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# Email Marketing Ecosystem.

The Email Marketing Ecosystem, categorized into four essential pillars as discussed in the
sources.

The Email Marketing Ecosystem: Four Pillar Blueprint
Pillar 1: Capturing Emails (List Building)

The foundation of any email marketing effort is your list. You cannot perform marketing
without a filtered and segmented database of email addresses.

e Growing the List: Building an email list is a gradual process that requires time and a
solid strategy; it is not an overnight occurrence.

o The Power of First-Party Data: Email is considered "First-Party Data." Unlike data
held by pixels or third-party tools, you own this information. People rarely change
their email addresses, making it a highly powerful and stable asset.

o Free Sources of Capture:

o Social Media & YouTube: Driving traffic to a landing page where you ask for a
name and email.

o Lead Magnets: Offering a free resource—such as a PDF, checklist, or
newsletter—in exchange for contact details.

o Blogs: Utilizing high-traffic blog posts to offer free tools or trials (e.g., how
Ubersuggest offers free credits for signing up).

o Paid Sources of Capture:

o Running advertisements specifically for free webinars or lead generation
campaigns.

e E-commerce Integration: Capturing emails during the checkout process through
order details is an effective way to gather data for online stores.

Pillar 2: Specialized Marketing Tools (The "SAS" Model)

Professional email marketing cannot be done via personal accounts like Gmail or Outlook; it
requires specialized software. These tools are necessary because of the SAS principle:

1. S-Segmentation: Categorizing your audience based on their behavior, activities, or
specific tags so you can send targeted messages later.

2. A - Automation: Setting up systems that fire emails automatically based on user
triggers.



3. S -Scalability: The ability to run multiple campaigns simultaneously and reach
thousands of users.

e Popular Tools: The sources highlight tools such as MailerLite, Brevo (formerly
Sendinblue), Mailchimp, and ActiveCampaign.

e Cost Factor: While small-scale testing (200—-400 emails) might be available for free,
professional, ROI-driven marketing typically requires paid versions.

Pillar 3: Strategy and Deployment

Having a tool is not enough; you must design a complete strategy to deploy your campaigns
successfully.

e Creating "Flows": You must map out the sequence of your emails, including:
o The number of steps in a sequence.
o The frequency at which emails are sent.
o "Stop" logic: Deciding exactly when an automated flow should stop for a
particular user.
e Content Types: Marketers must balance different types of emails based on their
business niche:
o Transactional: Order and shipping updates.
o Informational/Value-Based: Providing useful content to build trust.
o Promotional/Marketing: Emails specifically designed to sell.

Pillar 4: Analytics and Technical Optimization

After sending emails, you must analyze performance metrics to ensure they actually reach
the recipient's inbox.

e The "Open Rate" Metric: This is a critical metric influenced by several factors:
o Audience Familiarity: People are more likely to open emails from a brand
they already know.
o Personalization: Using dynamic tags (e.g., "Hi [Name]") significantly boosts
engagement.
o Sender Reputation: Using a professional name (e.g., name@domain.com)
yields higher click rates than generic addresses like "sales@".
e Technical Deliverability: To prevent emails from landing in the spam folder, you
must set up technical protocols such as SPF, DKIM, and DMARC.
¢ Domain Warm-up: New business domains must be "warmed up" to establish a good
reputation with email providers.

Integration: CRM and Automation

Email marketing tools work most effectively when integrated with Customer Relationship
Management (CRM) system:s.

o Data Synchronization: Information can be pushed back and forth between your CRM
and your email tool.



e Third-Party Automation: If a native integration doesn't exist between tools, you can
use automation platforms like Pabbly Connect to link different applications together
and build seamless workflows.

# Building Your Email List

Student Guide: Building Your Email List via Website Integrations
1. Introduction: Why This Matters

One of the most critical aspects of email marketing is list building. A common and highly
effective method for this is capturing emails through forms on your website and
automatically pushing that data into your email marketing tool.

2. The Ecosystem of Tools
To practice and implement this, you generally need three components:

e A Website or Landing Page: It is highly recommended that beginners set up a
dummy domain, website, or blog for practice.

e Form Plugins (for WordPress): Common tools to create forms include Contact Form
7, WP Forms, and Elementor Forms.

o Email Marketing Software: The example used is Mailchimp, which offers a free
version with limited features and contact capacity, making it ideal for student
practice.

