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A plan, not justa Keeps you
calendar focused on
business goals




trategy

Arthur Bryant’s BBQ: Email Strategy Plan

1. Goal(s)

+ Primary: Drive direct sales of the BBQ Sampler for 8 via Goldbelly

+ Secondary: Encourage first-time buyers to become repeat customers

O
.

Start here: Simple Plan
* Define your goal(s)

* Know your audience(s)

* Choose your email types
* Create a simple cadence
* Track a few key metrics

Opfeonigofian

TOURISM
BY JEANNE JENMINGS SUMMIT

2. Audience(s)

Food Lovers / BBQ Ages 25-55, nationwide, can’t “Getthe real deal, legendary BBQ
Enthusiasts access KC BBQ locally without the airfarg”

“Feed your crew without the stress,

Holiday Entertai Hosting friends/family at h
oliday Entertainers osting friends/family at home just heat & eat”

Corporate / Office Buying food for team events or “Office holiday party solved.

Planners gifting clients Legendary. Easy. Delicious.”

3. Email Types
+ Welcome / onboarding flow for new subscribers

¢« Promotional / offer emails highlighting key benefits, urgency (e.g. “Order by Dec 18 for
delivery by Christmas”)

+ Newsletter to keep the brand top-of-mind, provide value without a purchase
¢« Abandoned browse/cart follow-up (if possible via Goldbelly pixel or segmenting)

¢+ Post-purchase Follow-up to confirm they had a good experience, gather testimonials and
referrals, encourage repeat orders




4. Create a Simple Cadence

3-email series triggered Introduce the brand, tell the Arthur Bryant’s story,
Welcome Series ] ge share a testimonial (Ted Lasso, anyone?), and
on new signup . . . . .
close with a first-time buyer incentive.

; Highlight seasonal offers, time-limited
Promotional Once per month (plus 1- romotions, and specialty bundles (e.g. “Game
Campaign 2 bonus sends around  © ! P y -8

Day Grub,” “Father’s Day Feast,” “Labor Da
‘ ‘ Emails key holidays) v v v

Cookout Kit”). Drives urgency and sales.

‘ Tell the story of the brand, share behind-the-

Monthl scenes content, tips for heating/serving BBQ,
v Once per month P &/ gBBQ

Sta r‘t h e re : Si m p I e P I a n Newsletter spotlight happy customers, and announce any hew

product drops or sauce flavors.

1 Triggered within 1-6 Stronger follow-up: “Don’t leave the BBQ behind.”
* Define your goal(s) Abandoned Cart

Flow hours of cart Optionally include incentive {free shipping, bonus
abandonment item) to complete purchase.

[ KnOW your audience(S) 5. Track a Few Key Metrics

+ Business Metrics

. C h OO S e y0 U r e m a I I ty pe S o Conversion Rate— from email send quantity to Goldbelly order completion page

o Revenue-per-email— Goldbelly affiliate tracking or UTM-based attribution

* Create a simple cadence

o Repeat-order-intent — tracked via post-purchase surveys or follow-up email
engagement

* Track a few key metrics . Diagnostic Metrics

o Open Rate - directional measure of inbox appeal

o Click-through Rate (CTR) — gauge interest in key benefits/offers

#
" 7 :i :;;' Unsubscribe Rate — negative signal on frequency and/or content
TOURISM

BY JEANNE IENNINGS SUMMIT Spam Complaint Rate - negative signal on frequency and/or content



Strategy

Email Browses STz

E . Re-engages Registers on Submits Connects with Reviews
A Va n Ce : N ext- Leve Opt-in Reviews Wi:ﬁag:il with Email Site Contacts Provider Doctor
°
‘ a m pa Ign S Email Experience (Automated)

e Align Email to the Customer - ‘

Newsletter Al Newsletter
Journ ey e
Consult Prep Series S
P Request

Client Journey and Email Experience (Just the Beginning)
Client Journey

e Enhance Automation

Monthly
Invite to

* Do A/B Split Testing

Monthly
Invite to

Register

Email Experience (Ad Hoc)

) Optimize the Pieces that Do Exist
Invite to
Survey

Local Event Identify, Prioritize and Build the Pieces that Don’t Exist

Continue to Test and Optimize on an Ongoing Basis

Oitonigtin

TOURISM Source: An email automation blueprint for smarter customer journeys,
Jeanne Jennings, Email Optimization Shop, for MarTech
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Strategy

Subject Line Themes
Emails Received from Groupon, July 2025

Groupon
Indulge in Total Relaxation at Spa World - Your O... 7/6/2025
<https://groupon.com/analytic/track.gif?p=18&ut...

