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ABOUT ELYSE

• 13 Years of Digital Marketing Experience

• Education: The University of Arizona, 
Thunderbird School of Global 
Management, Cornell & Pepperdine

• Owner & Founder, Prism Global 
Marketing Solutions

• Background in Marketing, Sales, 
Operations, and Management

• Author of 4 Books

• Forbes Contributor



ABOUT PRISM GLOBAL MARKETING SOLUTIONS

• HubSpot Platinum Partner
• Top HubSpot Partner in Arizona
• 2-Time Winner of the Marketing Automation and Email Marketing 

Award from the American Marketing Association (Spectrum Awards)
• Winner of 7 HubSpot Impact Awards
• Work with B2B and B2C Organizations
• Named Top 10 HubSpot Solutions Provider in the US
• Named Marketing Consultant of the Year by CV Magazine
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Decision-Making Journey

Analyzing Your Email and Automation 
Performance



EMAIL MARKETING IN 2020



WHAT HAS CHANGED IN MARKETING?



IS EMAIL MARKETING STILL EFFECTIVE?

• Email marketing is up to 40x more effective than social media 
campaigns (McKinsey)

• 92% of internet users have an email account and 96% of email 
users check their emails daily (HubSpot)

• 58% of individuals check their email before checking social media 
every morning (Opt-In Monster)

• 83% of B2B companies use e-newsletters as part of their content 
marketing strategy (HubSpot)

• Average email open rates across industries are 22.8% compared to 
a .58% engagement rate on social media (Opt-In Monster)

• 81% of SMBs say email is their most powerful customer 
acquisition tool (MailChimp)



WHERE DOES EMAIL RANK?

HubSpot, State of INBOUND Report, 2019



HOW IS EMAIL GROWING?

Statistica



WHERE DOES EMAIL FIT IN?

Traditional Funnel Continuous 
Communication



MAXIMIZING YOUR EMAIL 
MARKETING PROGRAM



TIPS FOR A SUCCESSFUL EMAIL CAMPAIGN

Create 
Compelling 
Content

Use the Right 
Tools

Engage With 
Your Subject 
Line

Segment Your 
Audience

Get the Timing 
Right

Track, Analyze 
and Adjust



OPTIMIZE YOUR EMAIL CAMPAIGNS

• Improve Your Subject Lines 
(subjectline.com)

• Use Personalization

• Include a Hyperlink and a
Call-to-Action Button

• Use a Secondary Call-to-Action

• Include Social Links

• Make Sure a Web Version is Enabled



HOW TO IMPROVE YOUR OPEN RATE

• Avoid Spam Words: Cash, Free, Cheap

• Use Action Words to Generate Interest

• Use Brackets When Possible
• Example: [Invitation] Exclusive Event on 1/29

• Personalize 
• Example: [Invitation for Jenn] Event on 1/29

• Experiment With Numbers and Emojis

• Be Mindful of Mobile Length 

• Use Preview Text

• Focus On the From Name



WHAT ARE THE STATS?

• 47% of consumers open an email 
based on the subject line

• 37% of companies see an increase
in email open rates by using 
personalization in subject lines

• 50% of emails are opened on
mobile devices

• 64% of people decide if they are 
going to open an email based on 
who it is from

Social Media Today, MDG, HubSpot



WHAT SHOULD YOU A/B TEST?

Emojis vs. Non-Emojis

Personalization vs. Non-Personalization

Brackets vs. Non-Brackets

Emojis Compared to Personalization

Personalization In Addition to Emojis

Start with Subject Lines, and Then Move to Content

Remember: Only Test 1 Thing at a Time



TIPS FOR EMAIL DESIGN

• Simple Performs Best

• Focus on One Content Offer
(excluding Newsletters)

• Short Header Image (250 – 300px height)

• Always Include a Logo

• Include Personalization Wherever
Possible

• Customize Your Signature

• Include Social Follow/Share Icons

• Opt-Out in the Footer with a Focus on 
Email Preferences



WHEN SHOULD YOU EMAIL?

If Batch Emailing:

• 10AM – 12PM: Ideal B2B Open Rates
• 12PM – 2PM: Lunch News Break
• 5PM – 7PM: Increase in Email Open Rates in B2B
• 7PM – 10PM: Best Time for B2C Promotions
• 10PM – 7AM: Do Not Disturb – Lowest Open Rates
• Days of Week: Tuesday and Thursday



WHAT IS SEND TIME OPTIMIZATION?

Sending Emails Based on the Day of Week and Time of Day a 
Contact is Most Likely to Engage

Case Study:
• Re-Engaged 54,000 Contacts Who Were Previously Dormant in Email

• Email Opens Increase of 10.1%; Email Clicks Increase of 155.8%

• 42% increase in treatments booked from monthly events

• $2.4 million in revenue growth in a 2-month timeframe



TIPS FOR SEGMENTATION

• Buyer Persona
• Decision-Making Journey
• Pages Viewed
• Lead Score
• Connected with Sales 

Already
• Emails Opened/Emails 

Clicked



DEVELOPING A MARKETING 
AUTOMATION PLAN THAT WORKS



AUTOMATION MAXIMIZES COMMUNICATION AT 
EVERY PHASE OF THE JOURNEY



START WITH YOUR “WHY”

1. Sales is unhappy with lead quality

2. Your sales process is complicated and takes too long

3. Most new leads aren’t yet ready to convert

4. You’re unable to contact the opportunities generated

5. You want to get the most from limited sales resources



HOW CAN YOU USE AUTOMATION?

