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A NOTE FROM THE CURATORS:

Dan Grech

On a miserable winter’s day, some months ago, Jacques and 
I expressed our discontent that a handful of ESPs represented 
9 in 10 of every ‘help’ article. Sat together underneath the  
chandeliers in the NET-A-PORTER offices, we made a pact 
to curate something useful for the every-day marketer. Not 
a platform for sales guys or a pedestal for thought-leaders... 
This is an agenda-free forum for marketers to both consume 
and be heard. It has been a great experience getting to know 
and learning from the contributors in the pages ahead and I 
hope you enjoy reading about their backgrounds, challenges 
and revelations as we did.

Jacques Corby-Tuech

This project has been tougher than I had ever anticipated, 
but seeing the completed article makes me appreciate 
that it was worth all the hours. We’ve now got a fantastic 
platform to continue delivering great, no-bullshit content 
from the people in the trenches of email marketing, 
straight to the people who need it most.

http://www.noble-email.com/
http://www.noble-email.com/
https://www.linkedin.com/in/dangrechuk
https://www.linkedin.com/in/jacquescorbytuech
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WHY WE DID THIS:

...we hope you enjoy the format & content

Thank you to our sponsors who made it possible:

Sharing ‘intellectual virtues’ from past 
revelations, or even mistakes

To learn how familiar problems are solved 
in different sectors to our own

To provoke contemplation across a range 
of topics within email marketing

To offer diversity in who’s starting or 
commenting on these subject matters

http://www.noble-email.com/
http://www.noble-email.com/
http://www.kickdynamic.com
http://www.edatasource.com/
http://www.taxiforemail.com/
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Russell Dawson
Senior Email Marketing Manager @ Fidelity Worldwide Investment

Chat Spam. Get Banged.

What I hope you’ll take away from this article: 
**How to place a financial cost against bad stakeholder emails and why testing bad ideas 
is a good idea. ** 

Like it or or not, politics comes into play in email approval. Rank is a determining factor in 
what, when and how emails get sent.

As the email expert, you’re positioning yourself as the go-to person for email advice and 
guidance. You won’t get to email mastery without being responsible for your programme and 
owning your stakeholders is a big part of that. 

A lot of our effort is spent educating stakeholders about email marketing and helping interpret 
our email data - guiding them away from what the organisation wants to promote, to what the 
recipient actually needs at their stage in the purchasing lifecycle.

A simple helpful tip I’ve found in pushing back on stakeholder emails is to work out an 
approximate financial cost of sending bad email through the increase of unsubscribers. 

To do that, you’ll need to know the value of an email address within your list.

( Email Revenue / Delivered Recipients = Value of Email Address )

Ideally, you’ll also want to know the value of different segments within your email list, such as: 

Demographics (eg. location, age, interest)
Value (low, mid, high) 
Campaign (marketing, triggered, lifecycle)

If you’ve joined your RFM dots up, you’ll also have your average email LTV.

Check your average unsubscribe rate and apply the financial value against your lost recipients. 
How much money are you losing in unsubscribes, on average, per send?  

http://www.noble-email.com/
http://www.noble-email.com/
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Next time the word comes down from up high to create and send an email out that you don’t 
agree with, you’ll need some email marketing financials to fight the power.

Send it - chances are it’ll attract a higher unsubscribe rate and 
a lower conversion rate

You can calculate the financial loss due to the increase in unsubscribe numbers that untargeted 
emails produce over your total list or campaign average. 

Simplified example: 

Average value of an email address: £40
Average unsubscribes per email: 50 
Loss: £40 x 50 = £2,000

Bad email unsubscribes: 65

Average unsubscribes per email: 50
Additional loss: (65 - 50 =) 15 x £40 = £600 

How many other similar stakeholder emails have gone out this year already? Can you look 
back three to six months and what does that value look like combined?

You can add in acquisition costs, LTV and go further in determining which customers 
unsubscribed - if they were certain segments, frequent purchasers or high value recipients. It 
all depends on how granular you are able to dive. 

“Ah, but what if it has a significantly lower than average unsubscribe rate?”

Subject matter experts who add value to your emails are worth their weight in gold to you. 
“That’s strange” moments - where there’s a contrarian result you didn’t expect to find - are 
valuable in finding hidden niches within your list. How can you leverage the situation? Can 
they be valuable to you in providing subject expertise or email marketing assets?

I can’t over emphasise the importance of regular stakeholder 
reporting.

It’s crucial keeping everyone above you informed of what’s going on since they’re also after

http://www.noble-email.com/
http://www.noble-email.com/
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facts and stats to pass on up the line. Regular stakeholder reporting builds confidence in our 
credibility and professionalism and, realistically, better chances of more email budget. Think 
of it as providing email marketing as a service. 

Mentioning the financial value helps stakeholders interpret the data in a way they can 
understand, after all, nobody intentionally wants to be responsible for losing customers.

Why having a testing framework is a proactive approach to 
avoiding confrontation

Some stakeholders also wish to share the value of their wisdom and ideas in a certain way 
that you might find subjective or disagree with. A common issue is legacy; “We’ve always 
done it this way”. 

Be it resistance to personalisation or a request for an emoji-featuring subject line, you’ll need 
to own this and ensure that your emails are optimised for your customer’s needs.

Optimise, and your aggregated margins will come. 

Determine what the most frequent suggestions are and set up a testing framework. 

The good place to start is straightforward A/B subject line testing. 

I set out a continuous testing loop of various emotive drivers such as; urgency, curiosity, 
scarcity, along with direct call to actions, personalisation and discounts to see which one can 
help increase my email metrics.

If a stakeholder demands a subject line be a certain way, you can inform them that you’ll be 
happy to include this as part of your testing programme. The best ones will pick themselves.

Incorporating their ideas as part of a larger testing plan is a proactive, professional way of 
sorting out who adds value and who’s just jiving. Ideally, you’re aiming for every deployed 
email to have some sort of testing on it.

Report back and when your results show your winning version on top for the fourth week 
running, they’ll soon learn to leave it with the expert - you. 

