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Imagine having a large group of people who 
love your business and want to hear about 
upcoming events and promotions you have. 
And in order to reach these people it’s fairly 
simple and doesn’t cost much, but once reached 
they will solicit your business and spend 
money. That folks, is called email marketing. 

Email marketing is one of the most effective 
ways to reach your clientele and see results 
quickly. Why is it effective? First and foremost 
opt-in subscribers want to receive information 
from your business. Unlike many other forms 
of advertising, you are reaching guests who 
have already had a positive experience or 
are inclined to want to try your location for 
the first time. That’s why they signed up for 
your newsletter. Additionally, with many 
competitive options like Constant Contact, 
Fishbowl and Mailchimp, it’s a cost effective 
way to create, manage and track your results.  

Some restaurants have someone in-house 
who is creative and organized who can 
manage their email marketing campaigns. 
Others opt to hire a marketing company who 
can help them create branded emails, consult 
on promotions that are likely to succeed and 
give feedback that will continuously improve 
your overall email campaigns. Whether you 
use someone in-house or hire an outside 

• Don’t “waste” an email. If you know your 
location will sell out for Mother’s Day or 
Valentine’s Day then use that email to promote 
a slower day that month. 

• Keep it fresh. It’s great to promote happy 
hour or Sunday brunch, but mix it up. Tie in 
food and drink holidays that are a fit for your 
concept. For example, if you’re a Mexican 
restaurant then National Tequila Day should be 
considered a national holiday!

• Think outside the four walls and give your 
readers more reasons to visit. If you’re in close 
proximity to a theater or comedy club then 
“plant the seed” for them to visit your location 
before or after the show.

• Make sure your management team and staff 
is aware of what is being sent to your email 
subscribers. Especially if there is a promotion 
or discount involved. No guest likes to try and 
claim an offer to only be met with a blank stare 
from their server.

Bigger is better. 
Growing your email database should always be 
a focus and a priority. There are many ways to 
collect emails, but you have to make it simple 
and foolproof. 

• Create sign-up cards, but take it further than 
that. Incentivize your staff to get guests to sign-
up by having a contest. 

• Many online reservation systems like 
Opentable ask guests if they would like to 
sign-up to receive promotional emails from the 
restaurant. Make sure you’re taking advantage 
of this, by frequently importing these into your 
email database. 

• Your sign-up form should be up front and 
center on your website. If it’s buried on the last 
page then chances are they won’t find it. 

• Dangle a carrot by offering something 
complimentary for signing up. Not only will they 
sign-up, but they are more likely to visit sooner 
by giving them an offer that is time sensitive.

source here are some tips to creating 
impactful emails: 

• Consistency is key. Create a template with 
a header with your logo and branding. Every 
time a subscriber opens an email they should 
instantly know who it’s from. 

• Less is more. Emails should have no more 
than 2-3 messages. There is nothing worse than 
information overload, so keep it simple! 

• A picture is worth a thousand words. But 
only if it’s a great shot that is appealing to 
the reader. Put your food and drink photos 
through the “crave-able” test. If you don’t 
think the photo will make the reader’s mouth 
water then choose another picture. 

Strategize. Strategize. Strategize. 
Now that you’ve created your template 
you should have a strategy. The most 
successful email campaigns are well 
thought out and planned. Prior to every 
month you should know what you’re 
going to promote, when and why. 

• Look at a calendar and last year’s sales to 
target slow periods and events that will have 
a negative impact like the county fair, awards 
shows and popular sporting events. 
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