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Learning Objectives 

After reading this module, the reader will be able to: 

• understand email marketing and related concepts; 

• tell email types in the context of marketing, their goals and differences; 

• identify the benefits and disadvantages of email marketing; 

• sort steps for managing an email marketing campaign; 

• recognise do’s and don’ts of email marketing; 

• remember some of the most used email marketing software. 

9.0 Introduction 

The idea of  using email in marketing emerged in the 1990s, with the rise of the 

popularity of the internet. The use of email has become widespread as the most 

economical and effective method to communicate with potential customers (Ryan, 

2011). It has been one of the methods used by companies to create awareness about 

themselves, inform about their innovations and products, sell and provide support 

services. Businesses may easily interact personally with customers utilizing email 

marketing and a well-known digital channel. It goes without saying that choosing the 

appropriate strategy and content for your email marketing communications is essential. 

If your mass marketing campaign even makes it to your customer's inbox, it will almost 

definitely be ignored. The same goes for anything that looks like email spam (HSMAI, 

2018). In the context of travel and tourism, the major aim of email marketing is guiding 

visitors through their digital journey from awareness to booking and thereafter 

generating brand advocacy. Email marketing is a critical component of digital customer 

relationship management strategy and promotion mix and it is a direct online channel 

strategy of tourism and hospitality businesses. Tourism businesses must continually 

look out for new visitors, engaging with present guests, and keeping in touch with 
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previous clients, who are the most likely to come back again since they are already 

familiar with the product. Email marketing serves a variety of these purposes, and it is 

crucial to figure out when to deliver the proper message to your visitors (HSMAI, 2018). 

Email can still be a useful and effective marketing medium that offers genuine value to 

both your consumers and your business, despite the prevalence of spam and the fact 

that most people's inboxes are now inundated with irrelevant and unwanted information 

(Ryan, 2011). 

This module will give information about the basics of email marketing including 

the definition, its types and advantages and disadvantages. It will also provide a step 

by step guide for managing an email marketing campaign. Finally, good and bad 

practices of email marketing, which are compiled from relevant literature, will be 

presented. 

9.1 The Definition of Email Marketing 

 The most distinguishing feature of the last century is the transformation of the 

structure of communication realised through internet networks and many different 

electronic devices (Kelly, 2018). This is more than just creating a network, it also 

demonstrates the ability of businesses and customers to transform the communication 

network into a global marketing platform and a marketplace where they can carry out 

their transactions (Marsh, 2015). Email is a form of electronic messaging that is used 

to send messages via computer networks. Email marketing is a form of  direct 

marketing that uses electronic devices with the purpose of communicating a 

commercial message to a potential or existing customer (Kelly, 2018). Formally, email 

marketing is defined as ‘a structured, systematic process that is one of the most 

successful channels for delivering highly relevant marketing communications to 

targeted subscribers’ (Dodson, 2016, p.160). Inbound email marketing  refers to the 

management of emails from customers requesting information and services whereas 

outbound email marketing is email campaigns to encourage customer trial and 

purchase (Chaffey and Ellis-Chadwick, 2016). Electronic mail (email) marketing is 

considered to be one of the most effective marketing technique and communication 

tool.  
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 Ray Tomlinson, a computer engineer, sent the first email in 1971. 

(Computinghistory.org.uk). The message he transmitted was merely numbers and 

characters, but it signaled the start of a new era of communication. Tomlinson also 

pioneered the use of the "@" sign in email addresses. This symbol actually had 

different meanings in different languages. While it was expressed as "horse" in English, 

it was used to mean "dog" in Russian. In 1978, Gary Thuerk, head of marketing at 

Digital Equipment Corp. used this new method of direct communication to send the 

first commercial email to inform people about a new product. There were only 400 

addresses on his email list, but the emails he sent resulted in nearly $13 million 

increase in sales (Deffree, 2019). The fact that the Internet had become commercially 

accessible to wider social groups in the 1990s was the first big sign of the beginning 

of a new era. Instead of traditional communication methods, people started to 

correspond among themselves with this new communication method (Marsh, 2015). 

Of course, marketers have discovered that this new form of communication in terms of 

communication and advertising can be the most effective and economical way to reach 

the customer (HSMAI, 2018). This rapid change also makes the necessary updates on 

the subject very quickly. For example, the UK's Data Protection Act enforce companies 

to have an 'opt-out' option for all marketing emails. In 2018, the new GDPR law 

covering personal data processing, including emails, entered into force in Europe 

(CMA, 2020). 

 Email marketing provides goal-orientation, personalization, and individualization 

at low cost (Barowski, 2000).  As a way of business communication, email advertising 

makes use of emails to deepen the connection with current and potential clients to 

grow their loyalty (Bourland and Handley, 2000). They are also dispatched to recruit 

new clients or to persuade current ones to shop for unique offerings (Kelly, 2018).  

