
Learn to communicate to your customers in a more efficient and personalized 
way, resulting in increased revenue and customer retention.

101EMAILS
EMAIL MARKETING
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EMAIL MARKETING IS THE

FORM OF MARKETING

AND
MOST EFFECTIVE
COST EFFICIENT

The primary goal of email marketing is to engage 
your customer base through targeted email 
communication by providing them with valuable 
and relevant content they are interested in.  Email 
marketing should encourage subscribers to take 
action, such as making a purchase, leaving an 
online review or sharing the content with others.  
Retailers can increase sales significantly by 
sending the right message, at the right time, to 
the right customer.

Email marketing is also the most cost effective 
form of digital marketing, plus it’s instantly 
trackable.   Retailers can easily send mass emails 
to all of their customers using platform such as 
Mailchimp, or they can take this a step further and 
start automating emails and personalizing them, 
based on triggers in their Celerant point of sale and 
eCommerce software.

EMAIL MARKETING
CRUCIAL TO YOUR DIGITAL STRATEGY
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Personalized emails get 6x Higher Transaction Rates, 
but only 30% of brands use them! (Experian Marketing)

Retailers always have something to communicate or advertise to shoppers and their local 
community.  Email marketing helps not only sell more products, but can help you connect 
with your customers and build your brand.

All you need is your customers’ emails and an email marketing tool
Communicate to your customers, without restrictions, unlike pay-per-click
Keep your customers engaged and increase brand loyalty
Increase sales with minimal marketing budget and instant tracking
Get as creative as you can and experiment with what works best

BENEFITS OF EMAIL MARKETING 

DID YOU KNOW?
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WHAT TYPE OF EMAIL MARKETER ARE YOU?

If you don’t send emails to your customers 

yet, this should be your first digital 

marketing project.  Start by collecting your 

customers’ email addresses, which you can 

do from your point of sale and eCommerce.  

From there, you can start to build out your 

email marketing strategy.  Once you have 

a couple hundred email addresses, you can 

get started!

If you’re like most retailers, 70% to be 
exact, you are sending generic emails 
to your entire email list.  This is a good 
start, but you can increase the success 
of your email marketing efforts by 6x 
when you personalize those emails.  
This is made possible by pulling your 
customers and sales data to personalize 
your emails based on past purchases & 
demographics.

I DON’T SEND EMAILS: I SEND GENERAL EMAILS TO ALL:
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C
Awesome; you are part of the 30% of 
retailers who are already personalizing 
your email campaigns.  By sending 
the right message, at the right time, 
to the right customer, you are already 
significantly increasing your success.  
Take this even further by setting up 
multi-touch and automated email 
workflows which are triggered by events 
in your retail software, such as a sale.

I SEND PERSONALIZED EMAILS:

“Love the synergy between our 
eCommerce site, POS, and digital 
marketing that Celerant provides.”
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MANUALLY VS. AUTOMATING
PERSONALIZING EMAILS

A great first step at sending personalized emails can be as simple as sending out a birthday email 
each month, since you know your customers and hopefully are already collecting their birthday 
month.  Typically, in order to facilitate this, you need to export data from your retail software.  
Maybe sort it in Excel, import it into your email platform, segment from there, and more.  Then you 
need to do this same frustrating process each month, and for only that one set of birthday emails.  
That is a lot of effort!

By integrating your email marketing platform with your point of sale and eCommerce software, you 
can simply set all of this to be automated.  No more manual effort and manipulation.  The entire 
system is connected- so you can easily set your rules, build your segments, and set up automated 
emails to happen automatically, based on triggers in the software.  Think how many more emails 
you can send with this minimal effort! 

Manual Process:

Automated Process:

49% of consumers say they would like to receive promotional 
emails from their favorite brands on a weekly basis. (Statista)
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VS.

But don’t stop at birthday emails.  The marketing 
options are endless and you can be as creative with 
your email workflows as you want to be.  You can set 
rules to send automated emails suggesting additional 
products based on the specific product purchased, or 
to your top spending customers inviting them back to 
your store, or perhaps encouraging an online review to 
be posted based on their purchase, and much more!

SENDING A PERSONALIZED EMAIL MANUALLY: SENDING AUTOMATED EMAIL WORKFLOWS:

Export up-to-date customer data from your CRM

Make sure the data is formatted correctly in Excel

Import the data into your email platform

Create the email with the segment you created

Schedule the email to go out

Create an email design.

Repeat all of those steps every time you want to send 
out emails to new customers, buying club members, 
birthdays, etc.

Set up rules for your specific automation in Celerant’s 
email marketing platform 

Set automation(s) to active and let as many 
automations as you like run in the background, freeing 
up valuable time and resources for your business

1. 1.

2.

3.

2.
3.
4.
5.
6.

“We love the automations and 
ease of use with setting up 
birthday emails.”
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“Abandoned cart messages generated over $25K 
in revenue – most of which would have been 
lost without target emails that are sent after a 
shopper leaves the site.”

