
M
arketing W

ebinar

01

MARKETING &
EMAIL STRAGIES

Presented by Amy Coen



INTRODUCTION

This webinar will focus on creating effective
marketing email campaigns by using a
decision-making flowchart that guides your
strategies. It will emphasize the importance of
delivering high-quality, consistent content to
engage your audience, as well as the use of a
marketing calendar to efficiently organize your
campaigns. We will also spend time on
increasing the efficiency of packing and
shipping orders, establishing clear guidelines
and managing customer expectations.
Additionally, reviewing a supply ordering list
that ensures you have all necessary materials
on hand.
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Welcome to Everyone!

Thank you for joining me today. I truly appreciate you taking the time to be here.

 Today’s Discussion
We will explore marketing and e-commerce strategies that enable you to effectively balance vendors, products, pricing,
and seasonal trends.
We will examine an effective marketing calendar that lets you view your month at a glance. 
We will cover some fundamental web order packaging techniques to assist you in getting organized.
Throughout the webinar, feel free to ask questions using chat and we’ll answer those at the end.
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Understanding Emails in Relation to In-Store Sales

When a customer walks in a shop with questions  

For example: Do you have waders?
Response: Yes, see the wall over there, take a look and let me know if you have any
questions
Result: No Sale
vs
Response: Yes, we have waders for every situation, let me show you.
Result: Sale

I view this senerio the same as an email. The customer receives the email, reads the
subject and clicks to find answers.
Open email: Hit with a lot of wording but no clear message.
Result: Delete, No sale
vs
Open email: Sees a clear visual image with concise bullet points and reasons to
purchase
Result: Click through, increase chance of sale
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With this in mind, let’s take a look at 5 keys to successful emails
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Be clear about the value, not just clever. Your reader should instantly know “what’s in it for me”. 
Curiosity helps, but don’t be vague to the point of confusion. 

#1  A subject line that earns an open!

Weak: What’s Working On The Water
Strong: What Local Anglers Are Using Right Now!!

Weak: New Rod Alert
Strong: This Rod Changes Everything!

A weak subject line tries to appeal to everyone
A strong subject line intentionally attracts the right reader.

Weak: “New Fly Rods Available” - broad
Strong: “For Anglers who hate heavy rods: meet your new setup” - speaks directly to a
specific pain point - fewer opens but far higher quality engagement.

Examples
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The opening line should pull them in immediately. Build on the subject line and 
give them a reason to keep reading. 

#2  A strong first sentence

Weak: These waders are made with high-quality materials
Strong: Stay dry after 8 hours in the river - no matter the conditions.

Weak: We’re having a sale on select items.
Strong: Upgrade your setup before this weekend - Save Big during our one day sale!

Weak: Tangles can be frustrating for anglers.
Strong: If you’re wasting time untangling line, this will help!!
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This means the reader can grasp what’s in it for them in seconds - without reading every word. Most people
skim, so your job is to make the value obvious at a glance. Break text into short chunks, and use visual cues like
spacing or bolding to highlight key benefits. 

#3 Scannable, benefit-driven content

Example of weak content: 
Our new rod is made with graphite and features an improved taper design for better performance in a variety of
fishing situations.

Example of strong content: 
Cast farther with less effort.

Loads easily-even on short casts
Cuts through wind without overpowering
More accuracy where it counts
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Don’t cram everything into one email. Decide the single action you want (buy, browse, learn, book) 
and make the whole email support that. Too many ideas = no action. 

#4 One clear message, one goal

One clear message, one goal sounds simple, but it’s where most emails fall apart.  
The core problem: people try to make every email do too much. Sell a product, tell a story, educate, announce something,
ask for engagment - all in one. When that happens, the subject line gets vague because it’s trying to represent multiple
ideas at once. Vagueness kills opens.

