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Let’s say Bethany visits your restaurant and loves her meal and the service. She 

had a great experience, but as often happens, life gets in the way and she simply 

forgets to come back in. If you were marketing to her via email, you could send her a 

special offer for “buy one get one free” dinners, or even a complimentary dessert. If 

you did that, you’d surely see her in your restaurant again.

WHY EMAIL MARKETING?
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Because email puts you at the top of mind of your customers, they’re that much 

more likely to return and buy from you again. And they want these offers! According to 

BlueHornet, 72% of consumers sign up to get emails from brands like yours just for the 

discounts and special offers.

Convinced that email marketing is the way to go? You probably have a few 

questions, like the following:    

                                                                                                                                               

Will people actually open our emails?

As long as you’re delivering valuable content and offers, your customers will open 

your emails. In fact, 58% of consumers do open emails from businesses they’ve bought 

from, and 53% say those emails affect their personal buying decisions.                                                 

                                                                                                                                                   

Is email REALLY the best way to reach my customers?

We get it. There’s a lot of noise out there in MarketingLand, what with social 

media, blogs, websites, ads, and yes, email, clamoring for your customers’ attention. 

But email has proven to get five times the response rate of direct mail, and 25 times 

the response rate of banner ads. Simply put, it’s easy and effective to stay connected 

with your customers through email.            

                                                                                                                                               
We’re not designers. How can we design emails that actually look good?

Ten years ago, you needed to know HTML and design to create appealing emails, 

but we’ve moved leaps and bounds forward. Now there are email marketing platforms 

(like Belly’s) that make it simple to design newsletters and promotional emails.

If you can create a Word document, you can create professional-looking emails. 

There are templates you can customize with your branding and drag and drop the text 

and images that you want to include.

Ready to dive into email marketing? We’re here to help make it easier for you!
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All the tools you need in one solution.

“Belly works!” Their words, not ours.

“Belly has improved my 
business by getting more 
consistent repeat customers & 
created more brand loyalty.”

Candace C. - Owner

Belly Merchant Since August 2011
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platform is the ease of mind of 
knowing we’re doing everything 
we can to make sure our 
customers know we care. We’re 
not just serving food, we’re 
serving an experience.”

Brent S. - Director of Operations

Belly Merchant Since January 2014

“The best rewards are 
experiential. It’s a fun way to 
interact with customers, and it 
helps build new clientele.”

Devlin K.- Owner

Belly Merchant Since March 2012

bellycard.com/business

Build customer relationships 
with the World’s Greatest 

Loyalty Solution!

Get A Free Demo!



Smart Segmentation

The key to an effective email marketing campaign is knowing exactly who 
your customers are, and segmenting them based on past behaviors. Not all 
customers are interested in the same types of products, and each customer is at 
a different place in the buying cycle.

Closed-loop email marketing, like the Campaigns tool Belly provides, is a 
great way to increase customer loyalty because the data you collect can be used 
to segment specific customer groups. For example, you can send a different 
message to a customer who just visited your business for the first time than you 
would a customer who hasn’t visited in over three months. For the latter, you 
could send a “We Miss You” email with a special incentive to get them buying from 
you again.

You can segment your email contact lists by:

• Past purchases
• Length of time since last purchase
• Expressed interests

Belly makes it easy for merchants to segment and target their customers 
based on their visit history. This benefits you in that you’re better delivering what 
your customers want and getting them in your store or restaurant, and it benefits 

SUCCESSFUL EMAIL MARKETING 
TECHNIQUES

CHAPTER 2
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your customers by providing them with more relevant offers that they’ll actually 
take advantage of.                                                                                                                        

                                                                                                                                    
Subject Lines That Make People Beg to Open Your Emails

You know how you judge that book (or bottle of wine) by its cover? It’s the 
same with your emails. If your subject line is vague and boring, your email will get 
moved to Trash. On the other hand, a really engaging, grab-you-by-the-face 
subject line will boost your open rates and click-throughs (more on those in 
Chapter 3).  

Take a moment and browse the emails in your own Inbox. Which subject 
lines jump out at you? Which make you yawn? This is a great and easy way to do a 
little market research and get ideas for your own email subject lines. The best 
subject lines are short and to-the-point (experts say your subject line should be 
no more than 49 characters or even 35 if most of your readers are viewing on 
mobile devices). They make it clear what readers can expect the email to be 
about, and they create a sense of curiosity that makes them want to open the 
email.