1TOP 8 AUTOMATED EMAILS
FOR RETAILERS

The most popular automated email workflow 
tends to be abandoned cart emails.  When 
customers leave items in their online shopping 
cart, you can set a rule to automatically 
email them to come back and complete 
their purchase.  Once you create the initial 
email design with dynamic product areas, 
and set your rules, these emails will go out 
automatically to your customers each time they 
leave items in the cart!

1. Abandoned Cart
2. Special Promotions
3. Birthday / Anniversary 
4. It’s Been A While
5. Exclusive Deals
6. Upsell Products
7. Online Reviews
8. Membership Rewards

TOP 8 AUTOMATED EMAILS
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1 2 3 4
Abandoned Cart Birthday / Anniversary It’s been a whileSpecial Promotions
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Exclusive Deals Online Reviews Membership RewardsUpsell Products
5 6 7 8
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Design whichever email 
templates you want 
to send, with dynamic 
sections for specific, 
personalized content.

Create rules for each email 
campaign, for example 
abandoned cart emails 
get sent 10 minutes after 
abandoned.

Your point of sale and 
eCommerce data flows 
into the email platform, 
providing the triggers for 
your emails.

These triggers, such as 
the sale of a certain 
product, initiates your 
email workflow to begin, 
automatically.

01 03 0402
HOW IT WORKS: 

SEND THE RIGHT MESSAGE 
AT THE RIGHT TIME

All of this personalization and automation is 
made possible with the right retail software.  
When your email marketing platform, point 
of sale and eCommerce are all connected, it 
becomes possible.

Create email designs Set your rules & logic Pull customer & sales data Automate workflows

“We had been a 3rd party email platform for years, and 
we always had to upload our lists and do things in a much 
more general way.  One of the things I really like about 
Celerant’s email platform is we can talk to certain customers, 
automatically.  If you are buying a certain brand and we have 
that brand on sale, we can easily send you an email, without 
shooting out a huge email to everyone who might not like that 
brand.  We can easily target those customers.  We have seen 
our unsubscribes go way down, open rates go way up and we 
see the sales coming from those emails.”
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YOUR STRATEGY
TRACK SUCCESS AND REFINE

IMPORTANT FACTORS TO TRACK:

Open rate
Click through rate (CTR)
Conversion rate
Bounce rate
Unsubscribe rate

Retailers using Celerant’s email marketing service 
have reported their Unique Open Rate grow from 
6.9% to 22.2% within the first two months!

A huge benefit to email marketing is that it is easy to track in real-time.  It might take a couple of days to 
a week after an email is sent to see its full performance.  However, as soon as an email is sent, you can 
see much of its traction immediately.  It’s important to dive into these metrics to determine what worked 
well and changes to make for future emails.
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QUALITY SCORE COUNTS
DELIVERABILITY AND WHY YOUR

MAINTAIN A HIGH QUALITY SCORE WITH:

High email open rate
High click through rate
Low soft & hard bounce rate
Low spam report & unsubscribe rate
Emails spread out evenly across time

These days, it is harder than ever to “break through the noise,” since so many of your competitors are also 
sending more emails than ever before.  Equally difficult is ensuring your emails reach your customers’ inbox to 
have the opportunity to even be seen.  Email deliverability is determined by several factors, most importantly is 
your overall sender reputation and quality score.  This score, which internet service providers set, weighs your 
daily email volume alongside your bounce rate and unsubscribes.  There are several factors that determine 
your overall quality score, which then contributes to the success of reaching your customers’ inboxes.
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EMAIL MARKETING GETS RESULTS 
It really is that simple.  There is no other digital marketing strategy that offers as much ROI.
After an email is sent, you can track your open rate, your click through rate, and any conversions that are 
directly related to that email. On average, retailers might spend a couple hundred each month on their 
email marketing platform, but can earn thousands of dollars in new sales as a result.
Additionally, if you are following all of these tips, you are not only making sales, but simultaneously 
building your brand and increasing your customer loyalty as well.

FOR EVERY

MARKETERS SPEND
ON EMAIL MARKETING 1$

THEY RECEIVE IN RETURN42$
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MONTHLY 
SPEND

Retailer B: Soft Goods

Retailer A: Dance Wear

$500

$199

$699

$799

$2,000

$3,000

$8,000

$10,000

$14,000

$15,000

Retailer D: Pets

Retailer E: Hunt/Camp/Fish

Retailer C: Hobby

MONTHLY 
SALES

AS RESULT
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When it comes to sending emails, retailers can make plenty of mistakes, which ultimately 
result in lower deliverability for future emails.  Here are the top 5 mistakes you can avoid to 
make your email strategy more successful and increase sales.

COMMON MISTAKES 
WHEN IT COMES TO EMAIL MARKETING
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Sending generic, mass emails with no personalization. When your customers 
get a ton of generic emails, and none of them are meant specifically for them, 
your unsubscribe rate and your opt-out rate will increase.