Dealing with difficult stakeholders doesn’t have to be confrontational as long as you don’t mind 
getting it wrong sometimes too. 

http://www.noble-email.com/
http://www.noble-email.com/
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Michael Stratton
Email Marketing Manager @ Jagex

“You can read as many best practice 
guides as you like, but honestly the 
gaming industry is very different”

Dan

Dan

Dan

For anyone unfamiliar with Jagex Games Studio could you give them 
a bit of an introduction?

How different do you think it is working for an MMORPG (massively 
multiplayer online role-playing game) compared to being in an 
e-commerce or retail role?

How do you leverage engagement outside of popular methods like 
discounts?  

Mike

Mike

Mike

I’m currently email marketing manager for Jagex Games Studio. I 
started working in digital marketing for Interflora, the flower company, 
as a digital marketing assistant. That’s where my HTML background 
started, fresh out of uni. Then I moved on to an agency role in Oxford 
for Adestra, who have their own platform, before moving here. I’ve got 
some experience both in-house and agency side so I know how both 
sides work.

We made the pretty famous game RuneScape that’s been around for 
15 years and we’re also working on a couple of new titles as well. 
My role is really to see how email marketing can integrate with those 
and help customer retention and monetisation.

It’s very interesting because we have a lot more data points from the 
game to trigger emails. We can use that to leverage email marketing 
campaigns and also provide better offers tailored to players based on 
their activity and player type. There’s a lot of data that we can tailor 
campaigns or creatives around, which makes it really exciting and 
interesting.

http://www.noble-email.com/
http://www.noble-email.com/
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Dan

Dan

Dan

I’m curious on how do you take into account the desires or demands 
of the very vocal community that you have? Does that guide or 
influence you at all within email?

Is there anything widely accepted or following in other industries, that 
isn’t relevant in MMORPG marketing?

Based on this, how do you attribute goals or conversions to your 
emails ?

Mike

Mike

Mike

We typically know (at) what point players look to monetise. If 
they’ve not monetised past a certain point, we can look at that as a 
part segmentation. But there’s also an ethical standpoint, where it’s 
unhealthy for a player to be addicted to a game, so we don’t want to 
go too far and that sort of thing.

We endeavor to provide the best content and as much to players as they 
would want, but within reason. We always set limits on the frequency at 
which we’ll look to contact people, because it’s well known that too high 
frequency contact is a high reason for unsubscribing. We don’t want to 
push people over the edge, so to speak. 

You can read as many best practice guides as you like, but honestly 
the gaming industry is very different to an e-commerce audience. My 
main approach is to test everything, find what’s right and what’s best 
for our audience and keep on testing. Take those learnings forward. 
You can use best practice as a baseline, but then tailor learnings 
around the audience and player preferences.

There are so many things that obviously we’re looking to test such as 
the best time of day to send. A lot of that is obviously driven around 
historically when people open their emails and what the time zone is, 
because we have players from all around the world, which has to be 
taken into consideration.

And another thing that is very important for us not to ignore is mobile 
users. One of our struggles is that we are an online game; you can’t 
click through from the phone into the game. We obviously create 
mobile-responsive email templates, but we have to think a lot about 
the user-flow.

http://www.noble-email.com/
http://www.noble-email.com/
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We measure it using control panels. We’ll segment, say 10 percent 
as a control group, so they’re not targeted by any marketing activity. 
Then we look at the uplift of people who did get targeted and analyse 
the difference between the two groups, extrapolating that data into a 
bigger result.

I think leveraging our play data in dynamic email content is very 
important. It helps the legitimacy of the email, which can be a 
problem in the gaming industry because you get a lot of phishing. 
Even the username in subject lines really helps with open rates.

It’s something that we’re actively doing tomorrow, actually.

The control group fluctuates depending on the segment size. The 
smaller the list size, the higher control group we’ll need for something 
to become statistically significant.

Dan

Dan

Dan

You mentioned send time optimisation; is this something that you’re 
actively using?

If someone wants to learn more about this area, where do you 
recommend they go?

Are there any other areas within email that you see big changes 
coming      over the next couple of years for you?

There’s a couple of different ways that we’ve learned to do it. Some 
platforms have a ‘round-the-world’ send time so that you just select a 
local time and it will deploy then for every time zone. We’re always 
looking for new testing opportunities, whether that’s subject line, 
dynamic, personalisation, send time or other...

The platform we’re currently using is BlueHornet, which is an American 
ESP. According to them, send time optimisation is hugely underused by 
their clients. Maybe that’s because people have done some testing and 
the results have not been significant enough to justify the work. I feel 
that everyone should test for their own audience.

Mike

Mike

Mike

Mike

http://www.noble-email.com/
http://www.noble-email.com/
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I think making the most of your data is really important. Look at 
the preferences of your customers and player base and tailor your 
content towards them using that data. Personalisation is a great way 
to engage people and just make it feel a lot more one-to-one rather 
than salesy, for lack of better phrasing.

I’d say definitely get involved. There’s a lot to learn. Despite what a 
lot of people think, email is not dying; it’s still a growing industry and 
really exciting. There’s a lot of opportunity in the future with mobile 
still as it makes email more accessible. It’s a great place to be.

Dan

Dan

Are there any revelations you’ve had in your career that you keep 
front-of-mind now?

Do you have any advice for someone who’d be interested in getting 
into email marketing in the online gaming arena? 

There are some great examples from websites like MapMyRun, which 
give you weekly summaries of your progress. I think that’s something 
that more people should be doing in the games industry just to show 
players how much progress they’re making and encourage them to 
keep going.

I’m a massive fan of gamification and I think there’s a lot more that 
could be done in email marketing to create really compelling email 
campaigns.

Mike

Mike

http://www.noble-email.com/
http://www.noble-email.com/
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Lawrence Tatlock
Email Marketing Manager @ Boden

The importance of 
collaboration.

“What do you do?”

We all get asked that question a lot. My stock answer is: ”I’m a Marketing Manager for a 
clothing company”, which usually leads to: “great, which one?” and then some excited chatter 
about how nice the clothes are, what great quality they are and the boxes, the lovely spotty 
boxes. 