Mistakes to Avoid:

* Planning Emails in isolation

Beauty Bliss
Indulge in Total Relaxation at Spa World - Your O... 7/6/2025
<https://groupon.com/analytic/track.gif?p=18&ut...

42%
Groupon

Indulge in Total Relaxation at Spa World - Your O... 7/6/2025
<https://groupon.com/analytic/track.gif?p=18&ut...

* Confusing frequency with
effectiveness

58% Groupon Washington DC

Indulge in Total Relaxation at Spa World - Your O... 7/6/2025
<https://groupon.com/analytic/track.gif?p="18&ut...

* No strategic messaging
hierarchy

Beauty Bliss
Indulge in Total Relaxation at Spa World - Your O... 7/5/2025
<https://groupon.com/analytic/track.gif?p=18&ut...

m Subject Line: Spa World Subject Line: Other

Oitonigtin

TOURISM Source: When a Brand Mistakes Email Frequency For Strategy,
Jeanne Jennings, Email Optimization Shop blog
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Video in Email
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in Email
7

Video within (or  Boosts

sort of within) an €ngagement,
email good for

storytelling




Video

in Email - h
O

Start here: WATCH NOW

Low-Lift Use Cases ALMOST TIMELY

« Customer testimonials NEWS: HOWIC™™"
WITH Al

* Welcome messages
* “Top 3 Things...” roundups

TOURISM
BY JEANNE JENMINGS SUMMIT 15




Video

in Email
I~
Advanced:

Power Uses

* Video that plays in
the email

* Segment and target
videos

* Dynamic
personalization
Opftnignfion

TOURISM
BY JEANNE JENMINGS SUMMIT

EA) Inbox

Inbox

Netflix
Only $8.99 to keep the whole
We've got thousands of tv

shows and movies for you to

N Now on Netflix

Trending Now

e
f 4
| 4

Source: Eyemail.com



Video

° °
70% of Kids Drop Out of Youth Sports by Age 13 -
Help PCA-Tampa Bay #KeepKidsinTheGame
Please help us spread the message by sharing the video we debuted at October's event with

family, friends, co-workers and everyone you know with an interest in youth sports. To date it's
been viewed over 58,000 times.

It's easy - just click through below to share the video on social media or forward this email

M i S t a k e S t O AV O i d : directly to family and friends with a personal note.

e Using video with CTA ONLY at
the end — or no CTA at all

* Poor mobile experience

e Generic content that’s not
worth the click

~

e T w..-—._\’r- “"“\l/—"‘-w'/“""'l' ot B e o DA r*~,¢—~.“\,’...,,_’~ ,_‘_,“.‘_‘"—- = e s

Oitonigtin
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Segmentation
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Segmentation

o +

Breaking your list Increased

into groups to relevance
and

target content
engagement

Source: The Simple Email Segmentation Framework You Should be Using,
Jeanne Jennings, Email Optimization Shop blog



Segmentation

O
.

Start here: Behavior-based
* Engaged: Clicked recently

* Unengaged: Have not clicked
recently

* Dormant: Have not clicked in a long
time

Oitonigtin

August 26, 2025

«" Is it time to say Goodbye to All About
Email?

| haven't heard from you in a bit. Do you still want to receive All About
Email?

° Simon Harper

Hey Jeanne.
I've noticed you've been a bit quiet lately, and honestly, | miss having you around.
I've shared some amazing stuff recently, and I'd hate for you to miss out.

Click below to confirm you'd like to keep receiving updates from All About Email.