It’s a good idea to test different subject lines and see which get the best 
results. For example, you might have two versions of your Black Friday offer:

 1. Where Will YOU Be on Black Friday? Shopping With Us!
 2. Save 63% on All Apparel Black Friday Only

Send two groups the same email with only the subject line tweaked and see 
which nets better results. This is valuable data you can use in the future for other 
subject lines. For example, if your subscribers respond better to the quantified 
sale version, you can use that to boost other promotions.
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Here are additional hints for writing killer subject lines:

• Ask a Question. People can’t help but reflect on their answer to it, and are 
more likely to open that email to find the answer.

• Be Mysterious. Don’t show too much leg with the subject line. Give people 
a reason to satisfy their curiosity by opening your email.

• Create Urgency. Your subject line should make people feel like they have to 
open your email immediately!

• Quantify Your Offer. Like in the above example, people respond well to a 
number in the subject, especially as it relates to savings.

• Avoid All Caps. It puts people off.                                                                    
                                                                                                                                               

Promoting Seasonal Offers

If you, like most businesses, have seasonal specials that you promote, like 
holiday happy hours, Black Friday sales, or last-minute gift items before 
Christmas, email provides a great opportunity to get those promotions in front of 
your customer base. Time these just right, and you can watch the customers pour 
through your doors, all thanks to a little email strategically scheduled.

Here are a few ideas of emails you could send to spur seasonal sales:

 • Black Friday meal: encourage people to dine at your restaurant 
after shopping on Black Friday with a special buy one get one free meal offer.

 • 5 Valentine’s Day gifts your wife is sure to love: compile a list of 
your top-selling Valentine’s gifts, with a 20% off coupon.

• Flash sale: these are great any time to drive purchases of items you want 
to increase sales.                                                                                                              
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Using Email to Boost Your Social Media Presence

Email isn’t just good for sending foot traffic to your store. It’s also a way to 
help people connect with your brand on social media. Always include social icons 
and links to your profiles on Facebook, Twitter, Google+, Yelp, or any other social 
site you have a presence on.

Likewise, you can encourage your social followers to subscribe to your 
emails to get special offers they won’t find elsewhere.

With Belly, we have designed an email template for this specific purpose. 
We’ve made it super easy for you to promote your social media accounts to your 
customers.    
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Bringing Back Lapsed Customers

Think back to Bethany, the example we discussed at the start of Chapter 1. 
She’s not dissatisfied with your products or services, but she simply hasn’t been 
back in. Email is the way to reel her back. As long as you send her a targeted and 
relevant offer, she’ll be more than happy to come back in.

This goes back to segmentation. If you look at what people have purchased 
in the past, you can guess at what they might be likely to buy again. For example, 
if you run a bakery, keeping track of when people purchase birthday cakes gives 
you an easy opportunity to send them annual offers around the same time of 
year (the assumption is if they bought a cake in June, someone they care about 
has a birthday then!).

You can also send an email expressing concern at the fact that a customer 
list hasn’t visited your store in several months, and offer a “bring ‘em back” offer 
substantial enough to bring them in.
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In fact, Belly lets you segment your customer emails based on when they last 
visited. We recommend segmenting your customers into groups who haven’t 
been back in 30, 60, and 90 days and incentivizing them to come back in with a 
special offer.     

                                                                                                                            
Leverage Digital Coupons

Who doesn’t love coupons? But printing and cutting them out is a hassle. The 
easiest way to influence customer behavior is to give them something for free! 
Your email tool should have the ability to send digital coupons to your customers 
that can be tracked upon redemption. Not sure what to give away? Offer up one 
of the rewards in your loyalty program that could use some extra love, or create 
something timely and new for your customers to try. "Red, White & Blueberry 
Smoothie" sounds a lot more fun than "Raspberry, Coconut, Blueberry Smoothie" 
doesn't it? By being able to create and send "coupons", you can immediately grab 
your customers' attention and drive them into your business. Track what has the 
greatest impact and repeat! The great thing about digital coupons and offers is 
that you can track exactly how many people took advantage of the offer from the 
initial email, which can help you tailor future offers.       

                                                                                                                                  
Make sure your email message is designed right!  

What shows up in your inbox may seem like a simple design layout - but it’s 
anything but. Ask any professional web developer or designer in charge of email, 
and they’ll tell you how complicated it can be, designing for a variety of browsers 
(Chrome, Firefox, Safari, Internet Explorer, etc.), inboxes (Yahoo, Gmail, Hotmail, 
etc.) not to mention mobile. An email design that renders perfectly in Gmail on 
Chrome, might look completely different on mobile! Typically, you can assume 
images will be blocked by email clients and in most cases, background images will 
completely fail to load. What a pain! 
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Belly eliminates all design concerns for you. Our email templates are 
automatically mobile-optimized and consider key email design principles, so all 
you have to do is create your message and hit send! For example, Belly sticks with 
standard system fonts, uses a good text to image ratio, and considers mobile first. 
Spend less time worrying about your email design and deliverability and more 
time running your business.      