3. Step-by-Step Integration: Connecting a Form to Mailchimp

The source demonstrates this process using an Elementor Form on a WordPress landing
page.

Step 1: Ensure Necessary Form Fields
e Your form must include an Email field, as this is the primary identifier for any email
marketing tool to create an audience record. Other common fields include Name and
Phone.
Step 2: Configure "Actions After Submit"
e Inyour form's backend settings, look for the "Actions After Submit" section.
e Click the "+" icon to add Mailchimp to the list of actions that occur when a user clicks
submit.

Step 3: Generate and Link the API Key

e To allow the website to "talk" to Mailchimp, you need an API Key.



Step 4:

Step 6:

Where to find it: In Mailchimp, go to Account > Extras > API Keys. Click "Create a
Key," give it a name, and generate it.

Linking: In your website's form settings, change the API key setting from "Default" to
"Custom" and paste your generated key there.

Select Your Audience

Once the API is linked, you must select which Mailchimp Audience (list) the data
should go to.
Note: Free Mailchimp accounts are usually limited to one audience.

Field Mapping (Crucial Step)

You must tell the system which form field corresponds to which Mailchimp field.
Mapping Example: Map the form's "Email" to Mailchimp's "Email" and "Phone" to
"Phone".

Expert Tip: It is better to use separate "First Name" and "Last Name" fields in your
form for better data population in Mailchimp.

Assigning Tags (Optional)

You can assign specific tags to contacts coming from a particular form. Tags help in
filtering, segmentation, and firing specific automations for those contacts later.

4. Testing the System

Before

1.
2.

going live, always perform a test:

Refresh your landing page.

Fill out the form with test data (e.g., Name: "Video Test", a random phone number,
and a test email).

Submit the form and check your Mailchimp "All Contacts" dashboard to verify the
new contact has appeared.

5. Key Takeaways and Concept Expansion

Universal Concept: While the video uses Elementor and Mailchimp, the concept is
the same for other tools. You can use similar logic to connect forms to
ActiveCampaign, GetResponse, ConvertKit, or MailerLite.

Beyond Emails: These integrations can also be used to send form data to other
platforms like Slack or Discord, or to trigger a pop-up upon submission.
Automation Foundation: Once the data is successfully pushing to your marketing
tool, you can start setting up automated email flows for those new subscribers.



# Mastering Email Authentication (SPF, DKIM, & DMARC)

This guide focuses on the critical technical setup required to ensure your emails reach the
inbox and not the spam folder.

1. Introduction to the Technical Pillars

To run a professional email marketing campaign, you must verify your domain so that
receiving servers (like Gmail or Outlook) trust your emails. While different tools have slightly
different processes, the core concepts remain the same.

2. The Problem: Why Authentication is Mandatory

If you send emails from a professional address (e.g., info@yourdomain.com) using an
external tool like Mailchimp, the receiving server sees that the email is coming from
Mailchimp's server, not your domain's server.

¢ The Risk: Without authentication, the recipient's server might flag this as spoofing or
spam, assuming someone is pretending to be you.

¢ The Solution: Authenticating your domain protects your reputation and ensures
your emails land in the inbox.

3. Defining the "Technical Trio"

e SPF (Sender Policy Framework): This record identifies which mail servers are
authorized to send emails on behalf of your domain. When you send an email via
Mailchimp, the recipient server checks your domain's SPF record to confirm
Mailchimp is a legitimate sender for you.

o DKIM (DomainKeys Identified Mail): This provides a digital signature to your emails.
It ensures that the email sent by you is the exact same email received by the
customer and hasn't been altered or "broken" during transit.

e DMARC (Domain-based Message Authentication, Reporting, and Conformance):
This is built on top of SPF and DKIM. It provides instructions to receiving servers on
what to do if an email fails SPF or DKIM checks (e.g., "reject it" or "put it in spam").
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4. Prerequisites for Setup

Before

5. Step

Step 1:

Step 3:

Step 4:

Step 5:

you begin, ensure you have:

Access to your Domain Provider: You must be able to log in to the account where
you bought your domain (e.g., GoDaddy, Hostinger, Namecheap) to edit DNS
(Domain Name System) records.