Keep Me Subscribed

S Yy NN R

TOURISM Source: 6 effective re-engagement emails to get your customers back,

BY JEANNE JENMINGS SUMMIT

Jeanne Jennings, Email Optimization Shop, for HubSpot



Segmentation
&

Advanced: NEVilelell Declared  Inferred

* Start with one segmentation strategy Data Data Data

e Target content based on data

* Test against non-segmented to
confirm efficacy

TOURISM Source: The Simple Email Segmentation Framework You Should be Using,
BY JEANNE JENNNGE SUMMIT [PAl : : L
Jeanne Jennings, Email Optimization Shop blog




Segmentation R‘L”’S

Still Feeling the Pain of the Attack on
A Change Healthcare?
Mistakes to Avoid:

* Over-segmenting

Dear ,

The ransomware attack on Change Healthcare sent shockwaves

through the healthcare industry. Even months later, many

* Pretend Segmentation

providers are still grappling with the aftermath.
* Never updating your segments
PRN Funding has helped numerous people in the last 6 months
bridge cash flow gaps and invest in growth by providing one-

time, short-term, cash infusions.

Our Short-Term Financing Options Offer:

.\ e

TOURISM Source: The Simple Email Segmentation Framework You Should be Using,
BY JEANNE IENNINGS SUMMIT . . . . .
Jeanne Jennings, Email Optimization Shop blog
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Personalization / &=

Customization
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Personalization / Customization

Tailoring content More relevance

specifically to a =

person or group  MOrFE
engagement

rce: Using Personalization to Boost Email Performance: 4 Tips for Success,
Jeanne Jennings, Email Optimization Shop blog



Personalization / Customization

e ® THG 4| 2 sns
‘ CLUB | 292423560

Start here: First name HAPPY BIRTHDAY, JEANNE
* If you don’t have it, start asking

* You need data to personalize or
customize your email

TOURISM Source: Using Personalization to Boost Email Performance: 4 Tips for Success,
BY JEANNE IENNINGS SUMMIT . . . . .
Jeanne Jennings, Email Optimization Shop blog



Personalization / Customization

Advancec Reported Observec

TOURISM Source: Just Add Data to Boost Your Email and Digital Marketing Performance,
BY JEANNE IENNINGS SUMMIT 26 . . . . .
Jeanne Jennings, Email Optimization Shop blog




Personalization / Customization

| éxvé&elayffaekilk up to a lot
A hings

Mistakes to Avoid: opportunitytoserve you :
) e you elnjoy thes:e highlights
e Fake Customization L R 4

* Name Failures _
« Over-personalizing You loved spice and

(Creepy) everything nice in 2021 ek

Looks like your go-to was our Spicy Chicken Sandwich.

I Y TR ‘r"" R Y e

Source: Can’t Let Go: Personalization Fail from Chick-Fil-a,

TOURISM

¥ JEANME IENMINGS SUHM|T . . . . .
: Jeanne Jennings, Email Optimization Shop blog



Automation
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Email Sends More relevance

Triggered byan =

Event more
engagement

Source: 6 MORE Tips for More Effective Automated Email Programs,
Jeanne Jennings, Email Optimization Shop blog



Automation

O
.

Start here: Welcome Email

e Success is about the
content, not the
automation

* Get the relationship off on
the right foot

Oitonigtin

BY JEANKNE IENMINGS
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Welcome to the world of Woo

Congratulations! You've chosen the most powerful, flexible, and customiza-
ble platform to grow your business — and you're in excellent company.

"After using WooCommerce for a few vears. | have to say that it has been

fanc:

anr “fggeet’ nrkieinere T aper ceugtr m ¥ =iy = sup~ort anrf

"Such an amazing plugin, and so is the support!"
— Steven Eisenbarth

Thanks again for trusting your business with Woo. We're glad to have
you on board!

Bye for now,
Beau
Woo

i@ D el PE. A gl

Source: Proven Case Study: Why Welcome Emails Outperform and Convert Better,
Jeanne Jennings, Email Optimization Shop blog



A\ AllTrails

Hi Smiles Davis,
Still interested in

[
Hollywood Sign via
Canyon Drive?
We didn't want you to miss out on adventure. Save the
0L 50 'S ready 10 go when you are.

A AllTrails

Hi Smiles Davis,

Advanced: Browse Abandon > _
R . . . . h Stlll IntereSted In >d-SignviacanY0n
equ!res mtegratl.on with your Hollywood Sign via
website and cookies :
Canyon Drive?