Not optimizing your emails for mobile. Your customers will be opening your 
emails on all sorts of devices- from smartphones, tablets and computers.  You 
need to ensure your email layout can shift dynamically for mobile.

Neglecting your sender reputation. This is often an oversight which quickly 
results in less of your emails being successfully delivered.  Track your score and 
make changes as needed to help improve your score over time.

Sending too many emails and at the wrong times. Best practice for email 
marketing is to send a similar email volume each day (to impact your quality 
score) and experiment with which time of day works best for your audience; 
there is no one size fits all anymore.

Not engaging your customers with a strong message. Promoting generic 
messages or always trying to sell too hard, can have the opposite effect on your 
audience.  Crafting an enticing subject line, strong call to action, mix of images 
and unique, engaging content will ensure you get the opens and clicks you are 
looking for.

1

2

3

4

5
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TAKE THE 
FIRST STEP 
TOWARDS 
EMAIL SUCCESS
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SCAN FOR SPECIAL OFFER

At Celerant, we offer our own email marketing 
platform, which is already integrated with our 
point of sale and eCommerce.  By using one 
system, with one technology partner, all of this 
becomes possible.  You can easily segment your 
customers, create automated work flows and send 
personalized emails based on your customers’ 
past purchases and preferences. 
 

We even offer this as a full-service, if you don’t 
have a marketing team member to handle this.  
We can create your emails, build your workflows, 
and send out your emails on your behalf, while 
reporting back all of your key metrics

Schedule a consultation with our team to learn 
more about how personalized, targeted emails can 
help you increase the success of your emails by 6x.

“D&D Texas Outfitters creates messages that 
are likely to be relevant to [their customers]. 
By sending email communications tailored to 
known customer preferences, D&D boosted its 
open email rate from 8 percent to more than 25 
percent”

-D&D Texas Outfitters
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EMAIL TERMS:

A/B Testing: Sending two versions of the same email with one variable changed to two groups of an audience to see 
which version performs best.

Active Profile: Subscribers that can actively receive your email marketing campaigns, promotions and offers.

Call to Action: Motivating factor/phrase that moves a subscriber to interact with your email campaign.

Campaign: Single, targeted email send attempt where you push promotions, offers and campaigns to a designated set 
of customers/profiles.

CAN-SPAM Act of 2003 (Controlling the Assault of Non-Solicited Pornography and Marketing Act of 2003): Law that 
sets the rules for commercial email. Establishes requirements for commercial messages, gives recipients the right to 
have you stop emailing them, and carries tough penalties for violations.

Cart Abandon Email: Automated email that is sent to a site visitor when they abandon their cart with items in it on 
your website.

Cart Abandonment Rate: Percentage of people who visit your website, add items to their cart, then leave the cart with 
unpurchased items.

Click Through Rate (CTR): The click through rate is the average number of subscribers who received your campaign 
that clicked on at least one link inside the email after opening it.

Conversion Rate: Average amount of subscribers who view your email messages and then visit your website and 
complete a purchase.

Custom Attributes: Specific settings/fields that you can use to segment subscribers based on. (# of pets, birthday, 
AOV, residence area, # of items they purchase on average, etc.)

To help educate you on commonly used email terminology, we have included a list of terms below.
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EMAIL TERMS: Email Deliverability: Based on a number of factors such as open rate, click through rate, spam, bounces and determines 
to various inbox providers if your messaging is/is not spam.

Hard Bounce: Email message that is returned to sender due to a permanent error. (User-blocked, invalid email address, 
exceeded soft bounce attempts)

List: Pre-determined set of subscribers that you want to send email campaigns to.

Open Rate: The open rate is the average number of times that your subscribers have opened your email in a specific 
email campaign.

Opt In: When a customer has subscribed or agreed to receive your email marketing.

Opt Out/Unsubscribe: Subscriber has revoked consent to receive your email marketing efforts.

Post-Purchase Email: Emails sent to the customer after they have completed a purchase that checks how they’re 
enjoying it and then offering incentives to make another purchase.

Segment: List generated by your email system that groups subscribers together to receive specific email campaigns. 
(Average # of products purchased, AOV, birthdays, etc.,)

Soft Bounce: Email message that is returned to sender due to a temporary error. (Full inbox, server interruption, too 
many emails in short amount of time)

Suppressed Profile: Customer/profile that may have subscribed at one point, but has since unsubscribed. Still have their 
information, but cannot be contacted.

Unique Click Through Rate: The unique click through rate is the average number of times that subscribers click on a 
specific link inside of your email campaign. A unique click is tracked the first time a subscriber clicks on a link; it does 
not count if the same link is clicked multiple times.

Unique Open Rate: A unique open rate is the total number of unique recipient email opens divided by the number of 
emails delivered in the campaign. That means that if one of your customers opens a given campaign email five times, it 
only counts as one unique open, but five total opens.

UTM Parameters: Unique identifying line of code inside a URL or the email itself that aids in attribution and tracking.


