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Introduction
Email is still king when it comes to digital marketing tools. You 
just have to grow your email contact list and keep leads active 
with engaging information that is of value. The key here is to 
leverage the most effective strategies at each stage of the 
conversion journey.

The four main stages of the conversion journey, including the 
customer service interaction after close of the sale, include:

Curiosity – Reach out to potential prospects, vendors 
and partners who are in the exploration stage of their 
journey.

Consideration – Provide content to those ready to act 
and looking to make a decision.

Conversion – Provide information or content to enable 
commitment.

Customer Engagement –  Nurture customer loyalty to 
encourage advocacy and long-term engagement.

In this guide, we will walk you through the email campaigns 
for each phase in the conversion journey, how market 
segmentation plays an import role in delivering on-brand 
messaging throughout the journey, and provide some best 
practices to keep your message focused and resonating with 
each audience.

Target the Audience
In each phase of the conversion journey, focus on building 
relationships with prospective customers as well as existing 
customers. Successful relationships will come from an 
understanding of the audience and meeting their information 
needs in each phase of the conversion journey.

Audience Segmentation
Audience segmentation is key to a successful email campaign 
as it enables you to identify and deliver the right content to 
the right audience at the right time. Audience segments can 
be defined by industry type, a role within an organization, 
or other identifiers that help you tailor the end message. By 
identifying these potential segments and creating specialized 
targeted lists, you can ensure you are delivering meaningful 
messages and content that will resonate and be more likely 
to result in increased traffic and activity along the conversion 
journey. 

Further, leveraging a CRM system that can be managed 
by your whole team can provide an easier way to track 
interactions with current customers as well as prospective 
customers. Your team should be encouraged to capture 

and tag contact information from prospect to customer to 
brand loyalty to appropriate audience categories so your 
communications are always on point. 

We recommend segmenting your customers and prospects 
by traits that include industry, job role, geography, company 
size, revenue, number of users, or others to focus your 
communications on specific target audiences and cater to 
their needs in each phase of the conversion journey. In each 
phase, capture additional information about the audience 
through analytics, tracking of on-site behavior and even 
personal interactions. Identify user roles in their organization 
and tag contact information in your customer database.

Micro Segmentation
Micro Segmentation allows you to break down groups of 
customers by their specific needs and pitch to that need for 
a very specific micro-segmented target audience. Emailing 
a specific audience tailors each communication and helps to 
reach and penetrate niche markets.

You should tailor your content so that you are targeting 
the appropriate audience segment in each phase of the 
conversion journey. Build the relationship through each 
phase, and tailor communications based on where they are in 
the journey. Focus on the customer and what they need and 
when. For example, sending someone a pricing quote when 
they are in the curiosity phase will not have the same impact 
as sending it to someone in the commitment phase who is 
ready to make a transaction. Likewise, if you were to send an 
article about features and benefits to Human Resources found 
within an ERP solution, you would not want to send that to 
a purchasing department head and think they will find that 
useful or valuable. When you fail to address micro-segments 
appropriately, you run the risk of potential customers 
dropping off out of disinterest and exiting the conversion 
journey.

Email List Hygiene
List hygiene is critical to ensuring that you are avoiding 
bounce rates and increasing the likelihood that a receiver 
will open the email. You can ensure that your list is a 
healthy one by following these steps:

• Use automated cleaning campaigns to avoid high 
bounce rates, as they lower deliverability and reputation. 
This will help you improve your overall sender 
reputation.

• Improve list hygiene by managing soft bounces, role-
based accounts, and disengaged subscribers.

• Remove role-based accounts not specific to a person, 
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such as abuse@, support@, and info@. It’s important 
to remove these accounts from your email list for the 
following reasons:

•  It’s impossible to prove that everyone who receives 
emails at these addresses has opted in.

• These email addresses commonly appear on 
websites, so they are more susceptible to being 
harvested off the internet.

• Blacklist providers like Spamhaus use role accounts 
as honeypot spam traps to catch spammers.

Email Communications Plan
Before launching an email campaign, build out an email 
communications plan that takes into account the audiences 
you plan to reach, their specific objectives, the phase of the 
conversion journey they are at, and frequency of emails.

Essentially you are creating a road map of communications 
that you plan to send. Whether they be graphically 
enhanced emails touting new blog posts or a white paper 
download, or perhaps a sales followup message. The goal 
of this exercise is to ensure that you do not overly saturate 
a person’s inbox with messages and ensure that messages 
are aligned and properly building upon each other to drive 
the customer to the next phase of their decision making 
process.

The graphic below illustrates an example of a pace 
for sending messages and general types of content to 
distribute. This kind of plan should be created for each 
phase of the conversion journey.

