
Email Strategy Best Practices 

Anna Maria Addesso – Apple Vacations
 Joanna Freeman - Phenomenon 



Key Areas of Email Strategy 

• Database 

• Creative 

• Content/Editorial 

• Email lead gen 



Batch & Blast vs. Lifecycle Segments 

New Opt-In (<1%)  

Engaged (<50%) 

Researchers Pre-Bookers Bookers (<5%) Declining (>10%) Lapsed (>10%) Never Engaged (<40%) 

Welcome 

1 

Welcome 

2 

Browse 

Abandonme

nt 

Cart 

Abandonme

nt 

eDoc/Confir

mation 

Excursion 

Email 

Travel 

Insurance 

Email 

Batch 

Newsletter

s 

Trip 

Countdown 

Stream 

Welcome 

Home 

Batch 

Newsletter

s 

Batch 

Newsletter

s 

Batch 

Newsletter

s 

Less than 1 month 

of promotional 

email without an 

engagement 
Opened at least 1 of the last 10 emails 

Booked a trip 

within 90 days 

Opened at least 1 

of the last 20 

emails, but 0 within 

the last 10 

Opened at least 1 

of the last 40 

emails, but 0 

within the last 20 

No engagement 

after 1 month of 

consistent 

messaging 

Batch 

Newsletter

s 

Batch 

Newsletter

s 

Email Engaged 

Batch 

Newsletter

s 



Email Creative Improvements 



Dynamic Content by Behavior 

• Person 1: 

• Opened 1 of the last 

10 emails 

• Self reported value 

seeking trips 

• Previously searched 

Riviera Maya 
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Content 
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• Person 2: 

• Opened 1 of the 

last 20 emails 

• Self reported 

Cancun as a 

destination of 

choice 

• Self reported 

interest in 

Children’s Program 

• No recent search 

history 

AV Need 

Profile Data 



Content/Editorial for Email 
 

• Consumers are distracted these days 
• Adding fresh content and editorial to your marketing campaigns can revive old topics  
• More distribution channels for marketing messages mean more competition for 

buyers’ attention 
• Email allows marketer one on one “my time” with consumer 
• Consumer database segments 

– New Opt ins 
– Email Engaged/Researcher/Pre Bookers 
– Bookers 
– Declining 

• Adventure Travel Example 





Content  - Campaigns built for action 

• One subject adapted for each consumer segment 
– New Opt In’s  

• “Take an Apple Vacation and never sit still” 

– Email Engaged/Researcher/Pre Bookers  
• “Reach beyond the beach with the most adventurous excursions” 

– Bookers  
• “Get ready for adventure. Book your excursions now for best availability” 

– Declining 
• “Explore your adventurous side with Apple Vacations. Watch our new videos” 

• Includes no pricing – low sell approach 
• Allows for forwarding and sharing 
• Consumers more apt to save  



Editorial – Become a Thought Leader  

• Grows your audience to become donors, more loyal 
customers and supporters of your brand 

• Allows the ability to grow the reputation of your organization 
as a thought leader around your core strategy 

• Apple Vacations Top 5 Deals of the Week 
– We are picking the best of the best every Wednesday 
– Customer comes to us a “leader” in travel 
– Email is customized by gateway 

• Texas Test Example 
 







Growing your database 

• Contests, giveaways, sweepstakes 

• Work with other media to collect leads 

• Surveys and polls 

• Social media 