If you haven’t guessed yet, I work for Boden. But I’m hiding something; I’m really an email guy, 
or as that conversation goes, I’m a professional spammer.

In my defence, I’m not a spammer. That’s just what I get accused of (usually backed up with a 
little chuckle as my accuser appreciates their own wit).

Should I be embarrassed? The truth is I’m not. I love what I do and I’m going to shout it from 
the rooftops. Ok, I’m not, but I will tell you. 

I like to think I’m good at most things. I’m not trying blow my own trumpet. What some people 
call good, others might call average but I’m an all-rounder. However, my point is that I don’t 
excel at anything. I like variety.

I like to get stuck into a good conversation about data. I like to sit with a designer and sketch 
ideas on a notepad while saying ”I’m no artist but you know what I mean”. I love to come up 
with a long lists of puns to help out a copywriter or two. What else do I like? I like helping 
analysts stay in a job through a lack of respect for testing best practice - everyone likes doing 
work twice.

Ok so maybe I’m not good at most things, but what I am good at is random meeting requests. 
I implore you to arrange a random meeting at once. The title should be ‘Let’s win an award’ 
or ‘Underground rebel project club’ and the location should read ‘Pub’. At the very least you 
should get together somewhere away from the day to day, somewhere no-one is going to 
knock at the door and say ‘sorry, Steve, can I borrow you?’

http://www.noble-email.com/
http://www.noble-email.com/
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Unfortunately I’m not suggesting you don a blindfold and play Russian roulette with your 
address book. Do that later. There’s method to this madness. You need to pick your team. Pick 
data, copy, design, insight, analysis. Sod it, choose HR, merchandising, catering, security and 
I.T. support. Gain another perspective.

My point is throw the net wide but be selective. Does that make sense? Probably not. I’ll be 
clear - choose one person from a range of disciplines. One. Not two. Not Jason and his boss 
because his boss wants to know what’s going on. One.

You’ve chosen your team, you’re at the pub and you’ve just bought a round and told everyone 
you’ll expense it (knowing full well this isn’t going to fly). A hefty receipt listing four large 
glasses of white wine, three G&Ts, a pint of ale for Jason’s boss who came anyway and 
three pints of lager doesn’t look good at 2pm on a Tuesday. But wait. Hold on to that receipt. 
Slip it into the compartment in your wallet that is usually reserved for the business card of an 
acquaintance you met at a networking event four years ago. You’re going to win an award, 
expense it then.

So what’s the aim here? Well in my head I’m picturing David Brent motioning with interlocking 
fingers while biting his lip, but for those of you not familiar with the ground-breaking series The 
Office, I’d better flesh it out.

Now that you’ve brought all these great minds together, you have an all seeing eye, you know 
everything there is to know, and you can achieve anything. So start at the end and work back. 
What will win an award? Be selfish. This is a marketing award that you want.

You’re looking for sentences that start with ‘what if we could do something like...’ and you’re 
looking for ideas that have never been conceived before. Encourage the ridiculous, quash the 
naysayers. Enthusiasm is often too rare. Stoke the fire, break the shackles.

Something glorious will happen.

Copywriter: What if we could write a personalised haiku for all our best customers?

Naysayer: That’s impossible, we can’t write 500,000 haikus.

I.T. support: We could write a program that will do it.

Naysayer: How is that personalised?

http://www.noble-email.com/
http://www.noble-email.com/
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Data: I can get you some interesting data points.
Naysayer: How will we proof them all?
Analyst: We don’t need to, I can pull together a few variables that enough versions.

Naysayer: But how do we make it look good?

Now I could go on with this imaginary meeting but I’m sure you get the point. Bring people 
together and you’ll find a way to bring even the most ridiculous ideas into reality. Collaboration 
is a wonderful thing. I’m about to write half a million haikus. You should arrange a meeting. 
I’ll let you know about the award (and the receipt).

Want to contribute 

to our next issue?

We have paid opportunities for 

in-house marketers to be 

interviewed or to write content 

for our July deadline. Email us 

with what area you’re interested in 

specifically and why to - 

info@noble-email.com

http://www.noble-email.com/
http://www.noble-email.com/
http://www.noble-email.com/
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David Wood
Email Marketing Manager @ Direct Wines

“It’s almost like the holy grail of 
email marketing, which always feels 
slightly out of reach”

Dan

Dan

For anyone unsure, Direct Wines, they’re the parent company of 
some big wine e-commerce companies?

When you moved from IT into Wine, was there anything that really 
stood out to you about email marketing?

Dave

Dave

Dave

I’ve been here for about five years and had been doing email for 
about three years beforehand. I started off working in B2B, at an IT 
distributor, which was very different to what I do now. And back then 
I was much more hands-on; creating the emails, structuring, planning, 
copywriting, all of that stuff.

Yeah, Direct Wines is an overarching group of a lot of brands – 
Laithwaite’s is the key brand that I work on.

I wanted to get more immediate results, so I moved into the retail 
space. The opportunity came up for Email Marketing Manager at 
Direct Wines, which covered off working with Laithwaite’s, Sunday 
Times, Averys, and others, so it was ideal really. Within my current 
role, I directly manage one, but indirectly manage a team of about 
eight. That includes writers, creatives, HTML, so it kind of covers quite 
a range.

It was a big change, if I’m honest. And a good change, but a 
definite change. I found in B2B, it was very hard to actually getting 
clear attributable results from a lot of your work – apart from your 
opens and clicks. It then had to go through a sales system so there 
were a lot of things you couldn’t control. I found that much harder to 
work with, because I like to learn quickly and then be able to make 
improvements from results. 

http://www.noble-email.com/
http://www.noble-email.com/
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Dan

Dan

What kind of data points are you looking at to make those 
decisions, to get the best time-efficient result?

What do you think holds some of us back?

Dave

Dave

 Revenue, product sales and web conversion rates. I find that I will 
concentrate on almost every metric, particularly if I’m running any 
tests. I wouldn’t ever focus on say conversion alone when analysing 
a test. I’ll be looking at the email metrics and then pairing with  
conversion metrics before making a decision.