9.2 Types of Emails in the Context of Marketing 

 In order to send the right type of email at the right time to the right customers It 

is important for businesses to understand the types of emails (Deiss and Henneberry, 

2017). Based on their purpose and content, e-mail messages are classified into three 

types: transactional, promotional, relational (Deiss and Henneberry, 2017). 
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9.2.1 Transactional Emails  

 Transactional emails are messages and automatic notifications that are sent in 

response to a customer action on website or application. Transactional emails are a 

good sign of responsiveness of a business and customer values provided. Some of 

the transactional emails are the following (Deiss and Henneberry, 2017): 

• Order confirmations 

• Confirmation of reservation 

• Shipping notifications 

• Invoice or purchase receipts 

• Account creation 

• Product return confirmations 

• Support tickets 

• Username-password reminders 

• Coupon codes 

• Verifying participation in the loyalty program 

• Payment failure notification 

• Confirmation of newsletter subscription 

• Thank you email 

• Reminder emails 

• Confirmations of unsubscribe 

9.2.2 Promotional Emails  

 Promotional emails are messages that inform and persuade your email list 

about your products in order to encourage purchases. Promotional emails can be 

about a new product, discounts, limited time offer, brand or product announcement, 

event announcement. Pomotional emails may include: 

• Catalogue emails that include products and prices of a business 

• Discounts 

• New products and product improvements 

• New password-protected content 
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• Notification of a flash sale 

• Updates to the loyalty program 

• Notifications of upcoming events 

• Offer of a trial 

• Offer of an upgrade 

9.2.3 Relational Emails 

 Relational e-mails are also called nurture emails and it aims to develop 

relationship with customers by providing free content and information (Deiss and 

Henneberry, 2017). This type of emails includes the following (Deiss and Henneberry, 

2017; Khan et al., 2016): 

• Subscriber welcomes 

• Newsletter 

• Blog articles 

• Survey 

• Product reviews 

• Webinars 

• Guides 

• Contest announcement 

• Press releases 

 Table 1 show the primary goal of each email type. As can be seen from Table 

1, each mail type may serve to achieve several goals and these goals of email 

type may overlap. 

Table 1: Email Types and Their Goals 

 Primary Goal of Mail Type 

Customer 
Service 

Lead 
Generation 

Retention 
and 
Loyalty 

Engagement 
and 
Nurturing 

Sales and 
Upsells 

Transactional ✓ ✓ ✓ ✓ ✓ 

Relational  ✓ ✓ ✓ ✓ 

Promotional   ✓ ✓ ✓ 

Source: Deiss and Henneberry, 2017, p.220.   
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9.3 Advantages and Disadvantages of Email Marketing  

 Email makes an important contribution in terms of content, distribution and 

measurement in electronic marketing studies in tourism. Permission-based and 

attention-grabbing content is the determinant for a successful advertising campaign. 

When we compare the distribution frequency of traditional mail marketing with the 

distribution of email, we see that we have an incomparable opportunity. For an 

advertising campaign to be successful, it is very important to be able to measure the 

activity (Todor, 2017). There are many criteria by which we can make these 

measurements with email marketing; open rates of messages, clicks on links and 

decisions that turn into purchases (conversion rate) are some of them. However, 

despite all these advantageous elements, the unsolicited message (spam) situation 

reduces the expected benefit from legal email marketing activities (Merville et al., 

2006). Below are the main benefits and disadvantages of using email as a digital 

marketing tool. 

9.3.1 Advantages of Email Marketing 

Email marketing is an advantageous method as one of the first starting points 

of the personalized service concept inherent in tourism (Cambal, 2020). In this way, by 

establishing a more global marketing and sales network, it will be possible to promote 

businesses, provide customer interest, and provide guest satisfaction by responding 

in a very short and detailed time, in a way that will eliminate distance disadvantages 

(Sulluvan, 2022). Email marketing still holds its own place among other digital 

promotion methods. Although marketing is done with many newly developed methods, 

the target audience using active email differs from the others. Emails are the most 

common Internet technology among global hotel brands and the most popular Internet 

activity for consumers (Karlson et al., 2009). Marketing with emails sent periodically on 

a ground created with the consent of the consumer, is also an important marketing 

communication instrument for businesses that provide a closer relationship with 

customers and improve the image of the brand (Kelly, 2018). With the use of this 

instrument, it is possible for small and medium-sized businesses to offer incentives 

such as discounts and promotions at a cheap setup and distribution costs. (Ellis-

Chadwick and Doherty, 2012). Email marketing contributes significantly to a higher 
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return on marketing investment than any other marketing method (Fariborzi and 

Zahedifard, 2012). The following are the key benefits of email marketing (Chaffey and 

Ellis-Chadwick, 2016, p.441): 

• Relatively low-cost: Email has far lower expenses than other forms of 

communication. 

• Direct-response medium encourages immediate action: Email marketing 

directs users to a website where the offer can be redeemed right away, 

increasing the likelihood of a quick, impulsive response. As a result, it is one of 

the most effective strategies for attracting existing clients to return to a website. 