We didn't want you to miss out on adventure. Save the
trail to alist for later, so it's ready to go when you are.

e .. TS |

pe Catnspredon socad
(ONONONO)
- S
R E_.,H
msineredoreiverpropimsmioyy

Oitonigotton
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TOURISM Source: 6 MORE Tips for More Effective Automated Email Programs,

Jeanne Jennings, Email Optimization Shop blog



Online Library Upsell Campaign

Days from
Free Sign-up Effort # Key Message / Offer

o
Welcome with username
and password, request for
email confirmation

A

Mistakes to Avoid: :

5

* Overloading subscribers 6 (Holiday)

* Never updating content 7

* Not taking other sends :
Into account 5

10
11 2 Upsell offer, 64% off

12 (Holiday)
13
14

Source: What’s the Actual Frequency (and Cadence) Kenneth?,

Iovh
Jeanne Jennings, Email Optimization Shop blog




Online Library Upsell Campaign Other Message From The Brand

Days from
Free Sign-up Effort # Key Message / Offer Key Message/Offer

o
Welcome with username
and password, request for
email confirmation

Free Online Library 1-year subscription
with purchase of <other product>

Email #1: 50% off online library

2 Email #2: Free Live Event (22 days
from now)
. o 3
Mistakes to Avoid: :
5
* Overloading subscribers 6 (Holiday)
. Email #1: 50% off online library
i Never Upd atlng COntent 7 EmaiI#Z:;:ree Live Event (17 days
Y Not ta king Other SendS 8 Free Live Event (16 days from now)
. 9 50% off online library
|nt0 aCCOU nt 9 50% off online library ending soon
10
11 2 Upsell offer, 64% off

12 (Holiday)

13 Free Live Event (9 days from now)

14

Oitonigtin

TOURISM Source: What’s the Actual Frequency (and Cadence) Kenneth?,
Jeanne Jennings, Email Optimization Shop blog
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Performance
Metrics
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Performance
Metrics

Measure success Learn what
of your email works and what
program doesn’t

Source: 6 MORE Tips for More Effective Automated Email Programs,
Jeanne Jennings, Email Optimization Shop blog



Performance
Metrics

‘ ‘ Bounces (Not Delivered)

‘ = 3,000

Start here: 3,000/ 100,000

3% Bounce Rate

Diagnostic Metrics ~

Quantity Sent = 100,000

Unigue Opens (1 per email address)

Show you how 3,395 Clicks / = 33,950

. _ 33,950 Opens 33,950/ 97,000
reci plentS engaged Unsubscribes 10% Click-to- 35% Unique Open Rate

or didn’t) with =100 Open Rate — .
( ) 100 / 97,000 ?CTOR) Unique Clicks i13p§;5emall address)
your email 0.10% :

Unsubscribe 3,395/ 97,000
Rate 3.5% Unique Click-through Rate

(CTR)

TOURISM Source: How to Calculate Email Marketing Metrics,
sssssssssssss SUMMIT [ELS . . o
Jeanne Jennings, Email Optimization Shop blog




Conversions = 1,455

Performance 1455, 5700

1.5% Conversion Rate

Metrics

I ul
Total Cost of Sales = $50,000

Advanced: Business Metrics ($100,000 / $50,000) - 1
100% Return on Investment (ROI)

Revenue = $100,000

* Measure the bottom-line impact of your

campaigns
Total Cost of Ad Spend = $25,000
* Your KPI should always be a business, not a ($100,000 / $25,000) — 1
diagnostic metric 300% Return on Ad Spend (ROAS)
V4

Total Quantity of Email Sent = 100,000
$100,000 / 100,000

$1.00 Revenue per Email (RPE)

TOURISM Source: How to Calculate Email Marketing Metrics,
SUMMIT . . N
Jeanne Jennings, Email Optimization Shop blog



Performance
Metrics

Mistakes to Avoid:

* Obsessing over open rate

* Ignoring segment-specific
performance

* Not tying email to
business impact

Oitonigtin

TOURISM
BY JEANNE JENMINGS SUMMIT

Send Quantity {Send G

2,000

I Send O 2023
N Send Q 2024
=R [Leads) 2023
== TR [Leads) 2024

Send Quantity and Conversion Rate (Leads)