Sometimes we see a  terrible interaction on some emails, but huge 
associated revenues. Presumably because those that have interacted 
– which might be a very small proportion – are very engaged with
the product(s) promoted, but overall we don’t see this trend across the 
full contact list we sent that email to.

That suggests to us we need to be more targeted with our products 
to particular customers or segments. It’s not news to most email 
marketers, but obviously, the more targeted you can be, the better 
your overall conversions and overall stats will be.

Working in e-commerce now, it’s so fast-paced. We make changes 
on a daily basis. For instance, we had a campaign that went out last 
week that we were changing last minute as a result of updates and 
learnings from the day before. Knowing that something wasn’t quite 
working and spotting what could be improved, working with multiple 
stakeholders like merchandising and designers, we could immediately 
see the impact of the changes we’d made to know we’d done the 
right thing. You can see that immediately. You can report back within 
minutes, hours, rather than waiting months, which I found was the 
case in the B2B space.

 It’s hugely difficult, I think is the honest answer. Targeting at a one-
to-one level is the ultimate goal, and it’s definitely the thing we’re 
always looking at achieving, and in the back of your mind you 
always know it’s the right thing to be doing. However, we have a lot 
of emails going out the door. We’re sending at least one a day. And 
that’s to all sorts of different segments. It’s hard to come out of that 
cycle.

http://www.noble-email.com/
http://www.noble-email.com/
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To try and manage targeting comms across the board without fully 
automating your emails – which again, in itself is very difficult – is quite 
hard. Particularly when you work in a traditionally print-led business. 
Although we’re seeing ever increasing interaction from our customers  
online these days, making targeting work consistently across online and 
offline is tricky. You’ve got to manage offers that may be automated 
within other static offers that are going out the door, making sure what 
you’re doing doesn’t contradict the other contact. 

Dan

Dan

Dan

Are there any tools that you use to optimise your time or results in 
respect to this?

How important are loyalty programs, such as clubs or subscriptions 
to your retention strategy?

Dave

Dave

The stage that I’m working to get towards at the moment, which is 
taking a few years, is having much better access to our data, across 
all channels, when we need it. I want to be able to go in there right 
now, choose the customers I want and send to them, and be able to 
choose them based on demographics, product preferences, purchase 
history, browsing history... anything really, and know that I can  
target our customers on a more one-to-one basis. And then if that’s 
worked as a manual contact, I can look to automate a more effective 
lifecycle programme for the my created segment(s) and allow it to run 
, and be optimised through split-testing, etc. It’s almost like the holy 
grail of email marketing, which always feels slightly out of reach.

Unfortunately I haven’t found a package where I can manage a 
lot of what I want to efficiently. Almost everything I do from a data 
perspective is manually selected through our data agency.

For us customers on regular wine plans are a key part of what we do  
and as a result are a key focus. 

It’s known for businesses to have 80% of revenue coming from 20% 
of top customers. This can give an area to focus special retention 
efforts. Is this similar for you and is there anything that you find 
really works in this area?

http://www.noble-email.com/
http://www.noble-email.com/
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Dan
Are there any revelations that you’ve had in your career about 
email? Perhaps an assumption that you had about something that 
when you tested, it turned out to be completely untrue?

Dave

Dave

As a business, we have exactly the same setup. Through our data 
model we’ve identified our most active and ‘best’ customers and  we 
have a strategy for those particular customers, with a key focus on 
finding more customers who fit these characteristics. And from an 
email perspective, it boils down to how engaged they are as to how 
much they receive.

I find them all of the time. Particularly with our business, which is  
slightly different to something like a Fashion retailer. What we do 
sometimes contradicts what the industry says is best practice. For 
instance, ‘GIFs increase engagement’ is sort of widely accepted. We 
tend to see almost an opposite effect sometimes. We’ve done some 
really nice-looking GIFs, which you’d think out in the retail space would 
look really good. They’ve gone out versus just a static image, and they 
haven’t shown any lift in clicks or engagement. Which surprised me.

If  they’re being rewarded across other channels, which we do 
regularly, we would dynamically promote their relevant offers on 
their emails, rather than sending them something bespoke. That’s 
not saying we wouldn’t want to do this in the future; it’s just it’s not 
something we do currently. But yeah, there’s a great deal of focus on 
our top customers and ensuring they remain so, whilst trying to move 
customers up into this segments through various tactics. And these 
tactics definitely show to yield good results. 

We did a live countdown timer recently. First we tested it on landing 
pages and that showed a drop in response, so we took them off the 
landing pages. We’ve tested it also on email more recently, and again, 
it showed no lift in engagement. So for the extra work that goes into 
setting these up and managing them, we’ve decided it’s not worth it for 
now.

However, when you look around what’s ESPs talk about, it’s is something 
‘you should be doing’. They see a lot of success with that type of thing, 
and you’ll see it across lots of brands. It doesn’t work for us.

Potentially it’s due to our slightly older demographic – potentially 
they’re less excited by these more ‘gimmicky’ emails.

http://www.noble-email.com/
http://www.noble-email.com/
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Dan
I think you’re right. But also, like you said, it’s something that needs to 
be tested ongoing.

Dave

Precisely. Just because you tested five times a year ago, doesn’t mean 
that this year, those trends haven’t changed. It does mean that you 
have a big job on your hands to keep track of all the little intricacies. 
But it keeps it exciting.

Want to contribute 

to our next issue?

We have paid opportunities for 

in-house marketers to be 

interviewed or to write content 

for our July deadline. Email us 

with what area you’re interested in 

specifically and why to - 

info@noble-email.com

http://www.noble-email.com/
http://www.noble-email.com/
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Luke Greenfield
Email Marketing Manager @ Pinnacle Sports

“Learning how to use data in a 
meaningful and effective way is 
paramount.”

Dan

Dan

Luke

Luke

Tell us a bit about your role in email and career to-date?

What are the biggest market trends that have affected online 
gaming in the last few years?