• Target contacts with automated messages across 

email, social, web, and text

• Helps with lead reengagement, lead nurturing, 

lead scoring, business operations

• Example:

• Day 1: Thank You for Downloading the eBook

• Day 5: Related Blog to the eBook

• Day 7: Task for Sales Rep

• Day 10:  Video Testimonial

• Day 12: Task for Rep to Connect on LinkedIn

• Day 15: Schedule a Demo



EXAMPLE AUTOMATION EMAIL SEQUENCE

Calculate Your ROI Email Case Study Email Consultation Email



USES OF MARKETING AUTOMATION

Think past just email marketing!



DETERMINE YOUR BUYER 
PERSONAS AND THEIR

DECISION-MAKING JOURNEY



DEVELOP BUYER PERSONAS: CONTENT PLANNING

• Semi-fictional 
representation of your ideal 
customer based on market 
research and real data 
about your existing 
customers

• Consider including:
customer demographics, 
behavior patterns, where 
they go for information, 
motivations, and goals



ALIGN CONTENT WITH YOUR BUYER PERSONAS

Why Is This Important?

• Solves for the ideal customer

• Tailor messaging to a specific 
audience

• Customize content based on 
what is most valuable

• Segment your audience



UNDERSTAND THE DECISION-MAKING PROCESS



EXAMPLE: WHAT IS THE BEST CONTENT TO SEND?

Awareness

• ENGAGE LEADS
• Blog: How to Find the Best Senior Living Community
• Downloadable Guide: Things to Consider When Looking for a Senior Living Community
• Video: Family Stories

Consideration 
/ Evaluation

• NURTURE LEADS
• Blog: What is Most Important When Choosing Between Senior Living Communities?
• Downloadable Asset: Sample Activity Schedule for Residents
• Videos: Meet the Team

Decision / 
Purchase

• CLOSE LEADS
• Offer: Schedule a Tour of our Community
• Video: Virtual Tour of the Community



OTHER EXAMPLE CONTENT TYPES BY STAGE

AWARENESS

• Whitepapers
• eBooks
• Checklists
• Guides
• Videos

EVALUATION

• Customer 
Stories

• Meet the Team
• Case Studies
• FAQ Sheets

DECISION

• Connect with a 
Rep

• Schedule a 
Demo

• Request an 
Estimate



DOES THIS HELP GENERATE REVENUE?

• Marketing automation has a 40% ROI (HubSpot)

• 44% of individuals made a purchase in 2019 based on an 
email promotion (McKinsey)

• Companies using an abandoned cart email see a 29% 
increase in sales from that single email (SpotOn Digital)

• Companies using a series of emails for abandoned cart 
campaigns see a 37% increase in sales (SpotOn Digital)



ANALYZING YOUR EMAIL 
MARKETING AND MARKETING 

AUTOMATION PROGRAM



EMAIL MARKETING METRICS TO TRACK

• Open Rate in Comparison to Prior Emails

• Open Rate in Comparison to Industry

• Click Rate in Comparison to Prior Emails

• Click Rate in Comparison to Industry

• Click Map for Engagement

• CTA Compared to Hyperlink Clicks

• Personas with the Highest Engagement

• Personas with the Lowest Engagement

• Opt-Out Rate

• Spam Rate

• Time Spent Viewing Email



WHAT ARE SOME TARGET METRICS?

• Email Deliverability: 95% - 100%

• Open Rate: 20% - 30%
• Click Rate: 2% - 5%
• Unsubscribe Rate: .5% or less
• Spam Rate: .01% or less



EXAMPLE ANALYTICS: BATCH EMAILS



EXAMPLE ANALYTICS: AUTOMATION



ANALYTICS: OVERALL EMAIL PROGRAM



ANALYTICS: OVERALL MARKETING PROGRAM



EMAIL AND AUTOMATION IS NOT EASY, BUT 
IT IS INVALUABLE!

• Grow Your Qualified Leads
• Increase Your Customer 

Conversion Rate
• Grow Your Revenue
• Improve Your 

Communication
• Increase Your Prospect and 

Customer Brand Trust



NEXT STEPS: TOOLS FOR YOU

• Download Your FREE Content Marketing 
Workbook, Content Audit Worksheet & Slides: 
offers.prismglobalmarketing.com/AMA

• Or you can give me your business card and I 
will email you the resources

• Connect With Me on LinkedIn

• Follow Us on Twitter: @PrismGlobalMKTG



LUNCH & LEARN INVITATION

• The Voice of the Customer

• Guest Speaker: Kevin Dunn, 
HubSpot

• March 16th: 11:30AM – 1PM

• SkySong
• Lunch will be provided



QUESTIONS?
ELYSE FLYNN MEYER

ELYSE.MEYER@PRISMGLOBALMARKETING.COM
(480) 720-8552

@ELYSEFLYNNMEYER
@PRISMGLOBALMKTG