Mewsletter Sends | 2023 and 2024 ¥YTD

AL

2.00%

1.80%

1.60%

1.40%

1.20%

[Leads) (CR [Leads)h

1.00%

lan

14,13

0.36%

35.0%

30.0%

25.0%

20.0%

Open Rate

15.0%

10.0%

5.0%

0.0%

Open Rate 2023

Open Rate 2024 22.4%
=)= CTR 2023

== CTR2024 0.42%

Open Rate and Click-through Rate
Newsletter Sends | 2023 and 2024 YTD

3

R
L
s
S
R
i
f
2
f:
[
=
F
3
[
i
f
2
[
[
i
S

Mar
18.2%

17.8% | 27.0% 32.8% 159% 14.1% 14.2% 32.0% | 31.0%

0.51%

0.39%  0.42%  0.54% @ 025% 0.17% 0.21% | 0.59% @ 0.29%

i

R

A

3
§

a

.

-
o
N
.
N
\
.
::
\\

S
S

Oc
26.9%
12.7%
0.48%
0.40%

15.0%
11.5%
0.24%
0.19%

Dec
27.5%
13.9%
0.48%
0.46%

0.7%

0.6%

0.5%

0.4%

0.3%

0.2%

0.1%

0.0%

Click-through Rate (CTR)

Source: How to Calculate Email Marketing Metrics,
Jeanne Jennings, Email Optimization Shop blog
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Optimization
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Creative

Optimization

Designing your Presents your
emails to drive message clearly
action

Source: 6 MORE Tips for More Effective Automated Email Programs,
Jeanne Jennings, Email Optimization Shop blog



Creative

Optimization

B

[ 3

Start here: Core Best Practices

. Good color contrast

. Logical hierarchy and eye path
. Buttons instead of links

. White space

Image optimization

. Responsive design
. Effective inbox view

Inbox
View

Elements

Friendly
From
Address

Subject
Line

Preheader
Text

Not so Good Better

Do-not-
reply@washin Newsletter,
p.y 5 Washingtonian
tonian.com
June 2025 Best Cheap Eats, Top
Home Sales, and
Newsletter

more...

<https:www.m DC Theatre Week,
ysite.com/imag Shutdown Specials, and
es/logo for... more

TOURISM Source: 16 best practices for email design, according to an email marketing consultant,
Jeanne Jennings, Email Optimization Shop, for the HubSpot blog

SUMMIT




Creative  [subjectlne

Control 12 Days of Christmas Day 9 — 20% Off Every Order!

O ptl m |Zat I O n Test 20% Off Every Order — 12 Days of Christmas Day 9!

]‘ Revenue-per-thousand-emails-sent (RPME)

— Subject Line Test
Advanced: Next-level Tweaks $26
1. Dynamic / conditional blocks 85
2. Micro-animations / subtle motion N
3. Visual consistency across flow $24 ﬂ::ﬁ:f
4. Module design systems / template blocks $23
5. Design for dark mode / accessibility 622
6. Do A/B split tests on ‘design performance’
7. Design for ‘preheader bleed’ and preview $21

text $20
Control Test
m RPME $21.84 $24.99

TOURISM Source: Subject Line Real Estate: How Moving the Offer Boosted Revenue by 14.4%,
Jeanne Jennings, Email Optimization Shop, for the HubSpot blog

SUMMIT



Creative

Optimization

Mistakes to Avoid:
* All-image emails
* Tiny buttons

* Broken layouts due to

rendering issues

* Design that distracts
instead of supports

TOURISM
SUMMIT

Shop New Arrivals

Shop Gifts

These will sell out fast!
E| Right-click or tap and hold here to download pictures. To help protect your privacy, Outlock prevented automatic downkoad of this
bl iy

El Right-click or tap and hold here to download pictures. To help protect your privacy, Outleck prevented automatic download of this

I

[x] Right-click or tap and hold here tn dawnload pictures. To help protect your privacy, Outiook preventad automatic dawnkoad of this
jic/bisohigh g ghttion

[¥] Right-click or tap and hold hare & download pictures. To help protect your privacy, Outiook prevented automatic download of this
s/ s

[X] Right-click or tap and hold here ko downkoad pictures. To help protect your privacy, Outlook prevented automatic download of this
e R e

E| Right-click or tap and hold here to download pictures. To help |Z| Right-click or tap and hold here o download pictures. To help
ottt el s i i ool eireir sttt s A Y