• Faster campaign deployment: Traditional media requires more time to 

develop creative and manage the entire campaign lifecycle. 

• Ease of personalisation: Personalizing email is easier and less expensive 

than personalizing physical media or a website. 

• Options for testing: Testing alternative email creative and messaging is 

relatively simple and inexpensive. 

• Integration: Combining email marketing with other direct media that can be 

tailored, such as direct mail, mobile messaging, or site personalization, can 

increase campaign response because the message is reinforced by a variety of 

media. 

9.3.2 Disadvantages of Email Marketing  

The following are some of the downsides of email marketing that marketers must 

consider when they execute their campaigns to ensure that they adhere to best 

practices (Chaffey and Ellis-Chadwick, 2016, p.442): 

• Deliverability: Message delivery over various internet service providers (ISPs), 

business firewalls, and online mail systems is difficult. 

• Renderability: Difficulty in displaying the mail as intended in various email 

reading systems' inboxes.  

• Communications preferences: Email offers, content, and frequency choices 

will vary among recipients, affecting engagement and reaction. Communication 

preferences must be used to handle this. 
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• Email response decay: It is difficult to keep customers engaged even if they 

subscribe to a mailing list. 

• Resource intensive: Although email provides excellent options for targeting, 

personalization, and more frequent communication, it does so at the expense 

of extra human and technological resources. 

In addition to these, Todor (2017) highlights the disadvantages of email marketing as 

follows: 

• The danger of undeliverable emails: Highly sensitive emails. 

• Risk of not opening emails: Full inboxes (inbox density). 

• Unsubscribe rates: Customers' seasonal holiday needs do not mean that they 

are of interest all year. 

• Scanner problems: Risk of some browsers turning off advertising content 

using ads programs. 

• Design costs: Although email marketing is an inexpensive promotion and 

marketing method, it is an activity that requires a budget, requiring staff and 

equipment to be employed to constantly renew email design and designs. 

9.4 Steps for Managing Email Marketing Campaigns  

 This section explores the steps for managing an email campaign which 

involves: 1) Building and segmenting your email list; 2) Defining email campaign 

objectives; 3) Designing and creating emails; 4) Optimising and delivering emails; 5) 

Analysing results (Dodson, 2016; Rodela, 2022) 

9.4.1 Build and Segment Email List 

 The first stage in the process of managing an e-mail marketing campaign is 

collecting the emails from potential customers and defining your target market. E-mail 

addresses are usually collected from opt in forms that are on the website of a business 

or other online platforms. Potential customers should be provided valuable content or 

some rewards for sharing their emails. Some of the most common tools and places for 

collecting emails from potential customers are the following (Michail, 2018; Neher, 

2019; Rodela, 2022): 
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• Website 

• Database of previous customers 

• Social networks 

• Email providers 

• Contests 

• Checkout 

• In-store 

• Email signature 

• Transactional emails confirming reservations and bookings 

• Printed marketing materials 

• Templates or resources 

• E-books 

• Free trials or samples 

• Blogs 

• Landing pages from online ads, pay per click campaign 

• Discounts 

• Webinars 

• Travel trade shows 

• Networking events 

• Business cards 

• Giving out useful online resources such as travel guide, videos and podcasts. 

Obtaining your prospects' email addresses, however, is not enough. You must 

understand how to segment your audience if you want to turn your email leads into 

paying clients. Email segmentation is the process of arranging email addresses into 

homogenous groups. Sorting by country, location,  language, occupational group, age, 

education, gender, age, interest, information requested, recipient lifecycle, and buying 

https://www.fool.com/the-blueprint/ebooks-marketing/
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behaviour are some of the most prevalent segmentation concepts. Select the 

segmentation method that best suits your data and objectives (Rodela, 2022). Because 

you can adjust material to the interests of each sub-niche by segmenting emails, you 

can produce personalized content. As a consequence, segmented or focused emails 

increase click-through and open rates as well as return on investment (ROI).  As a 

result, the better the target audience is analysed and defined, the easier to create 

targeted emails. Tourism and hospitality businesses may also segment their customer 

database based on newsletter or blog signups, special offer signups, guests who 

stayed bought the product before, guests who used various facilities (Michael, 2018). 

9.4.2 Define Email Marketing Objectives 

 All of these can be avoided if you start with a clear purpose in mind. Consider 

who you want to reach, what you want to say to them, and how you hope they respond 

when developing objectives (Rodela, 2022). Ask yourself the following questions to 

help you narrow down your objectives (Rodela, 2022): 

• Who? Determine who you want to reach. Learn about their pain spots, goals, 

and emotional/psychological triggers that cause people to respond to your 

offerings. 

• What? What do you want your email recipients to do with it? Do you want them 

to download your material, make a reservation, or attend an event? Establish a 

goal for each email message so that you can include a clear call to action (CTA). 