Examples of items that might be included in this plan by 
conversion journey phase include:

• Curiosity

• Blog Posts

• White Papers

• eBooks

• Trend Reports

• Sales Follow-ups (often in a text based email with a 
segmentation identifier)

• Consideration

• Customer Success Stories

• Request a Demo

• Request a Proposal

• Getting Pricing Right

• Blog Posts

• Reinforcing Messages from Sales

• Commitment

• Proposal Followups

• Demo Followups

• When is the Time Right for Implementation

• Personal Sales Followups

• Customer Engagement

• Latest Releases

• Opportunities to Expand Solution

• New Plugins or Modules

• Testimonial or Ratings Requests

• General Satisfaction Survey Feedback

Initial 30 Day Communications Blitz

Day 1
White Paper 
Teaser

Day 7
eBook

Day 5
Webinar

Day 3
Infographic

Day 9
Blog Wrapup

Day 25
eBook

Day 20
Webinar

Day 15
Infographic

Day 30
White Paper 
Teaser

On-Going Maintenance Communications

Week 1
Blog Wrapup/
Whitepaper

Week 7
eBook

Week 5
Webinar

Week 3
Infographic

Week 15
eBook

Week 13
Webinar

Week 11
Infographic

Week 9
Blog Wrapup/
Whitepaper

Week 17
Blog Wrapup/
Whitepaper

Initial 30 Day Communications Blitz

Day 1
White Paper 
Teaser

Day 7
eBook

Day 5
Webinar

Day 3
Infographic

Day 9
Blog Wrapup

Day 25
eBook

Day 20
Webinar

Day 15
Infographic

Day 30
White Paper 
Teaser

On-Going Maintenance Communications

Week 1
Blog Wrapup/
Whitepaper

Week 7
eBook

Week 5
Webinar

Week 3
Infographic

Week 15
eBook

Week 13
Webinar

Week 11
Infographic

Week 9
Blog Wrapup/
Whitepaper

Week 17
Blog Wrapup/
Whitepaper

Email Activation Guide  |  Page 3



Email Structure
A solid and consistent structure to your email helps users 
quickly identify that the message is from you. It also helps 
to ensure that all relevant elements are always included to 
maximize the impact of your email efforts.

Keep in mind the following tips:

• Clear Subject Lines - Your subject line should be clear 
and consistent with the content of the email–no tricks, 
clickbait, or ambiguity about what the email actually 
contains.

• Clear Primary Message - The primary message should 
start with the subject line, flow to the impact headline, 
and be reinforced by the message body.

• Clear Call-To-Actions - Be sure to use call-to-actions 
so that the message receiver clearly knows what 
their next step is. These buttons should also offer you 
clear insight on what the user needs or what they are 
looking for from that message for better targeting.

Hi

 

John,

I wanted to followup on the email we sent a few 
days ago. At Exact, Macola division we are

 

passionate about providing solutions that help 
companies maximize profits and operational

 

efficiency.

 

If you would like to visit more about how we have 
helped many Metal Fabricators across the country

 

grow their business, I’d be happy to hop on a call 
at your convenience.

In the meantime, I invite you to check out more 
from Macola.

PRIMARY TRIGGER CTA

SECONDARY TRIGGER CTA

Best Regards,

Dale Hammond
Dedicated Sales Representative
(555) 555-5555

You received this email because you are subscribed to Product Information from Exact.
If you prefer not to receive emails from Exact you may unsubscribe or set your email preferences.

Macola 10
Power Headline Goes Here, Catch 
Attention Of Role/Journey State

Hi

 
John,

Is your company struggling to maximize profits and 
operational efficiency? We have helped many 
Metal Fabricators across the country grow their 
business by providing better data and more

 

efficiency by tying the entire company together in 
one robust enterprise solution.

I’d like to invite you to discover how
 

Purchasing 
Managers such as youreself are working better 
through the power of Macola 10.

PRIMARY TRIGGER CTA

SECONDARY TRIGGER CTA

Best Regards,

Dale Hammond
Dedicated Sales Representative
(555) 555-5555

Can’t See Images? View this email as a web page here.

You received this email because you are subscribed to Product Information from Exact.
If you prefer not to receive emails from Exact you may unsubscribe or set your email preferences.

©2017 Exact. All Rights Reserved.
5455 Rings Road, Suite 100, Dublin, OH 43017

Phone: 1-800-468-0834

• Personalization - Always personalize the message, 
this has a huge impact on open rates and 
engagement. Always address the receiver by name 
and always make sure the email comes from a person 
within your organization.

Here is an example of the anatomy of a well crafted email. 
Presented here are both a text based email structure and 
graphical email structure. A good campaign will utilize both 
for full effect.
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Avoid Email Marketing Fatigue
Avoid email burnout by optimizing your email plan for each 
phase. Audience, profiling data, and targeting models are 
tools to better define and target customer segments. 