— wim demton

E| Right-click or tap and hold here to download pictures. To help E| Right-click or tap and hold hers to download pictures. To help
L L L L T Jstlbninbaliin sl L et dmeemien

E| Right-click or tap and hold hera to download pictures. To help E| Right-click or tap and hold hers to download pictures. To help
gt el s A B ot sbalnsier it e e R

E| Right-click or tap and hald here to download pictures. To help E| Right-click or tap and hold hers to download pictures. Ta help
S e L N T T T R A A S T T

E| Right-click or tap and hald here to dovnload pictures. To help |Z| Right-click or tap and hold here ko download pictures. To help
stttk el s - it osaleireir sttt s A Ve

R g S T

El Right-click or tap and hold here to download pictures. To help protect your privacy, Outleck prevented automatic download of this
R

[x] Right-click ar tap and hold here t dawnload pictures. To help protect your privacy, Outiook preventad automatic dawnkoad of this
jic/Abisohigh g ghttion

E| Right-click or tap and hald here to download pictures. To help |z| Right-click or tap and hold here to dewnload pictures. To help
oo s i S TR e e o i i it S T

E| Right-click or tap and held here to download pictures. To help protect your privacy, Outlock prevented automatic download of this
picture from the Internat.
MoMA Design Store

[x] Right-click or tap and hold here to dawnload pictures, | [x]
To help protect your privacy, Outlok prevented

| R Right-click or tap and hold here to download
HE |
automatic download of this picture from the Internet, {
|
1

pictures. To help protect your privacy, Outiock

i
] prevented automatic download of this picture from
Youtube h the Intarnat.
t Pinterest
View with images
Edit your preferences or unsubscribe from Read our privacy policy

*20% off select Top 100 gifts featured in our SALE category: To redeem online enter promo code TOPGIFTS in the promo
bax at checkout or mention when placing phone order. This promotion can be combined and will be applied after the
member discount, but cannot be combined with the 20% first-time nember discount. Limit one promotion code per
order. Discount applies to merchandise fotal of in-stock items only ana 15 excluded from purchases of memberships, gift
cards, prior purchases, tax and shipping charges. Exclusions are subject to change. Offer is valid November 17, 2024, 7:
p.m. ET to Movember 21, 2024, 3:00 am. ET.

Free Shipping: Members at the Annual Pass category and above receive free standard shipping year-round
in the 48 contiguous United States on purchases over $35. Free standard shipping excludes Hawaii, Alaska, Puerto Rico,
international, overnight and express shipments. Surcharges may apply for oversized or special items. Exclusions are subject
to change

Design Store Rewards Program: Participants will not be able to redeem points in parallel with onsite promotional codes.
Points cannot be redeemed for cash or store credit or used to purchase gift cards. may, at any fime and without notice,
change the Points eaming and redemptions procedures and offerings, including the conversion rate between Points and
Rewards. Rewards may only be redeemed once.

Source: How to Calculate Email Marketing Metrics,
Jeanne Jennings, Email Optimization Shop blog




Al in Email
Marketing
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Al in Email

Marketing
2 +

Not just copywriting... Saves time without
* Research * Categorization jeopardizing quality
+ Ideation * Optimization  (when done correctly)
* Repetitive * And more
Tasks

TOURISM Source: 3 marketing tasks genAl can help with — no copywriting involved,

>omh Jeanne Jennings, Email Optimization Shop, for MarTech



Al in Email

Marketing

O
.

