving tons of time for mar-
keters as well as preventing unnecessary mistakes such as wrong name spelling 
(Johnston 2019).  
 
Additionally, the firm must also carefully check common problems in this field 
such as spam and legal aspects, as well as possible solutions for them in both 
Chapter 3 and results from the interviews with experienced marketers, so that 
they can have the possibly best preparation and prevention of each of those dis-
advantages. Fortunately, using well-known ESPs with good relationships with 
ISPs such as Mailchimp and Constant Contact may be a solution for Edicto to 
overcome spam traps and filter by certificating the company as a reliable sender. 
Last but not least, to have the right adjustment in the right time, the company 
should always remember to make the best use of the report feature coming with 
its ESPs for the purpose of better understanding their current performance and 
what needs to be improved every three months or depending on the situation, as 
described in chapter 4.5 (Grove 2009, 170–185). 
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8 CONCLUSION 
With the objective of helping Edicto Ltd. to create an effective Email Marketing 
campaign, by studying from reliable sources such as academic books and publi-
cations, the author has discussed the main points that are considered as the most 
important ones in this field for businesses to take care of. Moreover, qualitative 
research was conducted in order to provide a better insight into this marketing 
channel in reality for the firm. From the conclusion, a summary consisting of the 
Theoretical and Empirical parts as well as a recommendation for further studies 
is illustrated so that readers can get a concise understanding of this thesis. 
 
To give readers basic information of the subject and give the company a trans-
parent picture of this marketing channel, the Theoretical part begins with the def-
inition of Email Marketing and common types of marketing emails (the promo-
tional emails, the relational emails, and the transaction emails) and their sub-
types, followed by the importance of Emails in the present time including its huge 
traffic and a strong connection to mobile devices. After that, the advantages of 
this method, which are “cost and time – effective, good ROI, a great influence on 
customer’s purchase, convenient automation features, and easy measurement”, 
and the disadvantages, which are “spam, low deliverability and open rates, strict 
legal aspect, design issues, and hard to keep subscribers”, as well as suggested 
solutions for those problems, which are “using reliable ESPs, avoiding spam trig-
gered words, building an organic email list, rechecking every email, evaluating 
and improving campaigns regularly”.  
 
By using reliable articles and publications, the author has defined the meaning of 
an Email Marketing strategy and described the process of building it with 5 steps:  
 

1. Setting goals and tactics: 5 phrases of Email Marketing. 
2. Defining target audiences, building, and segmenting the Email lists.   
3. Choosing suitable ESPs from the list of well-known ESPs. 
4. Formatting the email templates and elements in an email. 
5. Tracking, evaluating, and improving the campaign (containing some im-

portant KPIs in the field). 
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The Empirical part begins with a general description of the firm (Edicto Ltd.), fol-
lowed by the description and background of the research, the qualitative method, 
and the interview, showing that this approach was chosen to obtain real-life ex-
periences and in-depth answers. The interviews were conducted in two parts:  
 

1. With Edicto’s personnel to better understand their previous Email Market-
ing campaign, which is not effective enough because of a lack of experi-
ences and tools, and future changes with new products and a willingness 
to invest in this channel more professionally.  

2. And with marketers in other companies to be aware of their real experi-
ences on some ESPs they used before, problems they encountered (peo-
ple tend to ignore emails, low results in several metrics, spam issues, and 
the possibility of violating laws with buying email lists) and solutions (in-
vesting more in designing, building an organic list, better segmenting the 
list, using ESPs to avoid spam traps), and recommendation for Edicto in 
being more creative in formatting email, using a good email tool instead of 
normal Gmail, and being careful with privacy laws in different regions.  

 
Chapter 7 is written as a collection of data analyzed from this research and the 
Theoretical part, and how it can be applied to Edicto Ltd with the help of a SWOT 
analysis. Then, the author has drawn out chapter 7.2 with all the significant ele-
ments that the firm should follow to improve their next Email Marketing campaign. 
It is believed that Edicto can leverage their previous campaign and improve the 
overall results in the near future.  
 
Last but not least, for any further research topic, readers can create an improve-
ment for this thesis or write about Email Marketing on a bigger and more detailed 
scale. For instance, those studies can focus in “Factors affecting Email Market-

ing”, “Personalization and optimization in Email Marketing”, “Combining Email 

Marketing to other channels”, “How to build an Email Marketing plan with a spe-
cific budget”, “Deeper study on ESPs”, or “The legal aspect of Email Marketing”. 
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APPENDICES  

Appendix 1. Interview questionnaire for employees of Edicto Ltd. 
 Goals: 

1. Why do you want to invest in Email Marketing?  
2. Can you complete a SWOT – analysis for Edicto in terms of Email Mar-

keting?  
Previous campaign 

1. What was your strategy? (goals, target audiences, etc.) 
2. What Email tools that Edicto used? What was the email template? 
3. What were the difficulties with the last email campaign?  
4. What were your solutions to those challenges? 
5. Can you evaluate the last campaign? Was it effective or not? 
6. What is the reason for its success/failure? Is there any statistic for it? 

Upcoming plan 
1. Do you think your company is ready to have a new Email Marketing cam-

paign? 
2. What are Edicto’s future products and operating strategies? You will use 

Email Marketing for which project? 
3. What is your plan for Email Marketing?  
4. What do you think Edicto should change compared to the last time to im-

prove the result? 
Appendix 2. Interview questionnaire for marketers outside Edicto Ltd. 
Email tools: 

1. What email tool are you using? 
2. What do you like about it? What are its advantages? 
3. What are its disadvantages? 

Evaluate Email Marketing: 
1. Can you evaluate the effectiveness of Email Marketing to your organiza-

tion? 
2. What are the problems you have when using Email Marketing?  
3. Did those problems cause any negative effects? 
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4. How can you solve those problems? 
5. Do you have any recommendations for others to prevent those chal-

lenges? 
 


