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Effective E-mail Marketing

Traditionally, most custom framers have
found direct mail an effective method of
marketing business. While it can still be a

useful tool for marketing to clients, the return on
this type of investment continues to decline as
postage rates increase and it becomes increasingly
difficult to be noticed among all the pieces of
mail bombarding homeowners each month.

For these reasons, a well-organized and sys-
tematic approach to building an e-mail marketing
program can be a valuable and cost-effective way
to grow your business. Several aspects of this type

of marketing must be con-
sidered, however, to make
it effective. A poorly
planned or poorly commu-
nicated e-mail campaign
can actually hurt relation-
ships with clients or be eas-
ily overlooked as junk mail.

E-mail marketing is
most effective when it pro-
duces “quality touches”
with clients that address
their various individual

needs. A marketing strategy that provides the type
of information considered valuable to those who
read it increases the effectiveness of your message.
Since clients have different types of needs, an
effective e-mail marketing program covers several
layers of communication.

People who understand relationship-building
skills are aware that one of the keys to building
good relationships is to show a sincere interest in
the person with whom they are speaking. Their
focus is on getting to know and understand the
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other person, and they accomplish this by ask-
ing questions and letting them talk about
themselves. 

E-mail messages are most effective when
approached in the same manner. Contrary to
traditional marketing methods, which focus on
touting the business, e-mail messages are more
likely to be read and responded to when they
focus on the person receiving the message. This
is because the media is personalized and direct.
It appears as though you are speaking to the
recipient only—even if you have sent the mes-
sage to hundreds of other clients. Because it is
received on a personal computer and is sent
directly to a recipient, e-mail can be a very
good tool in building relationships when the
message focuses on the client.

Areas of Communication
Consider some of these areas of communica-
tion when developing your e-mail marketing
plan:
• Provide information that benefits your

clients. This includes areas like notifying
clients that projects are completed, following
up after the sale to check on the satisfaction
of your client after the project has been
hung, sending pictures of proposed designs
using virtual framing programs, and respond-
ing to the questions and needs of individual
clients.

• Celebrate and promote your business. Create
an atmosphere of excitement and buzz about
your gallery by sending e-mails featuring pic-
tures of completed projects and short stories
of those using your service. Talk about your



also makes it easier to decrease your direct mail
expenses.

• Grow your website hits. Tie your e-mail messages to
your website. Create links in your e-mails that connect
readers to areas of your website that relate to or
expand upon e-mail topics. That brings clients to your
site where they will hopefully learn more about your
company and the products and services you offer. 

Creating Client Participation
Communicating with e-mail programs that are designed
to inform, educate, and promote your business can be
very effective. Getting enough clients to become part of
the program, however, can be a difficult and slow
process. Try some of these ideas to get the program
rolling:
• Ask every client to join the program. Think of the

campaign as a separate program from marketing
efforts of the past. Create a list of incentives for join-
ing—things like coupons and promotions only offered
to those on the program, advanced notice of gallery
events, and special services offered to program mem-
bers. Give your new program a catchy name that
implies that members have joined something that
gives them a real value.

• Send out a direct mail piece asking clients to provide
their e-mail addresses. Offer a discount or other
incentive to those who comply. Be sure to communi-
cate the extra benefits of joining the program.

• Make it easy for clients to join. You can do this by
creating a sign-up area on your website that allows
them to join the e-mail program. Follow up all new
sign-ups with an energetic e-mail that explains all the
benefits of joining the program. Provide a “welcome
to the program” gift or special savings.

• Provide incentives for referrals. Send gift certificates to
members who refer a new sign-up to the program. Be
sure to tout this as a way to get savings on framed
projects.

• Make it clear and easy to unsubscribe from the pro-
gram and be sure your clients know that you will
never violate their privacy by selling their information.

• Use correct phrases in the e-mail subject line. Spam
filters often automatically junk e-mail messages that
use the words “save” or “sale.” Messages containing
exclamation points can also receive the same fate. Be
sure that recipients know the message is coming from

clients, making them the focus of your communica-
tion. Clients love to read about themselves and also
about the stories of others. This is a great way to per-
sonalize your message and use it to build relation-
ships. Remember, the key is to build “quality touches”
with clients to build relationships. Also remember to
include testimonials from these featured clients.

• Offer promotions and incentives. Send your e-mail
clients coupons and incentives to increase the number
of times they visit your gallery. Send them on a con-
sistent basis and give them a good value. Doing this is
very important in growing participation in your pro-
gram. If clients perceive a real value in receiving and
reading your e-mails, they will respond to them. This
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An e-mail newsletter showing framing that other members of your
local community have had done at your shop can create interest in
similar projects by other customers and demonstrates your interest in
the people you serve.
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your gallery. Remember, they
want to be part of your program
and look forward to receiving
your communication.

• Set goals for growing the number
of clients who have signed up.
The ultimate goal is to move from
using direct mail to keep in con-
tact with clients to using 
e-mail as your primary method of
contacting your database. Consid-
er creating company contests that
reward your team members for
signing up new members to the
program, and track the program
growth. If you have a POS system,
code the names of those who
belong to the e-mail program and
begin tracking how sales to them
relate to sales to of clients not in
the program. 

Growing your e-mail marketing
database and using it to build quali-
ty touches with clients is a great
business-building tool. It's also a
profitable one since it has minimal
costs and can replace the rising price
of direct mail. Build your e-mail
marketing strategy and the tactics
for implementing that strategy
today. Provide incentives for your
team members to grow membership
and remember to focus the messages
you sent on the client to build bet-
ter relationships. Keeping these key
elements in mind in the beginning
will help build a great e-mail mar-
keting program.  ■

Ken Baur is president of Framing
Concepts Gallery, a national award-
winning company with three loca-
tions serving Northwestern Indiana,
and a corporate division serving the
business and design industry of Indi-
ana and Chicago. Framing Concepts
is in its fifth year in business.  
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2008 was my first year at the National Conference, and I
must say the experience was wonderful. The classes were
both fun and informative, and I learned a wealth of 
information on various framing topics, particularly framing
art on canvas. The West Coast Art & Frame Show also gave
me the chance to see the latest products and technology
from the picture framing industry.

Susan Young
Owner
I’ve Been Framed!
Bradenton, FL


