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One of the simplest ways to bring in    new business is by sending out emails.

Trying to draw attention to 
an email is like the well-worn 
cliché about standing out in a 
crowd. It’s actually more than 
that when you think about 

it, instead of a bunch of passers-by going 
about their business and doing their best to 
ignore each other, every single member of 
that crowd is sticking their hand in the air 
and screaming ‘open me’.

If you’re doing it right, one in three 
people you send an email to will open it, 
and if a decent number of them click on 
something then you’re in the gravy zone.  
If you can get someone to open your email, 
interact with your messaging, and then 
end up on your website there is a strong 
chance you can convert that visit into a 
sale of a product or service. The fact is that 
even if they don’t buy something on their 
first visit, they stopped by, and that makes 
them more likely to purchase on a second 
or third visit.

It’s kind of like how monstrous 
conglomerates like Coca Cola don’t care 
if you don’t go and buy a soft drink after 
glimpsing one of their ads on the side of a 
bus. Coke’s ad team is more interested in 
how many times you have seen the logo 
and how strong your brand association 
is when you visit the supermarket or 
convenience store. 

Small businesses aren’t going to have the 
financial muscle of a multi-national, but 
that doesn’t mean you can’t build up brand 
awareness and association on a smaller 
scale. If you implement it in the right way, 
email marketing can bring in the prize that 
puts a smile on almost every small business 
owner’s face – new customers. >

Customers
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As part of our investigation, NETT spoke 
to a number of small business owners, to 
share their story with us and explain how 
they are using email marketing to reel in 
new customers.

Queen B
Cate Burton was working as a lawyer 
specialising in corporate litigation when 
she started rolling beeswax candles as a 
hobby. She started taking them to markets 
in her spare time and slowly but surely 
built a business out of it called Queen B 
that is still going 10 years later.

“I decided to try email marketing as 
soon as I had a website which was back in 
2004,” she recalls. “I had a lovely Buddhist 
monk build my first e-commerce enabled 
website and had a newsletter signup from 
day one. 

“It was the best way for me to 
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communicate directly with customers 
and take them on the Queen B journey,” 
she adds. “I’m not just about flogging a 
product, Queen B is all about ethics and 
integrity in business and I wanted to have 
a conversation – email marketing is a great 
way of doing that.”

As part of her research gathering, Cate 
signs up for a lot of newsletters and she 
unsubscribes if all the company is trying to 
do is push product onto her. 

“If I want to buy something I’ll go 
looking,” she explains. “I am interested in 
knowing more about the companies and 
people that I buy from. I want to know 
what’s important to them and what they 
stand for.”

Queen B sends out a newsletter once 
a month containing a summary of all the 
things that have been going on with the 
company’s Twitter and Facebook in one 

“I had a lovely 
Buddhist monk build 
my first e-commerce 
enabled website and 
had a newsletter 
signup from day 
one.”

Cate Burton.
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summarising email. It’s become popular.
“I’m not interested in having thousands 

of unqualified subscribers who actually 
have no interest in what we do and no 
interest in potentially burning beeswax 
candles,” explains Cate. “The only way we 
have built our database is with a signup 
link on the homepage of our website. 

One of the added benefits for Cate is 
the interaction with customers. She likes 
to look back on thank-you emails or a 
photograph from a customer when she’s 
slogging through her Business Activity 
Statement or filling in insurance  
renewal forms.

“Because the people in our database 
have chosen to be there, we have a 
massive open rate and a very high 
conversion rate when we do an offer 
– we also have lovely feedback and 
conversations,” she says.

Cate is the first to admit that the 
business really has no budget for 
marketing, which is why the email strategy 
is so critical.

“We generally have an open rate of over 
50% and somewhere around a 30% click-
through rate,” she says. “More so than 
that, I think we have a pretty locked-in 
customer base because they know a lot 
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about us and what we do here at Queen B.
“Because of the price of beeswax and 

the labour costs of hand making every 
candle in Australia, our products are more 
expensive than their toxic cousins.”