• When? Determine which sorts of material your subscribers will find useful 

based on where they are in the buyer's journey. Someone in the awareness 

stage, for example, loves to get informative material about a product or service. 

Pricing guidelines, on the other hand, will be more useful to someone in the 

decision-making stage. 

• Where? Determine which device your email users use to open your messages. 

Do they have smartphones on them? Laptops? Or possibly tablets? You may 

get this information from your email service provider's email analytics and use 

it to improve your email marketing campaign. 
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• Why? What do you want to achieve with your email marketing campaign? Is it 

in line with your company's overarching goals? By asking these questions, you 

can ensure that your email marketing campaigns and whatever other 

promotional endeavours you're doing to build your brand are in sync. 

 Broad goals of email marketing may involve selling products and services, 

generating leads, driving website traffic, creating brand awareness and requesting a 

referral (Neher, 2019). More specific and measurable email objectives may refer to a 

specific customer action such as number or percentage of reservations made or travel 

guides download as a result of sent emails or email objectives may specify a specific 

metric such as open rates (percentage of emails opened) or click trough rates 

(percentage of emails whose content has been clicked) (Michail, 2018).  

9.4.3 Design and Create Emails 

Your email material should be useful and relevant to your readers. Create your 

marketing materials based on where they are in the customer journey process to find 

out what content works best for them. It's also crucial to pay attention to the structure 

of your email's content (Rodela, 2022). You can use the AIDA model below to organize 

the structure of your email templates (Stokes, 2011). AIDA stands for: 

• Attention: Grab the reader’s attention with your subject line or header. 

• Interest: Keep readers interested by providing relevant information. 

• Desire: Demonstrate the worth of your good or service. 

• Action: Encourage them to take action. 

 Email content should be in line with the customer buying stages or customer 

journeys. Digital marketing funnel in Table 2 can be used to structure objectives and 

content of an email (Neher, 2019). 

 Emails can be created in text-based and HTML based formats and text based 

mails do not have creatives such as images and videos (Michail, 2018). Almost all 

email clients nowadays will handle rich text or HTML email without issue, unless the 

user specifies otherwise (MacDonald, 2022).You may usually select to send your 

marketing email in its most basic plain text format when sending it out (with no  
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Table 2: Digital Marketing Funnel and Email Objectives and Content 

Digital Marketing 
Funnel 

Objectives and Content 

Attract/Reach • Educate them about your business/brand 

• Share thought-leadership content to stay top-of-
mind 

• Welcome them to your community, group, etc. 

Nurture 
 

• Personalize your email content for your audience 

• Building knowledge, like + trust 

• Share helpful, thought-leadership content to position 
your brand as an expert 

• Help them make a decision by providing valuable 

Convert • Have a clear call-to-action 

• Show clear benefit to reader - what's in it for them if 
they complete the action? 

Retain and Grow 
 

• Build loyalty by making them feel special/exclusive 

• Be useful and relevant and create content that is a 
good fit for existing customers 

Advocate 
 

• Encourage shares with friends 

• Encourage positive reviews 

Source: Neher, 2019, p.202-203. 

 

formatting). You can very much guarantee that all of your prospects will be able to read 

it, but it isn't the most appealing experience. Rich text format or HTML is a step up from 

plain text, allowing you to customize the content with font sizes, images, videos, 

colours, bold, and italics, as well as allowing recipients to click on web links 

(MacDonald, 2022). This is more visually appealing than plain text and may be quite 

useful for short informational newsletters. HTML is used to create the most 

sophisticated emails. This effectively implies that your email might appear to be a full-

fledged web page, replete with photos, links, and everything else (Kelly, 2018). When 

an email is opened, images are normally downloaded from a website rather than being 

sent with it. When your prospects click through to your landing page, HTML emails 

may match the appearance and feel of your website, offering a consistent look and 

superb brand continuity (Stokes and Qirk, 2011). Although HTML is now the standard 

format for most email marketers, for security reasons, a lot of email clients, including 

web-based email clients like Hotmail and Gmail, automatically block external images 

until recipients override the setting for a single message or for all messages from a 

particular sender. As a result, it makes sense to do the following: 
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• Ensure that your email message works without photographs (i.e., that your 

value proposition and call to action are clearly conveyed in the text).  

• Persuade your readers to allow images from your address in future emails. 

You won't need to send various copies of your emails to distinct consumers in 

most cases. Multipurpose Internet Mail Extensions (MIME) is an internet standard that 

allows communications to be sent in a ‘multipart' format. This implies that the receiver's 

email client will display the message in the best possible way, and if the recipient has 

set their client to receive text-only emails, that's exactly what they'll see (Stokes and 

Qirk, 2011). 

The email template should be brief and basic while still conveying clear 

information and encouraging the recipient to take action. Keep in mind that the finest 

marketing emails are those that provide value to the recipients (Stokes and Qirk, 2011). 

