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Welcome
Before we get started

1. Today’s webinar is scheduled to last 1 hour including Q&A

2. Click the CC button for Closed Captions

3. BSL interpretation is available

4. This webinar is being recorded and will be available on 

the website alongside additional resources within 7 days

5. Say hello in the chat (select “Everyone” from the 

dropdown) and ask questions using the Q+A button. You can 

also use the reaction buttons! 



Access free one-to-one support
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Why email marketing matters
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Why email marketing matters

•99% of email users check their inbox daily

•58% are not checking the news, social media first 

thing – they are turning to their inbox.

•4 Magical T’s

•Targeted 

•Timed 

•Tracked

•Tested



Why email marketing matters
Return On Investment (ROI)

For example: 

in 2019 for every £1 

spent, a return of 

£42 revenue was 

recorded.



Why email marketing matters
POLL

How frequently are you contacting your core 

audiences on average by email?

•Daily

•Weekly

•Every other week

•Monthly

•More than monthly



Why email marketing still matters
Email usage of internet users by age (US)



Why email marketing matters



Top 5 email marketing 

challenges and opportunities

Grow your contact list

Manage inactive contacts

No contact data... no problem

Smart targeting

Make it all click

1

5

2

3

4



1. Growing contacts

1 Grow

Contacts
2 Inactive

Contacts
3 No Contact 

Data
4 Smart

Targeting
5

Make It 

All Click

•Know your audience

•Create value

•Be transparent



National Gallery newsletter sign up example.



Bristol Old Vic newsletter sign up example



National History Museum newsletter sign up example



Using the soft opt-in for growth 

•What is the soft opt-in?

•What’s changing? 



LW theatres soft opt in newsletter example

Tick here if you’d prefer not to hear from LW 

Theatres about events, experiences, offers and 

services. You can unsubscribe from marketing 

communications at any time.



Using the soft opt-in for growth 

•Quickest way to grow

•Trust factor 

•Lower quality contact data

•Lower revenue per contact



2. Inactive contacts

1 Grow

Contacts
2 Inactive

Contacts
3 No Contact 

Data
4 Smart 

Targeting
5

Make It All

Click

•Cost

•Performance

•Deliverability



Royal Academy of Arts leaving their newsletter example



Hall For Cornwall -



3. No Contact Data

1 Grow

Contacts
2 Inactive

Contacts
3 No Contact

Data
4 Smart 

Targeting
5

Make It 

All Click

•Contact data value

•Creating opportunities



The National Gallery example



National Gallery booking page



Marigold newsletter sign up example



4. Smart Targeting

1 Grow

Contacts
2 Inactive

Contacts
3 No Contact 

Data
4 Smart

Targeting
5

Make It 

All Click

•Audience profiles

•Creating opportunities



Barbican newsletter sign up example



North Somerset Arts newsletter sign up example



Greenpeace newsletter sign up example

We know all the issues we work on are important and interconnected 

but, if you had to pick just one, which would you say is most important to you?



5. Make It All Click

1 Grow

Contacts
2 Inactive

Contacts
3 No Contact

Data
4 Smart

Targeting
5

Make It 

All Click

•Counting what counts

•Benchmarking



Make It All Click
POLL

How frequently do you have time to evaluate email 

performance?

•Weekly

•Every other week

•Monthly

•More than monthly



Reasons for flagging emails as spam



Make It All Click

• Unique Open Rate

• Unique Click Rate

• Conversion Rate

• Rate of Churn

• Unsubscribe Rate



Make It All Click

• Unsubscribe Rate

• Bounce Rate

• Sign up by Source

• Return on Investment



Mailchimp tool

https://mailchimp.com/resources/email-marketing-benchmarks/



Webinar wrap up



Get in Touch

digitalnetwork@artscouncil.org.uk

digitalculturenetwork.org.uk

@ace_dcn

Showcase/Digital-Culture-Network

DigitalCultureNetwork

Get in Touch



Q&A
25 Mar 2025
How to create a simple website on a shoestring!

22 Apr 2025

Saddling up for success: Your guide to harnessing data

Upcoming webinars



Q & A



Digital Culture Network
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