It was that focus on building a database 
of quality members rather than just 
focusing on the numbers that helped 
Queen B to grow in size during the global 
financial crisis when other businesses were 
falling off the map.

Cate’s emails let her explain how the 
business is a low-margin operation, how 
the product works, and explain the ethics 
behind the production of the candles. She 
makes sure customers understand that 
they’re supporting Australian beekeepers 
when they purchase.

NewsBusiness
David Bateson was working in sales and 
business development for a retail franchise 
group before he decided to start his own 
content marketing agency. Despite his 
experience, one of the first stumbling 
blocks he encountered was the name.

Originally called News Equals Business 
back in 2007, David ended up renaming 
it to NewsBusiness after having people on 
the other end of the phone say  > 
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‘musical what?’ (try saying it quickly).
 Despite that setback, David has made 

his living by providing other business 
owners with help with email marketing. 
One of the common mistakes he has seen 
over the years is people not making sure 
they have the legal side of things covered.

“All recipients must have consented to 
receiving your email – if they haven’t you 
are sending spam,” he explains. “This can 
either be by opting in on your website or 

DaviD’s top 5
David Bateson, founder of 
NewsBusiness, has five 
tips for getting started 
with email marketing.

1 Give some thought as 
to who your target market, 
or even perfect client, is, 
and then write for them.

2 Rein in your temptation 
to sell and focus on 
informing and educating 
your audience.

3 Try to make your email 
look less like a corporate 
newsletter and more 
like a personal update. 
People generally respond 
better to a more informal 
approach.

4 Pay attention to the 
subject line of your emails 
– if you are covering a 
range of different topics 
in your email it’s a good 
idea to have all of the 
‘headlines’ from these 
articles or topics in the 
subject line. It makes for 
a longer subject line, but 
gives recipients a reason 
to open your email if they 
spot a subject they’re 
interested in.

5 Like any marketing 
strategy you need to 
set time and/or money 
aside to make email 
marketing work. Aim to 
send something out at 
least once every month 
and give it at least six 
months to determine if 
it’s working for you. Your 
first one isn’t going to be 
perfect, but at least make 
a start, knowing you can 
only improve as you go.

actually saying that they’d like to  
receive them.”

One of the grey areas of email marketing 
is around implied consent. David 
points out that you can, within reason, 
imply consent from current and recent 
customers. But he stresses you must give 
everyone the ability to unsubscribe to  
your email.

Another mistake David has seen 
amongst his customers is focusing too 

“If the only emails people receive from 
you are ‘10% off today’ type ones, you’ll 
see a high unsubscribe rate…”

David Bateson.
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“We ask if they would be interested in receiving 
regular, valuable industry-related updates via email 
and obtain their permission to join our mailing list.”

much on the instant sale.
“Depending on your line of business, 

you may or may not expect to make an 
instant sale from your email marketing 
campaign,” he says. “If the only emails 
people receive from you are ‘10% off 
today’ type ones, you’ll see a high 
unsubscribe rate – far better to mix it up 
and provide some advice alongside the 
sales messages.”

David also has a few pointers for 
building up your database, such as 
putting a signup box on every page on 
your website, not just the main page. He 
recommends putting a signup link in your 
email signature, and making it a priority 
whenever you interact with people at 
tradeshows and during sales calls.

“Offer something of value to visitors to 
your website in exchange for their email 
address such as a whitepaper, report or 
guide they can download once they have 
entered their email address,” he says. 
“Consider putting a popup box on your 
website that pops up when a visitor has 
looked at two or three of your pages.

“Don’t ask new subscribers to give you 
too much information – the more you 
require the fewer people will sign up,” he 

BerNy’s tips

Berny Bacic is the 
managing director at 
The Burrow Group, and 
has a few tips for those 
getting started in email 
marketing.

 Ensure you target 
your audience and send 
emails that your readers 
will be motivated to read 
and find useful. Include 
obvious links to your 
website, landing page or 
specific product page. 

 Never send an email 
with one big image, 
always mix up the use of 
text and images to convey 
your key messages. 

 Make sure to keep your 
text short so it’s easy  
for your readers to scan 
for key points if they are 
time poor. 