Many of the same usability concepts that apply to website design also apply to the 

creation of a successful HTML email template. Your message should appear 

consistently and effectively across as many platforms as feasible. People will be 

accessing emails on a variety of screen sizes and formats, and they will be using a 

variety of email applications to do it. Make sure your template functions well without 

visuals and is accessible and clear using the email format's lowest common 

denominator: plain text, and test it on as many platforms as possible to guarantee that 

it works (or use a service such as Litmus.com to take some of the pain out of cross-

platform email testing). 

Consider 'above the fold' when designing your email – much like a newspaper 

folded in half, the top of your email should grab the recipient's attention right away and 

entice them to continue reading. Don't have them wade through pages of material to 

find your 'once-in-a-lifetime', can't-be-missed offer. Get to the key things first, and save 

the less important/supporting information for the bottom of the page (CMA, 2020). 

Also keep in mind that email clients frequently display a brief 'preview' of the 

message body in the inbox below the subject line. Use this to encourage prospects to 

open your letter by engaging them with the first couple of sentences. Your design 

should be consistent with your company's identity and branding, and it should extend 

to the landing page to which the email connects. A table and consistent experience 
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between your email and your website increases trust and, more importantly, enhances 

conversion (Rodela, 2022). 

Rich media (flash, video, music, interactive banners, etc.) should generally be 

avoided in email marketing. Rich media can add a lot of value to a web page's content, 

but it seldom adds value to email messages, and it often has the opposite effect. While 

it is now feasible to include a variety of interactive information into HTML email layouts, 

you should consider why you are doing so. Is it truly adding value to your message and 

enhancing it? 

Corporate firewalls and email security systems may also routinely block emails 

because they consider incoming emails with active material to be security risks. In 

other words, if people subscribe to your email lists using a work account or if business 

users make up your target market, they might never see your multimedia-rich email. 

Another thing that is typically a bad idea in email marketing is attachments. It's not a 

good idea to send MS Word or (worse) PDF files in marketing emails (Rodela, 2022). 

9.4.4 Optimize and Deliver Emails 

Email deliverability is a measure that indicates how many of your emails make 

it to the inboxes of your receivers. Around 21 percent of emails do not reach their 

recipient across the world (Deiss and Henneberry, 2017). Also, businesses have to 

make sure that they are perceived as a spammer. If businesses want their email 

marketing initiatives to succeed, they should pay attention to this parameter. After all, 

if your emails don't get in the inboxes of your subscribers, they won't be opened or 

read. Email delivery can take the form of broadcast emails or triggered or 

autoresponder emails. Broadcast emails are emails that are sent manually whereas 

triggered emails are fully automated emails (Deiss and Henneberry, 2017, Neher, 

2019).   

 In order to optimize your emails for deliverability, consider the following email 

marketing tips (Rodela, 2022): 

• Collect emails with permission: Before sending an email sequence to a 

consumer, be sure you have their permission. Otherwise, they may mark you 
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as spam, resulting in a loss of sending reputation and email deliverability. If at 

all feasible, use a double opt-in. 

• Segment your audience based on their expectations: Are your subscribers 

receiving the email content that they expect? Have you also taken the effort to 

remind them who you are and why they are receiving emails from you? 

• Keep an eye on hard bounces: Hard bounces are emails that are permanently 

returned (or not sent). They may wreak havoc on your email deliverability. They 

have the potential to destroy your email marketing initiatives if left unchecked. 

It's possible that the recipient's email address is invalid, inactive, or otherwise 

unavailable. Use an email marketing platform that tracks delivery to control your 

hard bounces. Testing your emails before sending them in mass, using double 

opt-ins, and checking junk mail databases can all help you prevent hard 

bounces.  

 In addition, Deiss and Henneberry (2017, p.242) suggest the following principles 

for ensuring deliverability: 

• Monitor the complaints rates and volume you receive. 

• Respond to complaints immediately. 

• Unsubscribe and stop sending email messages to anyone unsubscribed. 

• Keep your message volume steady. 

• Check your blacklist status on the major blacklist sites including Shamphaus 

(https://www.spamhaus.org/) and Spamcop (https://www.spamcop.net/). 

Business can use a number of applications such as mail monitor 

(https://www.mailmonitor.com), Return Path (https://www.sendercore.org) and 

EmailReach (https://www.emailreach.com) to monitor email deliverability (Deiss and 

Henneberry, 2017). 

You can grow your campaigns while streamlining your workflow by automating 

your emails. Your campaigns may operate without your continual attention thanks to 

the set-it-and-forget nature of email automation. You only need to set them up once, 

and they'll operate 24 hours a day, seven days a week. Use email automation to send 

welcome emails to those who join up for your newsletters, for example. Automated 

welcome messages allow you to onboard new subscribers without having to manually 

https://www.spamhaus.org/
https://www.spamcop.net/
https://www.mailmonitor.com/
https://www.sendercore.org/
https://www.emailreach.com/
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send emails each time someone joins up – your email automation software will take 

care of everything. 