A Business Email: You should be using an email tied to your domain (e.g.,
info@umartazkeer.com) rather than a generic @gmail.com address

-by-Step Implementation in Mailchimp

Access Domain Settings

Log in to your Mailchimp account.
Use the search bar to find and click on "Domains".

Identify and Add Your Domain

If your domain isn't listed, add your business email (e.g., info@yourdomain.com).
Mailchimp will send a verification email to that address. Follow the link to verify it.

Start the Authentication Process

Once verified, look for the "Authenticate" or "Start your email authentication
process" button next to your domain.

Automatic vs. Manual Configuration

Automatic (Recommended): Mailchimp can often detect your provider (like
GoDaddy).
o Click "Continue," and Mailchimp will ask for permission to access your
domain provider.
o Login to your provider when prompted, and Mailchimp will automatically
create the necessary DNS records for you.
Manual: If the tool cannot connect automatically, it will provide you with specific
CNAME and TXT records.
o You must copy these and paste them into the DNS management section of
your domain provider.

Verification and Wait Time

The process of connecting and verifying the domain can take 2 to 3 minutes.
Once finished, you should see the status change to "Authenticated".



6. Confirming the Setup
To ensure everything worked, you can check your domain's DNS records:

e DKIM: You should see new CNAME records in your DNS settings created by
Mailchimp.

e DMARC: You should see a TXT record starting with v=DMARCL1.

o Final Result: Your emails will now "flow freely" into customer inboxes because your
domain is properly verified.

7. Conclusion
Setting up SPF, DKIM, and DMARC is an essential technical step for every email marketer.
While this guide used Mailchimp, the importance of domain reputation and inbox

deliverability applies to every email service provider in the industry

IP warming & Email (or domain) warming IP warming

It is the gradual increase of email volume sent from a new dedicated IP address. Email (or
domain) warming is the parallel process of building trust for your specific sending domain.
Both processes establish a positive sender reputation so mailbox providers do not block your

messages or send them to the spam folder.

IP Warming Definition & Process

e What itis: The practice of ramping up mail volume from a new or changed IP address
in small steps. []

e Why it matters: Mailbox providers (like Gmail or Outlook) view sudden, massive
volume spikes from unknown IPs as suspicious spam behavior.]

e How it works: You start by sending a tiny volume (e.g., 50 to 100 emails on day one)
and double or slowly increase that number over 4 to 8 weeks until reaching full
capacity.

Email/Domain Warming Definition & Process

e What itis: The practice of building a trustworthy reputation for your exact web
domain (e.g., yourname@yourcompany.com).



o Why it matters: Internet service providers track domain history alongside IP history;
a clean domain history ensures high inbox placement even if your underlying server
or IP changes.

e How it works: You send targeted messages to highly active, engaged subscribers who
open, read, and reply, which signals positive user interaction to inbox filters

# Groups (Lists), Tags, and Segments.

Student Guide: Organizing Your Audience with Groups, Tags, and Segments

1. Core Concept and Purpose

Regardless of which email marketing tool you use (Mailchimp, ActiveCampaign, etc.), you
will encounter these three organizational features. While some platforms might use different
names—for instance, ActiveCampaign often refers to "Groups" as "Lists" —their primary

function remains the same: organizing your audience to send targeted, specific emails.

Key Principle: A single contact can belong to a Group, have a Tag associated with them, and
fall into a Segment all at the same time. These are not mutually exclusive; they work

together to create a detailed profile of your subscriber.

2. Pillar One: Groups (or Lists)

Groups are used to categorize subscribers based on their interests or preferences.

e User Selection (The Major Differentiator): This is the only organizational feature that
can be made visible to the user. You can provide options on your sign-up form for
subscribers to choose which group they want to join.



e Practical Example: If you run a digital marketing blog, your sign-up form could offer
checkboxes for "SEQO," "Google Ads," or "Facebook Ads." When a user selects "Google
Ads," they are added to that specific group, allowing you to fire automated emails
relevant only to that interest.

e Internal Management: While users can select their own groups, marketers also have
the power to manually place subscribers into specific groups within the platform.