I’m currently the Email Marketing Manager at Pinnacle Sports, an 
online gaming website. As my title suggests, I’m responsible for 
the development of the business’s email marketing channel and 
overarching CRM strategy. Previously, I worked in the same capacity 
at SECRETSALES.com, an online retailer specialising in flash sales. At 
both businesses, I’ve been involved in the growth of the channel from 
the ground up, managing and executing all email communications 
and touchpoints. This includes their functionality and technical set-up, 
messaging and content, and lastly, reporting and improvement.

In line with other industries, mobile has become the channel of 
choice for bettors, which reinforces the need to ensure all customer 
touchpoints are mobile-optimised, from the emails they receive to the 
moment they place a wager.

Aside from mobile, social is definitely another channel that’s likely 
to grow in the coming years. Real money casinos have already 
been offered across social networks and sports betting has recently 
followed suit.

http://www.noble-email.com/
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Dan

Dan

Dan

Dan

Luke

Luke

Luke

Luke

 So how are you working to overcome this?

Are there any tools or resources that you can’t live without?

Do you have any advice for people starting out in email/CRM in 
online gaming?

What’s the biggest challenge you find in driving customer retention 
in your experience?

In terms of retention, the biggest challenge, or challenges, have 
always revolved around data; whether it’s implementing the means to 
acquire the data needed in order to make insight driven decisions, or 
knowing how to respond to the data available.

Litmus has been a lifesaver over the years, allowing me to test the 
email templates I have built with ease across multiple devices and 
clients.

Tracking the entire customer journey has been key and has provided 
the visibility needed to identify the areas that are working and those 
that aren’t across the funnel. Longer term A/B testing, backed by 
qualitative and quantitive research, has been invaluable as well.

In light of the above, learning how to use data in a meaningful and 
effective way is paramount. All too often, email and CRM marketers 
are quick to jump to conclusions from data that is insufficiently 
sourced or analysed.

http://www.noble-email.com/
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Tristan de Kooker
Partnerships Manager @ British American Group

 “You have to be someone who is 
both commercially aware as well as 
have a digital focus”

Dan

Dan

Tristan

Tristan

Can you give us a bit of an introduction into your current role and 
background in email?

What do you think is the most interesting thing about working in 
email marketing in the publishing industry?

Yeah, sure. I’ve been working in email marketing for three years. 
We have an email database we’ve collected from websites and 
publications that we run. We run B2B or B2C campaigns for clients 
that want to contact that particular age group, which is 16 to 30. We 
run campaigns from our email service provider under our name to 
subscribers who opted-in, with discounts or promotions for clients that 
we think are relevant to them.

There’s a few. I enjoy the data side, seeing what’s working and 
what’s not. Collecting data from different sources and seeing what 
really drives sign ups to our websites and our publications then 
tweaking that. Working with clients is great, seeing different artworks 
and working with different designers. Every client is different, so 
different types of campaigns, different types of promotions, it keeps 
things fresh.

My role is to set these things up with clients, deal with their artwork, 
advise them on their artwork, understand how many emails are 
relevant to them, what target groups they’d want to use for their email 
data, and then launch the campaign. I give them reports and statistics 
on performance, suggestions for improvement, then set up more 
campaigns for them.

http://www.noble-email.com/
http://www.noble-email.com/


22 noble-email.com

Dan
Is there advice your give on how they structure their artwork? What’s 
the best practice or advice you’ve picked up through your career?

Dan

Dan

Dan

Tristan

Tristan

Tristan

Is there a planning process you have? Do you work back from what 
the end goal is to the beginning?

What do you think the biggest challenge you face is in the 
publishing sector in email marketing?

Is there a CRM or email tool that you personally can’t live without?

You’ve got the standard advice, keep your artwork mobile optimised. 
Keep the message clear; try not to mix multiple messages in one 
email. You need to make sure that your message is clear and that 
the journey for the user is very tailored for the end goal. Whether it’s 
to drive entries for a competition or to drive sales for a product, the 
whole email has to be designed to deliver that message.

I always ask them what the message is, and then I’ll look at the 
artwork and see if I understand it. Because if I don’t understand it and 
I know what the message is trying to be, then you’ve got a problem. 
I always try showing it to someone who doesn’t know the client or 
campaign to get an outsider’s perspective on whether it works. This is 
important particularly before you run the actual campaign, because 
once it’s gone, it’s gone.

I think it’s become a very big industry in the last few years and 
everybody’s upped their game. If you’re still seeding old-school type 
email campaigns, you’re going to fall behind. A lot of companies 
now actually have an email marketing manager, or even director, 
where a few years ago, it would just be a standard (digital) 
marketing manager who would cover email. Any future issues I think 
would be just down to competiting for the user’s attention.

http://www.noble-email.com/
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Dan

Dan

Admittedly I was a a bit of a snob about MailChimp in the past. 
Since using it on some projects I’ve completely come round to it 
for some uses, especially for start-ups.

 Is there any advice you’d offer to someone getting into your 
sector?

Are there any other changes in email that have really stood out to 
you that might make us work harder?

Tristan

Tristan

I think everything has become a lot more measured. If you can’t 
measure it, people aren’t doing it. Which is a good thing, obviously, 
because people are not wasting money. Everybody has a really 
strong focus on performance and data. With things being more 
data-driven it’s a benefit to everyone. And for us, as a publishing 
company, we’ve had to change the way we work and make sure that 
everything we offer to clients, we can offer them the data and the 
actual performance in a metric after the campaigns are run. Which is 
something we never used to do.

I’d say you have to be someone who is both commercially aware as 
well as have a digital focus. There’s a lot of jobs nowadays that require 
a solid understanding of HTML and coding, and that’s a lot more of 
a digital job. But with email marketing, you have to be commercially 
aware as well. Educating yourself on business as well as coding will 
give you a big boost in the future. You can’t be one or the other. If you 
can do the full package, then that’ll help you out a lot.