Sending mass emails to customers in your mailing list or database via your 

regular emails such as outlook and Gmail or your hosting provider is not suggested 

due to risk of being classified as spam or blacklisted as a spammer (Michail, 2018). It 

is advised to use a third party email service provider that is compliant with regulatory 

bodies (Michail, 2018). There are many online and offline email service providers. 

Below are some of the good email  service providers (Michail, 2018; Neher, 2019): 

• MailChimp 

• Constant Contact 

• Aweber 

• Campaign Monitor 

• iContact 

• Infusionsoft 

• Awebwr 

• Pardot 

• VerticalResponse 

• Lyris 

• Email Marketing Software 

• SendinBlue  

• Drip 

• Skyhour 

• dotMailer 

 Tourism and hospitality businesses can do A/B testing during delivery of email. 

A/B testing refers to a user experience research method where two different versions 

of an email are sent to different recipients and the results are measured to compare 

their effectiveness.  A/B split testing can be used with subsets of subscribers to 

determine the success of a proposed email campaign. Simply put, this is sending two 

(or more) copies of an email that transmit the same content in various ways (for 

example, by using a different subject line, colour or image) and tracking which one is 

more successful. You then send the most effective version of the message to your 

whole list based on the findings. 
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9.4.5 Analyse Results  

Analysing key performance indicators or metrics related to email campaign 

objectives is the final stage of email marketing campaign management.  Bounce, 

delivery, open, and read rates are all common email metrics. Tourism and hospitality 

campaign performance statistics can quantify the worth of email marketing even 

further. Tourism and hospitality businesses can use email marketing tools to analyse 

the following metrics and most email marketing software programs provide (Kelly, 

2018; Chaffey and Ellis-Chadwick, 2016). 

Email Delivery Rate:  It refers to percentage of emails that enters the inbox of email 

recipient. Calculating email delivery rates involves dividing the total number of emails 

delivered (bounced mails are substracted) by the number of emails sent.  

Email Open Rate: It is the percentage of email recipient who opened the email. 

Number of emails opened is divided by emails delivered and multiplied by 100.  

The Click Through Rate (CTR): It is the percentage of people who click on a link or 

image within an email. It  is a good indication of message attractiveness and 

effectiveness of content. 

Email Conversion Rate: It refers to the percentage of e-mail recipients who take the 

required action or complete a goal in your email campaign. It is estimated by taking the 

number of conversions and dividing that by the number of total opened email within a 

specific period of time. It is a useful measure to email campaigns’ effectiveness. 

Revenue Per Email Sent: It is the revenue a business gets per email sent. It is 

measure of return on investment. It is estimated by dividing the total revenue generated 

from an email marketing campaign by the total number of emails sent in that campaign. 

In order to monitor this metric email service provider and web analytics software such 

as google analytics.  

 Many email marketing tools also measure number and percentage of bounced 

emails, how many times the same person re-opened the same email? how many 

emails were forwarded to others? how many decided to unsubscribe and for what 

reason they did so? 
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 9.5 Do’s and Don’ts of E-Mail Marketing 

 This section focuses on the good practices that should be adopted and 

implemented and bad practices that should be avoided when using email marketing. 

The following section present a compilation of principles about using email as a 

marketing tool from the literature (Dodson, 2016; Hanlon, 2019; Michail, 2018; Neher, 

2019; Rayn, 2014; Rowles, 2014).  

Developing Content for Email Marketing 

DO: 

▪ Write succinct, succinct copy. Users scan emails to see whether there is 

anything of interest, so you must capture their attention right away. In a direct 

mail letter, extensive material may work, but people read email in a different 

way. 

▪ Concentrate your efforts on the top of the email, which is visible when it is first 

opened. This is referred as 'above the fold.' They won't scroll to discover 

something else in the email, if you don't engage them here. 

▪ Make an effort to stay current. This is simple wisdom, but they don't have to 

answer if the email contains nothing of interest. Worse yet, if the consumer gets 

the impression that your emails never include anything important to them, even 

if there is, the email is likely to be ignored.  

▪ Send multiple versions to different segments, or use dynamic content to 

personalize entire sections of the email to the customer's preferences or 

previous purchases.  

▪ Craft your design such that your main messages stand out even if the recipient's 

email software does not automatically download graphics. 

▪ Accommodate photographs since photos give a lot of information about 

destinations, attractions and facilities of tourism and hospitality firms. 

▪ Include social networking icons (Facebook, Twitter, YouTube, Flickr, Pinterest, 

TripAdvisor, etc.) in your emails.  

▪ Display any honours, each award's emblem or logo in your emails (e.g., Small 

Luxury Hotels, AAA Diamond Hotel, etc.).  

▪ Highlight the services and amenities of the business if you are targeting 

travellers. 
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▪ Include links to the hotel's Homepage, Special Offers, and Contact Us sections 

on the website. Links to the hotel's Reservations, Calendar of Events, and 

Visual Gallery sections should be included in leisure-focused communications.  