Be Strategic -- Be mindful of the audience and consider 
both the volume and timeliness of communications. 
Give the audience options to determine “Are we sending 
you too much information? Let us know by setting your 
preferences.” Conducting an initial email campaign helps 
to test the types of content best suited to each audience 
segment.

Use a Mix of Creative Elements - Be consistent in the use 
of calls to action, headlines, graphics, images, landing 
pages, etc. Use a healthy mix of personalized text-based 
emails along with graphically enhanced emails. Provide 
links that are suited to the audience. If you are encouraging 
a key decision maker in the Finance Department to view 
a list of finance related modules for the ERP solution, 
provide a link to the list of finance modules, not the website 
homepage.

Create content that resonates with the audience, and make 
sure the right audience gets the right content.

Message Frequency - Start strong with weekly messages, 
then eventually trickle off to every other week and then 
ultimately once a month. Items like blog posts can be sent 
more often. However, you should be strategic in how many 
times you ask your potential customer to “close the sale” 
with a hard sell pitch.

Stay Engaged - Don’t stop until they elect for you to stop. 
An email address of an interested contact is invaluable. 
Just because they haven’t taken an action in 12 months 
doesn’t mean you shouldn’t stay in touch. Keep them 
informed of latest blog content, thought leadership pieces, 
and product updates. You never know when that person 
may make a career change and end up at a company that 
needs the Macola solution.

Curiosity Phase Emails
Leverage content marketing to encourage new visitors 
and grow your audience. At this stage, the buyer is curious 
and exploring. The value of great content cannot be 
emphasized enough in this phase. Content that is relevant, 
valuable, and educational increases curiosity and attracts 
potential customers to visit your site. 
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In this phase, start with the prospective customer, and 
identity what they are looking for. Focus on building the 
relationship with the audience. The subject of these emails 
is on an audience who is looking for information, so send 
content that is useful to them at this stage. For example, 
you wouldn’t send a pricing quote to someone who is in the 
curiosity phase. What is more appropriate is leading your 
audience to a white paper, article or other content. Always 
let them know what they can expect to find and how it will 
be of benefit to them.

The goal in this phase is to get the target audience to 
further explore your product or service. Here are the types 
of communications that are best suited to send during the 
curiosity phase:

• Blog Posts

• White Papers

• eBooks

• Trend Reports

• Sales Follow-up (graphical and only text based)

• Segmentation Identifiers

Consideration Phase Emails
During the consideration phase, a prospect is ready to 
act. These people are in the decision-making stage and 
key success factors here include interaction on the web, 
mobile or social channels. Leverage your email campaign 
to target those people who are in a role to take action and 
provide the content appropriate for them. Audience and 
segment tagging is invaluable throughout the conversion 
journey, however, is even more critical at this stage. Tailor 

communications to the target audience and personalize 
each message to help them get to a decision.

If your contact information isn’t complete entering this 
phase, it’s a good idea to leverage various communication 
devices that enable the contact to self identify and provide 
additional information..  White paper downloads for 
instance may have a “fill out this form to download” feature 
which can then be scrubbed against your email contact list. 
Likewise, you may send an email that asks them to tell you 
more about them to better present relevant information, 
the link can go to a form supported by your email system 
that asks questions like “select your role”, “what industry 
best represents your company”, and “what is the size of 
your organization”.

Alternatively, you can engage with services that help to 
match key demographic points with contacts that you 
provide. These can be a very valuable tool to get deeper 
insights so that you can target your messages more 
appropriately.

Here are the types of communications that are best suited 
to send during the consideration phase:

• Customer Success Stories

• Request A Demo

• Request a Proposal

• Getting Pricing Right

• Blog Posts

• Reinforcing Messages from Sales
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Commitment Phase Emails
At this phase, messages really should not be automated. 
Prospects are ready to commit, and communications need 
to be more personalized and come directly from the sales 
team (signed with name and contact information). It is still 
wise, though, to send along thought leadership pieces that 
will be relevant and valuable to the contact.

Here are the types of communications that are best suited 
to send during the commitment phase:

• Proposal Followups

• Demo Followups

• When is the Time Right for Implementation

• Personal Sales Followups

Customer Engagement Emails
Once you’ve achieved the lead or customer, how do you 
nurture them to be committed and loyal customers? These 
efforts are key to lifetime value.

Here are the types of communications that are best suited 
to send during the customer engagement phase:

• Latest Releases

• Opportunities to Expand Solution

• New Plugins or Modules

• Testimonial or Ratings Requests

• General Satisfaction Survey Feedback

Automation Tools
From onboarding new subscribers to nurturing new leads 
to creating engaged, loyal customers, email automation 
can save you time and help you avoid missed opportunities 
to communicate.