3. Pillar Two: Tags

Tags are labels used to categorize users internally for the marketer's reference.

e Internal Visibility: Unlike Groups, Tags are internal to the platform. A subscriber
cannot see the tags associated with them, nor can they assign tags to themselves.

o Multiple Tagging: A single contact can have multiple tags. For example, a contact
could be tagged as a "Lead from April" and also as a "Hot Lead".

e Categorization Use Cases: Common tags include:
o Engagement levels: Warm, Hot, or Converted.
o Customer value: "High Order Value Customer".
o Source/Timeline: "April Lead".

e Assignment Methods:

o Manual: You can manually add tags to individual contacts or groups of
contacts.

o Automatic: Using automation tools like Pabbly Connect, Zapier, or IFTTT, you
can trigger tags based on actions.

o Payment Integration Example: If someone makes a purchase via Razorpay or
Instamojo, you can use an automation tool to send that data to your email
platform and automatically attach a "Purchaser" tag to that contact.



4. Pillar Three: Segments

A Segment is not something you "assign" to a contact like a Tag; instead, it is a dynamic filter

applied to your existing audience.

o Filtered Audience Sets: Segmentation uses pre-existing data already stored in your
contact records to create a specific list of people.

o Data-Driven Criteria: You can segment your audience based on various fields, such
as:

o Geography: For example, filtering for all contacts living in "Lucknow".

o Behavior/Source: Filtering for people who signed up via an "Embedded
Form".

o Language: Filtering for users whose preferred language is "English".

e Logical Conditions (If/And): Segments allow for complex filtering. You can create a
segment for users who speak English AND signed up through a specific form. Once
reviewed, this "Test Segment" can be used to fire targeted campaigns.

Summary Comparison for Students

Feature Visibility Primary Use How it's assigned
Groups Public/User- Interest-based User-selected or Marketer-
(Lists) facing categories assigned

Manual or Automatic (via
Tags Internal Only Status/Behavior labels
integrations)



Segments Internal Only Dynamic filtering Based on pre-existing data fields

Expert Advice: To master these tools, navigate to the "Audience" or "Contacts" section of
your platform. If you cannot find a specific feature, use the Search/Navigation bar (common
in tools like Mailchimp) to quickly locate and create your first Groups, Tags, or Segments.
Understanding these will make your marketing efforts significantly more productive and

targeted.

Integration Between Mailchimp and Google Analytics (GA),

This which allows you to track exactly what happens after a subscriber clicks a link in your

email.

In-Depth Student Notes: Integrating Mailchimp with Google Analytics

1. Introduction: The Goal of Integration

The primary purpose of connecting your email marketing tool (Mailchimp) to Google

Analytics is to gain a complete picture of the user journey.

o Beyond the Click: While Mailchimp tells you who clicked, Google Analytics tells you
what they did next on your website.

e Key Metrics Tracked: You can monitor traffic, bounce rates, time spent on specific
landing pages, and whether users are completing events or conversions (like making
a purchase).



2. The Role of UTM Parameters

A central benefit of this integration is the automatic creation of UTM (Urgency Tracking

Module) parameters.

e When a user clicks a link in your email, Mailchimp automatically attaches specific
tags to the URL.

e These tags—UTM Campaign, UTM Source, and UTM Medium—allow Google
Analytics to identify exactly which email and which audience segment drove the
traffic.

3. Step-by-Step Technical Setup

Follow these steps to link your accounts:

1. Access Integrations: Log in to Mailchimp, navigate to the Integrations section, and
select Google Analytics.

2. Authorize Connection: Click Connect. You will be prompted to select your Google
ID/Account.

3. Grant Permissions: Allow Mailchimp the necessary permissions to access your
Google Analytics data.

4. Verification: Once connected, the status will update to show the accounts are linked.

4. Implementing Tracking in Campaigns

Integration alone isn't enough; you must enable tracking for each specific campaign or

automation.



IP warming & Email (or domain) warming IP warming

It is the gradual increase of email volume sent from a new dedicated IP address. Email (or domain)
warming is the parallel process of building trust for your specific sending domain. Both processes
establish a positive sender reputation so mailbox providers do not block your messages or send them

to the spam folder.

IP Warming Definition & Process

e What it is: The practice of ramping up mail volume from a new or changed IP address in
small steps. []

¢ Why it matters: Mailbox providers (like Gmail or Outlook) view sudden, massive volume
spikes from unknown IPs as suspicious spam behavior.]

e How it works: You start by sending a tiny volume (e.g., 50 to 100 emails on day one) and
double or slowly increase that number over 4 to 8 weeks until reaching full capacity.