Tristan

Recently started using MailChimp, which is pretty cool. I’d never used 
it before, and when I recently used it, it’s been a pretty useful tool. 
Also Litmus is great.
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Jacques Corby-Tuech
CRM Marketing Manager @ ETX Capital

The Whys and Hows of International 
Email

With over 70% of the world’s 3.3 billion internet users not being native English speakers1, you 
have to think very carefully about your online internationalisation strategy.

Engaging with this non-English speaking majority should be seen as a real business opportunity. 
A study conducted in 20132 found that 72.1% of consumers spend most or all of their time 
on websites in their own language, and that 72.4% said they would be more likely to buy a 
product with information in their own language. Even more telling, 56.2% of consumers said 
that the ability to obtain information in their own language is more important than price.

A study conducted in 2011 found that 42% of queried Europeans said they never purchase 
products and services in other languages, and that, when given a choice of languages, nine 
out of ten respondents stated they always visited a website in their own language.

If you’re selling a product or a service online, you should now be beginning to understand why 
working with multiple languages can be advantageous.

What does this mean for email?

Email can be a complicated beast at the best of times, and international campaigns 
even more so. With complexities ranging from local opt-in regulations, to 
process issues such as learning to code for right-to-left languages like Arabic or 
Hebrew, international emails present a ton of obstacles that must be overcome  

1 “Top Ten Internet Languages - Internet World Stats.” 2004. 28 Apr. 2016

http://www.internetworldstats.com/stats7.htm

2 “Speak to Global Customers in Their Own Language.” 2014. 28 Apr. 2016

https://hbr.org/2012/08/speak-to-global-customers-in-t/
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However, you shouldn’t let these fears hold you back, there are resources and guides aplenty 
to solve these things, as well as a very friendly community of email marketers who can help 
you out.

As email marketers, we should all be striving to send relevant content to our subscribers that 
helps to drive core business needs. Internationalised campaigns are a great way to achieve 
that.

What are the best ways to work with international email?

As I see it, there are two main ways a company can make this work:

A centralised team that does everything in-house, is frequently seen in smaller companies and 
is how I work at ETX Capital. There are thousands of agencies and freelance professionals 
who are able to offer translation services. From the likes of Upwork to many local smaller 
businesses, getting campaigns translated is an easy and painless process.

Advantages:
• Better brand consistency
• Easier management of campaigns

Disadvantages:
• Lack of local market knowledge

An outsourced translation model works closely with regional organisations, often with 
franchised businesses or local teams. They can frequently be seen employing different ESPs or 
marketing agencies to take care of their local campaigns.

Advantages:
• Expert local knowledge can be leveraged
• Campaigns can be run independently

Disadvantages:
• Inconsistent brand messaging

What do you need to know?

The biggest challenge can be where opt-in laws as they differ from country to country. While 
an in-depth overview of international email laws is outside the scope of this article, the best 
solution is to have a clear opt-in process for any email addresses you acquire. When in doubt, 
please consult with your ESP or a qualified legal professional.

http://www.noble-email.com/
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Another hugely important aspect of international email marketing campaigns is taking into 
account the local infrastructure of various countries. An asset-heavy email can be a beautiful 
thing, but if you’re sending email to a customer in a country with slower internet, something 
more lightweight is more suitable. This approach becomes doubly important when dealing 
with mobile email, if you’re sending to mobile customers in countries with slow mobile internet, 
you should think carefully about what you’re sending. For example, does the email need to 
have lots of imagery if a simple text and CTA layout will work?

Differences in cultural tone are very important. If a message suited to a British audience may 
not be appropriate for an Italian one. Images should be carefully considered and changed to 
be appropriate for the target audience. You may have to produce multiple pieces of content 
for the same campaign to suit multiplate audiences.

There are also cultural differences in email use to consider. Recipients in countries like China 
are less likely to use email compared to those in Britain or America.

As always, it’s important to test how your particular audience reacts to your messaging. What 
works optimally for one segment of customers may not work for another.

Bringing it all together

The truth is, there’s no silver bullet solution here. But with careful thought and some care taken 
in the planning stages, international campaigns are a force multiplier in taking your marketing 
to the next level.
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Vishal Garg 
Email Marketing Manager @ Gaming/Fashion/Retail Industry

“Everyone needs to start automating 
their campaigns”

Dan

Dan

Dan

Vish

Vish

Vish

First off, could you give a bit of background about yourself? An 
introduction to what you’ve been involved in with email and CRM?

Gaming is an interesting sector for email. How did you find it 
different fashion?

What would you say are the biggest challenges you have in the 
realm of gaming in terms of retention?

I’ve worked from the bottom upwards. I’ve worked within ESPs, I 
worked with Emailvision before, and now I use SmartFocus. I work 
on production, creating the content and training people how to use 
emails, building strategies and developing best practice.

Within fashion you have levers like free delivery, to engage your 
customers and drive purchases. Within gaming, you must look to their 
interests, various different behaviors and try harder to engage with them.

Getting existing customers to buy brand new games. Because as 
soon as you launch one game, two weeks later you’re trying to push 
another new game to them. But you need to give them a timeframe 
to play that game and complete the levels. Finding that time frame 
is difficult. You have to look at different ways of executing strategies 
and looking at different habits.

I’ve worked in very different industries: retail, jewelry, fashion, 
and gaming. Within the fashion industry, I was a CRM manager 
and looked at customer journeys, welcoming programs, looking at 
different retention and acquisition strategies.

http://www.noble-email.com/
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Dan

Dan

Dan

Dan

Dan

Vish

Vish

Vish

Vish

In gaming, what is the average period of time that you find between 
repeat purchases?

What incentives, like free delivery, are effective to move the needle?

Are there any trends that you think will affect how you do your job 
and your processes in the next couple of years?

From your experience, what percentage of campaigns are 
automated?

 It varies from each game. Because of monthly launches a lot of gamers 
are ready to buy. We can look at various games that relate to that 
game, like downloadable content and season passes. Because they’ve 
played the base game, we’ll retain them by producing similar games.

We use percentage off offers - that’s our main driver. The margins are 
a lot higher in fashion, because there’s so many different categories. 
Gaming is different as products are usually bought for one particular 
individual. In fashion, gifts are bought for loved ones, children, etc.. 