                                                                                                                                  
Creating a Clear Call-To-Action

Providing value to your customers is great and all, but what you really want 
is them to do something! To that end, you need a call to action to get them 
moving. Make it dead simple for recipients to understand what you want them to 
do, whether that’s:

 • Book an appointment
 • Click to print a coupon
 • Make a reservation
 • Come shop

Make your call to action stand out by making the font bigger and bolder than 
the rest. Red is a great attention-getting color!

With Belly’s Campaigns tool, the call to action is built in for you! You don’t 
have to even think about it. The button is optimized for action. Just send, sit back, 
and watch your customers roll in!
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Now that you’re sending value-driven, targeted emails, let’s talk about how you 
can measure results. After all, you need to know whether or not your emails are 
hitting home and getting people to your site or in your location. We’ll discuss 
several key metrics that you need to understand.                                                                     

IMPORTANT EMAIL MARKETING 
METRICS

3
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Deliverability

It’s imperative that your emails are actually making it to your intended 
recipients’ inboxes, and not the Spam folder. It’s also essential that the list you 
have is up to date. While every email service provider has its own protocol for 
what it decides is Spam (and that can be completely frustrating as a marketer), 
you can take steps to ensure your emails get where you want them to go:                                         

                                                                                                                                       
Get Your Subscribers to Approve You

In your first email, ask your subscribers to put your email address on their 
approved list. Some emails, like Google, sort mail as Promotional, and if you ask 
your subscribers to move you to their Inbox, they’ll be more likely to see your 
emails.

                                                                                                                                       
Open Rate

Open rate refers to the percent of total people sent your email that actually 
open it. What’s a good open rate, you ask? It depends on your industry. For 
restaurants, 26% is a solid open rate.

A higher open rate means that your emails are effective at reaching your 
audience. A low one means that you’re doing something wrong, or at least could 
stand to make some changes to your emails. Make sure that your subject line is 
appealing, using the preceding tips, and make sure your From address clearly 
identifies your brand as the sender.         
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Clicks

The click through rate is the percent of people who click links in your email 
to your site. Ideally you’d like everyone to click from your email to your website, 
but again, your rate will depend on your industry and other factors. Restaurants 
see about 1.58% of recipients clicking through.

The key to a higher number of clicks is, again, providing value and giving 
recipients a reason to click. Make your offers specific: don’t just say they can save 
if they click; tell them how much they can save.         

                                                                                                                                  
Number of In-Store Visits

Most email marketing service providers can’t give this type of detail to you, 
but Belly can. Because each promotion is tied to an in-store offer, it’s easy to see 
how many customers actually took advantage of your offer. This makes it easy to 
decide what kinds of offers you want to craft in the future, since you now know 
what your audience responds to.                                                                                             

                                                                                                                                              
Number of Repeat Visits 

With repeat visit data, too, Belly is the only email solution that closes the 
loop between the emails you’re sending out and actual in-store results. You want 
customers to come back, and now you can track it with Belly. We help you learn 
which campaigns successfully bring your customers back month after month!
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Because Belly focuses on getting you repeat customers, it only makes sense that 
email would be a part of that equation. There are several types of email 
campaigns you can send using Belly. Let’s take a look.                               

Announcement Campaign

When you want to let customers know what’s happening at your store, this is 
the ideal campaign to do so. You don’t have to include a reward or offer, but you 
can still let your customers know what’s going at your business. Here are some 
examples of announcements:

• New items on your menu
• Opening a new location
• Adding new products              

THE TYPES OF CAMPAIGNS BELLY 
PROVIDES

CHAPTER 4
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Bring Back Campaign

This campaign is designed to bring back members of your Belly loyalty 
program who haven’t been to your location in a while. With custom targeting, you 
can reach out to:

• All of your customers
• New customers who recently visited
• Existing, potentially lapsed customers who have not recently visited

We recommend targeting customers who have not returned in over 30, 60, 
or 90 days and incentivizing them to come back with a special offer.                               

                                                                                                                                    
Social Media Campaign

Social media, in addition to email, is a great tool to get customers coming 
back. But if your customers aren’t aware of your social profiles, they’re missing 
out. This type of campaign introduces your email list to your social profiles and 
encourages them to follow or like you. You can invite your customers to connect 
with you on Facebook, Yelp, Twitter, Foursquare, and Instagram.                                      

                                                                                                                                                  
Event or Promotion Campaign

Keep your customers in the loop on your event and promotion calendar via 
email. This increases the chance of them coming in to take advantage of special 
sales or events.

                                                                                                                                                   
Visit http://www.bellycard.com/business or call (866) 576-8024 to schedule a 
demo with Belly today!
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