Email/Domain Warming Definition & Process

e What it is: The practice of building a trustworthy reputation for your exact web domain (e.g.,
yourname@yourcompany.com).

o Why it matters: Internet service providers track domain history alongside IP history; a clean
domain history ensures high inbox placement even if your underlying server or IP changes.

o How it works: You send targeted messages to highly active, engaged subscribers who open,
read, and reply, which signals positive user interaction to inbox filters

# Groups (Lists), Tags, and Segments.

Student Guide: Organizing Your Audience with Groups, Tags, and Segments

1. Core Concept and Purpose



Regardless of which email marketing tool you use (Mailchimp, ActiveCampaign, etc.), you will
encounter these three organizational features. While some platforms might use different names—for
instance, ActiveCampaign often refers to "Groups" as "Lists" —their primary function remains the

same: organizing your audience to send targeted, specific emails.

Key Principle: A single contact can belong to a Group, have a Tag associated with them, and fall into a
Segment all at the same time. These are not mutually exclusive; they work together to create a

detailed profile of your subscriber.

2. Pillar One: Groups (or Lists)

Groups are used to categorize subscribers based on their interests or preferences.

e User Selection (The Major Differentiator): This is the only organizational feature that can be
made visible to the user. You can provide options on your sign-up form for subscribers to
choose which group they want to join.

e Practical Example: If you run a digital marketing blog, your sign-up form could offer
checkboxes for "SEO," "Google Ads," or "Facebook Ads." When a user selects "Google Ads,"
they are added to that specific group, allowing you to fire automated emails relevant only to
that interest.

¢ Internal Management: While users can select their own groups, marketers also have the
power to manually place subscribers into specific groups within the platform.

3. Pillar Two: Tags

Tags are labels used to categorize users internally for the marketer's reference.

¢ Internal Visibility: Unlike Groups, Tags are internal to the platform. A subscriber cannot see
the tags associated with them, nor can they assign tags to themselves.

e Multiple Tagging: A single contact can have multiple tags. For example, a contact could be
tagged as a "Lead from April" and also as a "Hot Lead".



Categorization Use Cases: Common tags include:

o Engagement levels: Warm, Hot, or Converted.
o Customer value: "High Order Value Customer".

o Source/Timeline: "April Lead".

Assignment Methods:

o Manual: You can manually add tags to individual contacts or groups of contacts.

o Automatic: Using automation tools like Pabbly Connect, Zapier, or IFTTT, you can
trigger tags based on actions.

o Payment Integration Example: If someone makes a purchase via Razorpay or
Instamojo, you can use an automation tool to send that data to your email platform
and automatically attach a "Purchaser" tag to that contact.

4. Pillar Three: Segments

A Segment is not something you "assign" to a contact like a Tag; instead, it is a dynamic filter applied

to your existing audience.

Filtered Audience Sets: Segmentation uses pre-existing data already stored in your contact
records to create a specific list of people.

Data-Driven Criteria: You can segment your audience based on various fields, such as:
o Geography: For example, filtering for all contacts living in "Lucknow".
o Behavior/Source: Filtering for people who signed up via an "Embedded Form".
o Language: Filtering for users whose preferred language is "English".

Logical Conditions (If/And): Segments allow for complex filtering. You can create a segment
for users who speak English AND signed up through a specific form. Once reviewed, this
"Test Segment" can be used to fire targeted campaigns.

Summary Comparison for Students

Feature Visibility Primary Use How it's assigned



Groups (Lists) Public/User-facing Interest-based categories User-selected or Marketer-assigned

Tags Internal Only Status/Behavior labels  Manual or Automatic (via integrations)

Segments Internal Only Dynamic filtering Based on pre-existing data fields

Expert Advice: To master these tools, navigate to the "Audience" or "Contacts" section of your
platform. If you cannot find a specific feature, use the Search/Navigation bar (common in tools like
Mailchimp) to quickly locate and create your first Groups, Tags, or Segments. Understanding these

will make your marketing efforts significantly more productive and targeted.

Integration Between Mailchimp and Google Analytics (GA),

This which allows you to track exactly what happens after a subscriber clicks a link in your email.