Start here: Basic Use Cases

1. Content curation /
newsletter research

2. Drafting structural
frameworks, brief,
outlines

3. Organizing open-ended
responses / survey data

Oitonigtin

TOURISM
SUMMIT

BY JEANKNE IENMINGS

Newsletter Curator v

Google Docs

Newsletter Content Brief

Hi! Can you help find some content for a client newsletter -- here's

Audience Title Author Publication Publication URL Summary Newsletter Blurb
Date
Discusses how traditional scenario
planning is evolving amd unprecedented | Explore why traditional business
uncertainties like Al disruption and planning may not be enough in 2025
| hites:wvewedt.com/sontent/ |geopolitical tensions, emphasizing the | — and what smarter companies are
Scenario Planning is | 708792608007 4bfo-bd61-22 |need for micro-scenario planning and | doing to prepare for multiple
General Getting a Stress Test Financial Times  [12-May-2025 | h46c909260 stress-testing individual assumptions. financial futures.
Offers guidance for business owners on
retirement planning, including setting Thinking long term? Learn smart
hitpswvewinvestopediaco | clear goals, saving outside the business, | steps business owners can take today
| How to Retire When You m/how-to-retire-when-vou-0 |and developing a well-structured exit to plan for a successful and
|General | Own a Business Investopedia 9-May-2025 | wn-a-business- 11714013 strategy. |stress-free retirement,
Tarffs Are Starting to | | Learn about the npple effects of tarfis
Raise Prices, More hitps A banons.comady | Explores how recent tasiffs are beginning | on pricing and how o prepare your
Increases Could Come in |godlarsdesiantfs-congumarnp |to impact consumer prices and the business for potental cost
|General | Waves. | Baron's Staff | Barron's May 8, 2025 |rice-inciease-35¢g40eS potential for further increases. |escalations.
Highlights the importance of having a l It's not just about saving money.
I'm a Finandial Advisor — nitps /v businessinsider, | clear sense of purpose and structured Discover the surprising factor that
Here’s the Biggest Factor com/reticement-planning-fina | activities post-career for a successful plays a huge role in retirement
That Can Make or Break nclal-advisor . Ith- retirement, beyond just financial success — especially for
General | Your Retirement Business Insider | 7-May-2025 | stie-saving-inflation-2025-5  |planning. |entrepreneurs,
Emphasizes the importance of cash flow
| hitps:/t fin} /py | management for small and medium-sized | Cash flow isn’t just a finance problem
Why Cash Flow | [se/wehy-cash-fow manageme | businesses in 2025, highlighting its role in | — it’s the lifeline of your business,
Management Is Critical for nlcoticalambs-2025-what-yo | maintaining operations and financial | Learn why managing it well is more
General |SM8s in 2025 Linkedin 6-May-2025 | - vxemde/ health. | critical than ever.

Source: Al for Marketing: New Use Case #3 — Identify Great Newsletter Content in Less Time,

Jeanne Jennings, Email Optimization Shop blog




Thanks for joining us!

Smarter Email Questions?
Marketing for DMOs:

From Creative Optimization

to Authentication and Al
November 2025

Opfniqefion
SHOF TOURISM

BY JEANNE JENNINGS SUMMIT

202.365.0423
JJ@EmailOpShop.com

Coastal Salt Marsh
Virginia



	Slide 1: Smarter Email Marketing for DMOs: From Creative Optimization to Authentication and AI
	Slide 2: Overview
	Slide 3: Welcome
	Slide 4
	Slide 5: Welcome
	Slide 6: Welcome
	Slide 7: Strategy
	Slide 8: Strategy
	Slide 9: Strategy
	Slide 10: Strategy
	Slide 11: Strategy
	Slide 12: Strategy
	Slide 13: Video in Email
	Slide 14: Video in Email
	Slide 15: Video in Email
	Slide 16: Video in Email
	Slide 17: Video in Email
	Slide 18: Segmentation
	Slide 19: Segmentation
	Slide 20: Segmentation
	Slide 21: Segmentation
	Slide 22: Segmentation
	Slide 23: Personalization / Customization
	Slide 24: Personalization / Customization
	Slide 25: Personalization / Customization
	Slide 26: Personalization / Customization
	Slide 27: Personalization / Customization
	Slide 28: Automation
	Slide 29: Automation
	Slide 30: Automation
	Slide 31: Automation
	Slide 32: Automation
	Slide 33: Automation
	Slide 34: Performance Metrics
	Slide 35: Performance Metrics
	Slide 36: Performance Metrics
	Slide 37: Performance Metrics
	Slide 38: Performance Metrics
	Slide 39: Creative Optimization
	Slide 40: Creative Optimization
	Slide 41: Creative Optimization
	Slide 42: Creative Optimization
	Slide 43: Creative Optimization
	Slide 44: AI in Email Marketing
	Slide 45: AI in Email Marketing
	Slide 46: AI in Email Marketing
	Slide 47: Smarter Email Marketing for DMOs: From Creative Optimization to Authentication and AI