 

Streamline your efforts, especially in the earlier phases of 
the conversion journey, by automating the email process. 
Use a service that automatically begins sending a string of 
emails based on predetermined variables (usually triggered 
by the initial signup, or a conversation with a lead qualifier 
or sales representative).

There are services that are very simple and straightforward 
(such as MailChimp) and others that are much more robust 
(such as Marketo, HubSpot, etc.). Pick the solution that is 
right for not only your business needs, but the capabilities 
of your team. If you are just starting to venture into email 
marketing and putting some automation into place, we 
recommend starting with a simpler solution. You can 

always upgrade once you get the hang of email marketing. 
Keep in mind that more complex solutions will require 
development resources or an integration partner which can 
get expensive.

Track Results
Put the Measurement Data to Work - Track results 
throughout each phase in the the conversion journey 
to determine the effectiveness of each email campaign. 
Analyze the data to give you insight into how well you are 
targeting your audience and the use of content and other 
creative elements. Constantly try new ways of displaying 
information, subject lines, email “from” names, etc. to see 
what resonates the best with various organization roles, 
conversion journey phase, and industry.

The primary metrics you’ll want to watch for each segment 
are open rates and click-through rates. 

Interaction Tracking - Interaction tracking is essentially 
knowing what links people clicked in your email. Did you 
present 3 different links? It might be valuable to know if 
someone clicked to view a particular article (self identifies 
for a role or industry), or hit a secondary button to request 
a demo on a curiosity email which identifies that they are 
really at a consideration phase.
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Email is Part of an Omni Channel 
Approach
A strong email list can be used to deliver content through 
social media, better understand leads and predict behavior.

Social Media - You can leverage your email lists to further 
target customers with engaging content on Social Media. 
For example, Facebook offers the ability to upload an 
email list, they will match to user profiles and then you can 
deliver content to that list.

Lead Scoring - Identify the characteristics of an optimal 
lead to be targeted and nurtured. Run your email list 
through lead scoring services and other services that can 
provide you additional insights about their company, their 
role, and their industry.

Call-to-Actions - Consider how call-to-actions contained 
in your email will lead the user to a specific page, and what 
is on that page that guides them to the next intended step. 

The goal is to keep them engaged on your site, so always 
consider the logical next step the audience should take, 
and then track how your audience navigated your site 
based on user flow data in your site analytics reporting.

Predictive Marketing Services - Leverage a programmatic 
or predictive solution. These services can help provide 
insight into your potential customers buyer intent. These 
are robust solutions that track consumers’ online behavior. 
They are also able to predict when someone will be ready 
to transact or move to a new phase of the conversion 
journey. Further, they are able to programmatically deliver 
key messages either on social media, via email, or even 
through display advertising that seeks to answer a question 
that the potential customer may be searching. These 
services are great when you need to land early leads while 
you wait for your funnel to completely activate. It can take 
anywhere from 6-18 months for business-to-business lead 
nurturing.
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Conclusion
Email remains a key digital marketing tool to engage 
and communicate with target audiences throughout the 
conversion journey. Here are the points to remember 
throughout the journey:

• Identify and message to your key segments (roles, 
industry, company type, etc.)

• Have a plan for succinct and coordinated emails

• Engage at each phase of the conversion journey with 
phase appropriate messages

• Leverage email automation tools to streamline your 
email delivery efforts

• Track and measure performance

• Leverage a full omni-channel approach to marketing.

Implementation Assistance
If you need assistance with implementing any of the items 
discussed within this guide, we invite you to reach out to 
our Digital Agency, Lilypod Media for assistance.

Lilypod Media Contact

Christine Baldelli

macolapartner@lilypodmedia.com

We also welcome your feedback. Please direct comments, 
suggestions, and other partner related questions to:

Lisa Wise

lisa.wise@exact.com

Email Activation 
Checklist
- - - - - - - - -

Get started with strong email 
communications with this checklist

 F Establish target audiences and 
segments (industry, role, etc.) 
you will create customized 
messages for.

 F Establish procedures to ensure 
a quality email list and good list 
hygiene

 F Develop your communications 
plan and consider messages for 
your initial communications blitz 
and on-going maintenance

 F Create customized messaging 
to speak to customers at the 
appropriate phase in the buyer 
journey (Curiosity, Consideration, 
Commitment, Customer 
Engagement)

 F Identify and utilize automation 
tools to fuel your campaigns

 F Set up tracking mechanisms so 
you know what’s working

 F Ensure your email 
communications are building 
upon your full marketing 
ecosystem
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