 Make sure you follow 
spam regulations every 
time you send out your 
emails. 

 Make it easy to 
unsubscribe and send 
a test email to yourself 
to proof read your email 
newsletter.

adds. “Perhaps just ask for their first name 
and email address to start off with – you 
can always ask for more at a later date.”

the Burrow Group
Berny Bacic had been working as a graphic 
designer for a number of years at The 
Burrow Group before she took over the 
studio. One of the most successful ways 
the business brings in customers is with 
email marketing.

“Email marketing allows targeting, 
is data driven, drives sales and builds 
relationships, loyalty and trust,” she says. 

One of the main reasons The Burrow 
Group started using email marketing is to 
reach out to prospects and existing clients 
in a cost effective way.

“We send out fortnightly and monthly 
email newsletters, with content varying 
from specific promotional product 
categories to informative reads on our 
industry that are insightful and useful to 
our readers,” she adds.

One of the most important parts of 
email marketing is the database. Without 
a list of people to send your messaging 
to, you can’t really do much. It is also 
important (and legally required) for > 

Berny Bacic.
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your recipients to have opted in to receive 
your emails.

“We prompt signup on our website and 
in person,” explains Berny.  
“Through research of great businesses we 
would like to work with, we contact each 
individual we would like to connect with. 

“We ask if they would be interested 
in receiving regular, valuable industry-
related updates via email and obtain their 
permission to join our mailing list.”

Berny has had mixed success with 
various headlines, and believes that the 
success of each newsletter will depend 
entirely on its content.

“We are still testing various methods 
and tweaking each month,” she explains. 
“We have a long way to go before we 
reach our target of readership and click-
throughs, but we have now implemented 
an effective strategy based on trial  
and error.”

There are a couple of missteps that 
Berny and the team made along the way, 
which she calls beginner mistakes.

“Whilst we have every contact name, we 
have not in every instance personalised 
each email newsletter,” she says. “Our 
subject lines have also been weak at 
times and our calls-to-action have not 
been direct. A number of our emails have 
also contained image-based content as 
opposed to a mix of text and visual.”

JobFlex
Don Robertson has been working 
in the recruitment industry for 
eight years before he decided to 
start his own boutique agency in 
2008. He still runs that as a successful 
business but he started an online site that 
lets people list temporary and short-term 
contract jobs called JobFlex.

“We decided to use email marketing as 
it is a direct, cost effective medium,” he 
explains. “The results can be easily tracked 
and monitored.”

The JobFlex team sends our fortnightly 
jobseeker updates and monthly 
newsletters. Don has put in an opt-in 
checkbox on the candidate registration 

“Our email marketing has been extremely successful, 
we have an open rate of 40.2% and an average click-
through-rate of 18% which is very high.”

form and so far over 70% of candidates 
who have applied for a position have 
opted-in to receive the newsletter.

“Our email marketing has been 
extremely successful, we have an open 
rate of 40.2% and an average click-
through-rate of 18% which is very high,” 
he adds. “It took us a while to get our 
template right as consistency is key to 
email marketing and our initial one was 
slightly busy.”

David set about refining the template 
to make it simpler, and also focused on 
trimming down the amount of content 
going into the newsletter. He believes they 
were trying to put too much information 
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in at first, which resulted in very  
lengthy emails.

“We refined the way that the content is 
presented and written and incorporated 
more click-throughs to pages on our blog 
which expands on the content on  
the newsletters.”

One of the more potent elements of 
Don’s strategy is the focus on images 
relevant to your content. He stresses that 
emails really need to be visually appealing 
as well as having the right amount of 
relevant editorial content. 

“It’s important to have fresh content in 
your emails rather than just repeating the 
same message over and over again.” 

Complete email marketing solutions – netregistry.com.au
Building a database – tinyurl.com/emaildb
How to write email content – tinyurl.com/emailcten
5 steps to getting customers with email - tinyurl.com/emailfive
Email marketing software – mailchimp.com  
(free if you have fewer than 2,000 subscribers, paid after that).

tooLBoX

Don Robertson.