▪ Segment your audience based on their preferred language and location. This 

allows you to target the appropriate audience with the appropriate content 

(CMA, 2020). 

▪ Localize your emails so that they are written in the reader's native language and 

are culturally relevant. Be informed of current happenings in your area, for 

example (e.g., Singles Day in China, religious holidays, etc.). 

▪ Use pictures and colours that are culturally acceptable and resonate with your 

target audience. 

▪ Make sure your email welcomes are written appropriately. Personalized 

welcomes offer a 6x greater transaction rate and 41% higher click rate than 

generic greetings, according to email best practices. However, keep in mind that 

the gender of the addressee alters the syntax of the greeting in many languages. 

▪ Optimize your emails so that they work nicely in a smartphone email app and 

browser. Mobile devices are likely to be used to see them. 

▪ Prepare a landing page that has what the customers or recipients are looking. 

▪ Use the same tone, language, and design throughout the mail in line with 

previous mail. 

▪ Create custom landing pages to convert them into buying or booking. 

▪ Keep you formatting simple and keep your content short, simple and sweet. 

▪ Give emphasis to your subject line. Your subject line should be short (50-70 

characters). 

▪ Consider creating a sense of urgency in your subject lines that can increase the 

open rate.  

▪ Use descriptive address such as a hotel name in the from address field. 

DON’T:  

▪ Worry about your email being censored because of particular terms or content. 

The days of the term 'free' sending your email to the rubbish folder are long 

gone. What matters is your ISP's perception of you as a sender. Any 

attachments, JavaScript, Flash, or video should be included. It won't work, and 

many of your emails will be banned since ISPs consider this a security risk. 
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▪ Use exclamations marks, capital letters and words such as free and offer etc. 

▪ Use generic emails such as info@ or reservations@.  

Delivery of Emails 

DO:  

▪ Keep your to-do lists tidy. ISPs will evaluate whether you deserve to have your 

email sent based on the number of faulty addresses you send to and the number 

of complaints your emails generate from their customers. 

▪ Keep your emails up to date. Simply bombarding your database with non-

targeted offers will result in more complaints and have other negative 

consequences for your email campaign's performance. 

▪ Employ an email service provider. Even if your budget is tight, there are 

companies that will handle the send from their white-listed servers for a few 

pounds per month, handling all the technical requirements to obtain reliable 

delivery rates. 

▪ Engage your audience and keep in touch with them throughout the year. 

DON’T:  

▪ Consider whether or not employing an email service provider (ESP) will ensure 

appropriate inbox placement. Although an ESP can assist with the technical 

infrastructure required to achieve high delivery rates, only you have control over 

your sending reputation. 

▪ Add whatever email addresses you can get your hands on to your list. Sending 

unsolicited emails or to outdated lists will result in delivery problems. 

Timing and Frequency 

DO:  

▪ Send only when you have anything valuable to send. Don't get too caught up in 

the urge to keep a set frequency. Emails should be sent throughout the client 

life cycle, not only when you have a special offer. Before they forget your 

business, send them an email.  

▪ Send your emails when your offer is relevant to people, when your audience is 

receptive and online, when they have time. 
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DON’T:  

▪ Assume that sending more emails will always result in greater money. A long-

term impact of sending too many emails is that your subscribers will turn off and 

ignore your communications, lowering your email earnings. 

Testing  

DO:  

▪ Experiment with various A/B split tests to see what performs best. Ensure that 

each test is sent to a minimum of 1,500 people; otherwise, the findings will be 

suspect. 

▪ Test the email in several email clients and webmail providers to ensure that it 

arrives in the inbox appearing precisely as you planned. Alternatively, you may 

utilize a service like Litmus.com to perform all of this for you. 

DON’T:  

▪ Test more than one thing at a time when split testing; otherwise, you won't know 

what caused the difference in findings. Send your email without first sending a 

test email to yourself. Because email systems aren't as good at processing 

HTML as your browser, they can mutilate text and break links. 

Law and Ethics  

DO:  

▪ Make it clear on your data gathering forms what they're signing up for, what 

they'll get, and how often they'll get it.  

▪ Make it simple to unsubscribe and honour such requests. 

▪ Conform to local opt-in legislation and privacy standards and follow them. They 

are continually changing and vary from nation to country. Opt-in, consent, and 

legal notifications are all regulated differently in Germany, Switzerland, and 

Austria, for example. 

DON'T:  



 

23 
 

▪ Assume that simply because you're following the law, your data collection policy 

is ethical. In fact, spam is defined by the recipient's perception of it, not by what 

the law says. 