I think a lot more emails will be automated. Everyone needs to start 
automating their campaigns, triggering them on someone’s behavior, 
looking at various interests and what they’re clicking on or looking at. 
Which I think is really important.

There are the basics like abandoned basket, welcome programs. 
But then you can look at things like recommendation engines and 
retargeting campaigns. You can make everything automated. It’s 
all about looking at which system you’re using and what you’re 
segmenting.

Who do you look up to in this regard? A brand or anyone you can 
subscribe to, interact with, browse and transact to get a taste of 
where you think this is going with event-based mailings?

http://www.noble-email.com/
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Dan

Dan

Dan

Dan

Vish

Vish

Vish

Vish

Vish

Do you have any anecdotes or advice for someone starting out in 
email?

How important are strong coding skills?

What resources do you recommend?

What’s been the biggest revelation or learning that you’ve had?

I would say Nike. They look at people’s habits and look at various 
ways of marketing. Not just email marketing with content, but they 
look on social media as well and integrate this - enhancing different 
ways of engaging with their customers.

I would say that you need to learn the basics first and read everything 
about best practice. Make sure that your email templates are fully 
responsive and easy to read. Adaptable as well.

I don’t think you need strong HTML skills. You need a strong email 
template that’s already built within a responsive design. Then you 
can adapt to it. From that you can basically learn by reading a lot of 
books and websites to teach yourself.

Litmus is the best thing I would look at, because they’re always on 
top of what code to use, what’s not working out, and they’ve always 
got the questions and answers of any problems that you have. They 
always help to achieve your goals and targets within the industry 
you’re working towards.

Just learning how emails are changing so quickly. If you think about 
it, 10 years ago it was just plain text and now you’re working to 
HTML standards. Now you can put GIFs, social feeds and countdown 
timers in your emails.

Now you have to look at various different responsive designs 
depending on which phones are launching. You’ve got new iPhones, 
Androids and tablets and have to adapt to what customers are using 
on a daily basis.

http://www.noble-email.com/
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Dan

Vish

Is there any software that you rely on operationally, that you 
can’t live without?

I always use Dreamweaver, because of the new add-on - ‘Color 
Codes’. Instead of typing in the codes of the colors, it brings up the 
color that you’re adding to the code. That speeds up things a lot, 
makes it easier to copy and paste to use and to shoot to different 
email providers.
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Sharon Jennings
Email Developer @ Various Industries

Why you want an Email Developer to 
build your emails?

Email Development History

Once upon a time, email was the black sheep of the marketing family. No one quite knew how 
to do it, or what was required; they just knew it had to be done. So it was generally palmed off 
to the Front End Developer (most likely the Junior Front End Developer), to grumble their way 
through it, muttering about tables as they go.

Around 2010 email became trendy, and dare I say, sexy. It became something that people 
actually do, rather than something that was endured. Through self-teaching and a lot of 
experimentation, a tribe of Email Developers (aka #emailgeeks) emerged, sharing code hints, 
tips and frustrations on forums like Twitter. Sharing was a necessity as there were no resources 
available – these were the people who later created all the email marketing resources we use 
today.

Differences between Web and Email Development

A lot of people think I hate Front End Developers. I don’t. I hate that Front End Developers still 
take on email development without knowing how to do it properly.

Front End Developers build websites using HTML. Email Developers build emails using… 
HTML. If they’re using the same language, then what’s the problem? 

There are web standards for building websites. What this means (simply) is that the big 
browsers (e.g. Chrome, Safari, Firefox & Internet Explorer) all treat the HTML code in the same 
way. As long as you code your website adhering to these standards, your site will look the 
same in all browsers (or at least the most up to date versions).

There are no coding standards (yet) for email. And although browsers, if left to their own 
devices, would show you your email beautifully, there are a few spanners in the works. These 
spanners are generally referred to as Email Clients; Outlook, Gmail, yahoo etc. For one 
reason or another, all read and act on your code differently. Some will strip out bits of your 

http://www.noble-email.com/
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1 And this is why it’s controversial: an ex-colleague of mine (Steph Jones) came up with a lovely analogy. If you’re catering 
for 200 people at a party, and three are vegetarian, and two are gluten intolerant, what we’re currently doing is serving 
everyone gluten-free, meat-free food (eugh).

What a lot of developers are doing now (and I’m looking at you Mark Robbins), is saying a virtual “Screw You” to the 
email clients that are behind the times and who don’t support funky functionality, and just doing it anyway. There’s a silent 
revolution going on trying to force some of the email clients to catch up, or risk unhappy users realising they’re receiving 
substandard emails.

However, there are a number of reasons not to take this approach, a big one is if a large percentage of your client base uses 
one of those behind the times email clients. I’m focussing on the majority of companies who will want an email that works 
(reasonably) well across all clients.

code, others will ignore sections, some will happily just read it like it’s supposed to be read. So 
for coding email you have to (and this is a controversial statement) code for the lowest common 
denominator; instead of marking up your content using semantic elements in your HTML, 
like you would in Web, styling it with CSS, you have to use tables and inline styles. Which
basically means “We have to code it like it’s 1999”1.

Now, to mix metaphors, there is also a fly or two in the ointment along with those spanners. 
These flies are called Email Service Providers, or ESPs. These are the tools that Email Marketers 
use to send out bulk emails. These can also make changes to your code. For example, in 
Dotmailer you have to put in some special code to allow your email to be responsive. Otherwise 
it strips out the code that enables responsive emails. 

In addition

As an Email Developer you also need to be aware of things like spam filters and deliverability, 
and how to ensure your email actually ends up in the inbox of the subscriber. And talking of 
subscribers you also need to understand, and abide by, unsubscribe rules and regulations in the 
countries that you’re sending to. Learning how to use ESPs will ensure you stay in compliance 
with these rules and regulations. You may also be working on strategy, segmentation and 
targeting of the campaigns themselves, and are more likely to be working on the content than 
a Front End Developer would.