A strong email starts by deciding: what is the one thing I want the reader to do or understand after this? See #5
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Tell them exactly what to do next: 

#5 A clear, compelling call-to-action
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#2

#3 #5

#4

Strong Subject Line

Strong 1st Sentence 

Scannable Content

One Clear Message

Call to Action
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Planning and Organizing
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How many emails do you want to send per week? 1-3, 3 being optimal

Days of the week that work best 
Tuesday/Wednesday: Top Performers

People are back in work mode and checking emails
Less inbox competition than Monday
Great for gear drops, educational content & promotions

Thursday: High Intent
Anglers are planning weekend trips
Purchases spike for flies, leaders, last-minute gear

Sunday Evening: Relaxed day
People are winding down, checking emails casually
Great for sales

Don’t be afraid to try different days and see what works best for you!

Things to consider when creating your Email Marketing Calendar
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EMAIL FLOWCHART
Finding a balance of vendors, product & pricing
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Week One

Choose one Category per email
example: Waders - Showcase the new Grundens Bedrock 

Choose one Type of Fishing per email - depending or your area
example: Waders for trout fishing in the spring

Choose one Price Point - $250 - up 
Choose an Email type: Full Price

Week Two
Choose one category per email

example: Accessories - Showcase a new Umpqua RiverRun
nipper

Choose one Type of Fishing per email - depending or your area
example: Umpqua nippers used for trout fishing

Choose one price point - $0-$50 
Choose an Email Type:  Full Price

***Make sure to spread the love among vendors***
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Week Four
Choose one Category per email

example: Apparel
Choose one Price Point - $50-$250 
Choose an Email Type: Sale

Week Three
Choose one Category per email

example: Classes/Education- Fly tying with Bob
Choose one Type of Fishing per email - depending or your area

example: Trout - it’s springtime
Choose one Price Point - Free
Choose an Email Type: Content
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Wade  Confidentally with Patagonia River Salt Boots II#1

#2

#3

#4

#5

Strong Subject Line

Strong 1st Sentence 

Scannable Content

One Clear Message

Call to Action
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Sale: Sage Fly Rods#1

#2#3
#4

#5

Strong Subject Line

Strong 1st Sentence 

Scannable Content

One Clear Message

Call to Action
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#2 #3 #4

#5

Strong Subject Line

Strong 1st Sentence 

Scannable Content

One Clear Message

Call to Action
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Consistency builds trust (and opens): When sending emails on a predictable schedule, your audience learns to
expect and recognize you.  This increases open rates and reduces unsubscribes. Random emails can feel like spam.

Better timing = better results: A calendar helps you plan aroung buying cycles, seasons, and key dates (holidays,
product launches, promotions). Keeps you from scrambling at the last minute.

Stronger campaign strategy: Without a calendar emails tend to be one-off promotions. With a calendar, you can
build a sequence (teasers, launches, follow-ups) that help guide a customer.

Prevents audience fatigue: Over-emailing burns your list; under-emailing makes people forget you. A calendar
helps strike the right balance.

Improves content quality: Planning ahead gives you time to write better subject lines, craft stronger hooks, and
design cleaner emails
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Packaging isn’t just about getting a product from A to B - it affects cost, customer experience, and even repeat purchases

Product protection: If it arrives damaged, nothing else matters. Match packaging to the item
Fragile: (YETI) make sure it’s bubble wrapped
Apparel: if using a polybag fold the garment backwards so buttons and zippers are on the inside
Rods/Reels: Always double check whats in the tube or box don’t just assume, always add insurance

Shipping cost & efficiency: Packaging directly impacts your margins
Determine what type of packaging you want to use - Polybags, Reusable bags, Recycled bags, new boxes,
Recycled boxes (used). Buy in bulk to save money.
Keep the size of the box as small as possible
Standard box sizes to simplify operations

Unboxing experience: This is a marketing opportunity, not just a shipment.
Clean, well-presented packaging build brand perception. Include a thank you card, return instructions, packing slip, sticker.

INVENTORY!
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Thank you!
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