Measurement and Evaluation 

DO:  

▪ Keep track of openings, clicks, and conversions. This is something that every 

ESP allows you to accomplish, and even Google Analytics will let you measure 

how many purchases may be linked to a certain email campaign. Report on 

overall trends rather than particular email campaigns. This allows you to see if 

your performance is deteriorating and forecast what will happen if the trend 

continues. Analyse each section of your database separately. The more you dig 

down the reporting data, the clearer it becomes about where your email 

marketing is working and where it isn't. How do new consumers do in 

comparison to established customers, for example? Is there a distinction 

between men and women? What kind of stuff does each sector enjoy? All of 

information will eventually lead to suggestions for how to improve 

underperforming parts.  

DON’T:  

▪ Simply track the short-term results of the campaign. You must have a long-term 

approach.  

▪ Be content with industry standards. Just because your competitors' typical open 

rates and click rates are 12% and 3%, doesn't mean you should accept them. 

Those companies who put in the time and effort to make their email marketing 

campaign relevant and timely outperform the competition by at least 50%. 

9.6 Sample Email Marketing Campaigns 

 Airbnb is an online marketplace for holiday rentals and short-term housing. 

Airbnb operates as a broker during the transaction and charges a fee for this service. 

They advertise themselves as "A Community Built on Trust," and they have a solid 

reputation to back up that claim. The following promotional email from Airbnb is a 

wonderful email example that is customised for different market segments (Figure 1).  
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Figure 1: Airbnb Email Marketing Campaign of Destinations 

 

Source: Airbnb.com 

Figure 2: Email Marketing for a Mexican Restaurant 

 

Source: https://www.formget.com/best-restaurant-email-marketing/ 

https://www.formget.com/best-restaurant-email-marketing/
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After that, you can include links to your official website and social media profiles in your 

email marketing campaigns so that your recipients may pick their preferred method of 

contact. Take a look at a sample of restaurant email marketing that used website and 

social network buttons in their email footer (Figure 2). 

9.7 Conclusion 

Email marketing should be a significant part of marketing programs of hospitality 

and tourism businesses because of advantages it does provide. In this module, first 

you were provided with the definition email marketing and types of email in the context 

of marketing. Then, potential benefits and the drawbacks of email marketing to 

businesses in general and for tourism and hospitality business were discussed. A step 

by step guide for managing an email marketing campaign was introduced and each 

step is explained in detail. Finally, main principles of email marketing, which are 

compiled from relevant literature, was presented. Small and medium-sized tourism 

enterprises may easily and effectively implement these principles in their businesses. 
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Supplementary Sources 

https://www.drip.com/ 

https://www.airbnb.com/resources/hosting-homes/t/marketing-promotion-10 

https://reallygoodemails.com/emails/youre-invited-to-join-flex-booking 

https://www.sendinblue.com/ 

https://www.constantcontact.com/ 

https://hipmunk-com.com/ 
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Assessment Questions 

1) Which of the following concepts is used to describe a structured, systematic process 

that is one of the most effective direct channels for delivering highly relevant marketing 

communications to targeted subscribe? 

a) Outbound email marketing  b) Email marketing    c) Inbound marketing    

d) Automated marketing 

2) Which of the following is NOT an email type in the context of marketing? 

a) Transactional emails  b) Promotional Emails  c) Relational emails  d) Social emails 

3) Which of the following is not an advantage of email marketing? 

a) Personalisation of messages   b) Measurability of email campaigns  c) Difficulty of 

email delivery    d) Relatively low cost 

4) Which of the following is an email service provider or email marketing tool? 

a) Google analytics   b) MailChimp  c) Google ads    d) Social media 

5) Which of the following website can be used to monitor e-mail deliverability? 

a) https://www.spamhaus.org   b) https://www.spamcop.net   

c) https://www.emailreach.com   d) https://www.wordtracker.com 

6) The Click Through Rate (CTR) is the percentage of people who click on a link or 

image within an email. 

a) True  b) False 

7) Exclamation marks, capital letters and words such as free and offer should be used 

in the email subject line. 

a) True  b) False 

8) Social networking icons should NOT be included in emails sent to subscribers. 

a) True  b) False 

 

https://www.spamhaus.org/
https://www.spamcop.net/
https://www.emailreach.com/
https://www.wordtracker.com/
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9) What is the correct of order of steps for managing email marketing campaigns? 

a) Analysing results 

b) Defining email campaign objectives 

c) Optimising and delivering emails 

d) Designing and creating emails 

e) Building and segmenting an email list 

a) ebdca      b) acdbe      c) bdcae     d) cdbea     

        

10) Please match the concepts with the correct definition? 

1-Renderability of an email a-They are email messages and 

automatic notifications that are sent in 

response to a customer action. 

2-Email conversion rate b-It refers to email campaigns to 

encourage customer trial and purchase. 

3-Transactional emails c-It refers to the percentage of e-mail 

recipients who take the required action or 

complete a goal in your email campaign. 

4- Outbound email marketing  d) It is the difficulty in displaying emails 

for the variety of web clients, email 

clients, and devices. 

 

a)1b, 2a, 3c, 4d        b) 1d, 2c, 3a, 4b     c)1d, 2a, 3b, 4d       d) 1c, 2d, 3a, 4b 