Summary

There’s a lot that goes into making an email appear correctly, across the board. Email 
Developers spend a lot of time working on this, because of how quickly and frequently the 
industry changes. Even ESPs make changes without alerting their clients. This just isn’t the job 
for a Front- End Developer. They have an entirely different job to focus on, and won’t be able to 
keep up with changes in the email world. Doing so will either cause their main work to suffer, 
or they’ll end up becoming an Email Developer.

http://www.noble-email.com/
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will suffer. Or they’ll end up becoming an Email Developer.

And to tackle the ‘they both use HTML’ argument another way: An anaesthesiologist and 
a cardiologist both use medicine, would you ask the anaesthesiologist to perform surgery 
on your heart? Or trust the cardiologist to administer the correct dosage of anaesthetics? 
No. Because they have two very separate and very specialist jobs. And so do a Front End 
Developer and an Email Developer. Let them do their own jobs, and you will end up with a 
much higher quality end product as a result.
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Please take a moment to check out the amazing work 
our sponsors do. Each have built incredible products 
that we personally use & love - designed to make Email 
Marketers jobs easier.

OUR SPONSORS
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ShoeShop

4 hours at 
40% off 
selected winter boots

Party Shoes time!

With party season upon us, its 
only right that we prepare for 
some the glitz and glamour at 
our favourite time of year.

Read moreYour local store

Latest kicks

Previously browsed Kicks

Take the latest content
from your website

Show the correct image 
at the time of open

Swap items when they
are no longer in stock 

Personalize the latest
content to user context

Shop User Generated
Content social feed

Personalize latest content 
based on previously browsed 

items & preferences

Personalize and automate email content with the Kickdynamic platform. 
Email content is automatically taken from your website, feed or 
social accounts, styled perfectly to fit your brand and email, and then 
personalized to your customer’s context or behaviour - at the point of 
open. 

Embed Kickdynamic in your email campaigns and have the power and control  
at the moment of open to: 
}  Show latest products based on your customer’s browse and purchase behaviour.
}  Automatically display the next available product if a product in the email is out of stock   
 between email send and open.
}  Show real-time pricing, gambling odds and sport scores.
}  Display mobile only offers on mobile devices only.
}  Build personalized, relevant and contextual email campaigns in seconds, not days. 
}  Keep automated email content the latest, in-season and on-trend 

Kickdynamic helps marketers reduce email build time and maximize email 
engagement and conversion

www.kickdynamic.com

Personalized & automate email content
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Create email in minutes. 
Send with your platform.

Start making great email at taxiforemail.com

What would you do if it only took 15 minutes to create an email campaign? 
Would you test more ideas to engage your audience? Could you beat your 
competitors to market or react more quickly when necessary? You could 
use the time saved to focus on improving segmentation and creating more 
targeted messages. Or now you’ve freed up your resources, you can produce 
all the campaigns you’ve never been able to do before.

These are the things we thought about when we made Taxi for Email — our 
email production platform for brands, agencies and marketing teams. Taxi 
helps teams to do their jobs more effectively. Designers can build email 
templates and control how they are edited. Editors and copywriters can focus 
on creating great content without touching HTML. And marketers can oversee 
progress and manage the team’s workflow. Once a campaign is complete, it is 
easy to download or export automatically to your sending platform. 

Some of the world’s top companies are using Taxi to revolutionise their email 
workflow. Join them today and take a free 7-day trial at taxiforemail.com
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EDATASOURCE IS THE LEADING 

GLOBAL PROVIDER OF INDEPENDENT 

COMPETITIVE INTELLIGENCE FOR 

EMAIL MARKETING, SOCIAL MEDIA  AND 

ECOMMERCE ACTIVITY, BASED ON REAL-TIME MONITORING 

We track daily 25 million email campaigns from 50,000 brands

The fastest & most accurate way to detect inbox delivery issues

Pre-Test your campaigns with industry leading tool – Litmus
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DEAR FAN OF EMAIL MARKETING,

AS YOU READ THIS, WE URGE YOU. WE DARE YOU. WE GROVEL ON OUR KNEES TO REQUEST OF YOU A SINGLE FAVOUR:

1. OPEN UP YOUR CALENDAR. <- NOT A JOKE. DO IT NOW.
2. SWITCH THE DATE TO NEXT MONDAY. <- IS TRUE; TRUST US.
3. GO TO 1PM UK TIME, AND ADD IN ‘#ECOMCHAT ON TWITTER’. <- YES. THAT.
4. THE MEETING WILL LAST AN HOUR. IT WILL BE A THING OF BEAUTY.
5. SE5. SET IT TO ‘RECUR WEEKLY’.

WHEN MONDAY ARRIVES, AND YOUR ‘10 MINUTE REMINDER’ POPS UP: OPEN UP TWITTER; TYPE THE HASHTAG ‘#ECOMCHAT’ INTO
THE SEARCH BOX. SWITCH THE TWEET STREAM FROM ‘TOP TWEETS’ TO ‘REALTIME’, AND JOIN US! BASK IN THE WATERS OF YOUR
COLLEAGUES’ THOUGHTS. REST IN THE SALTY OCEAN OF THEIR INSIGHTS. ABLUTE IN THE LUKE DEPTHS OF THEIR LIQUIDY
KNOWHOW. #ECOMCHAT IS A SIMPLE CONCEPT, BUT ONE THAT WELCOMES YOU WITH OPEN, SLIGHTLY CLAMMY ARMS. EVERY
MONDAY WE RUN A SIMPLE ONE-HOUR CHAT SESSION ON TWITTER. EVERY WEEK, AT 1PM UK TIME,  DOZENS OF EXPERTS FROM
AROUND THE GLOBE COME TOGETHER TO CHAT ABOUT AN ECOMMERCE-RELATED TOPIC. ALL ARE WELCOME, BUT WE ARE
ESPESPECIALLY WAITING FOR YOU. TAKE A LOOK AT A ROUGH EXAMPLE AT http://ecomchat.com/55emailtips , OR SIMPLY POP OVER
TO TWITTER & TYPE IN “@ECOMCHAT HELLO THERE! #ecomchat” - WE ARE WAITING!
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