In-Depth Student Notes: Integrating Mailchimp with Google Analytics

1. Introduction: The Goal of Integration

The primary purpose of connecting your email marketing tool (Mailchimp) to Google Analytics is to
gain a complete picture of the user journey.

¢ Beyond the Click: While Mailchimp tells you who clicked, Google Analytics tells you what
they did next on your website.

e Key Metrics Tracked: You can monitor traffic, bounce rates, time spent on specific landing
pages, and whether users are completing events or conversions (like making a purchase).

2. The Role of UTM Parameters

A central benefit of this integration is the automatic creation of UTM (Urgency Tracking Module)

parameters.



e When a user clicks a link in your email, Mailchimp automatically attaches specific tags to the
URL.

o These tags—UTM Campaign, UTM Source, and UTM Medium—allow Google Analytics to
identify exactly which email and which audience segment drove the traffic.

3. Step-by-Step Technical Setup

Follow these steps to link your accounts:

5. Access Integrations: Log in to Mailchimp, navigate to the Integrations section, and select
Google Analytics.

6. Authorize Connection: Click Connect. You will be prompted to select your Google
ID/Account.

7. Grant Permissions: Allow Mailchimp the necessary permissions to access your Google
Analytics data.

8. Verification: Once connected, the status will update to show the accounts are linked.

4. Implementing Tracking in Campaigns

Integration alone isn't enough; you must enable tracking for each specific campaign or automation.

For Regular Emails:

¢ Inside the email builder, scroll down to the Settings & Tracking section.
e Check the box for Google Analytics link tracking.

e By default, Mailchimp will use the Email Title as the campaign name in Google Analytics, but
you can customize this.

For Customer Journeys (Automations):

e When using automations, every link within every email in that journey is automatically
tagged and tracked once the integration is active.



5. Advanced Customization (Modifying UTMs)

For more professional data management, you can manually modify how your data appears in Google

Analytics.

e Custom Tracking ID: You can add a specific ID to help your analytics tool identify the
campaign more accurately.

e Customizing Parameters: You can manually set the following for better reporting:
o UTM Medium: Usually set to "email".
o UTM Source: Can be set to a specific segment, such as "Audience 1".

o UTM Campaign: A descriptive name like "Test Campaign".

6. Specialized Features

e A/B Testing: You can enable tracking for A/B tests to see which version of an email leads to
better website engagement or more purchases.

e Audience Summary: Mailchimp can send a summary of your audience data directly to
Google Analytics for a broader view of your demographics.

7. Analyzing the Data in Google Analytics

Once your campaign is sent and users start clicking, you can view the results in your Google Analytics

dashboard:

e Path: Navigate to Campaigns > All Campaigns.

e The Data: You will see the specific name of your email campaign. From there, you can view
the number of sessions, the quality of traffic (bounce rate), and most importantly, the
conversions or ROI generated by that specific email.



For Regular Emails:

e Inside the email builder, scroll down to the Settings & Tracking section.
e Check the box for Google Analytics link tracking.

e By default, Mailchimp will use the Email Title as the campaign name in Google
Analytics, but you can customize this.

For Customer Journeys (Automations):

e When using automations, every link within every email in that journey is
automatically tagged and tracked once the integration is active.

5. Advanced Customization (Modifying UTMs)

For more professional data management, you can manually modify how your data appears

in Google Analytics.

e Custom Tracking ID: You can add a specific ID to help your analytics tool identify the
campaign more accurately.

e Customizing Parameters: You can manually set the following for better reporting:
o UTM Medium: Usually set to "email".
o UTM Source: Can be set to a specific segment, such as "Audience 1".

o UTM Campaign: A descriptive name like "Test Campaign".

6. Specialized Features

e A/B Testing: You can enable tracking for A/B tests to see which version of an email
leads to better website engagement or more purchases.

e Audience Summary: Mailchimp can send a summary of your audience data directly
to Google Analytics for a broader view of your demographics.



7. Analyzing the Data in Google Analytics

Once your campaign is sent and users start clicking, you can view the results in your Google

Analytics dashboard:

e Path: Navigate to Campaigns > All Campaigns.

o The Data: You will see the specific name of your email campaign. From there, you
can view the number of sessions, the quality of traffic (bounce rate), and most
importantly, the conversions or ROl generated by that specific email.



