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Billions of people now own a mobile phone. It’s a piece 
of tech that’s always in our hands, whether to check a 
message or send a Tweet.  

Americans check their phones 160 times every single 
day, and SMS open rates can reach as high as 98%. 
Even more promising is that 45% of all text messages 
get a reply. 

Statistics like these make SMS a hard channel for 
marketers to ignore. This ebook aims to help online 
marketers (like you) take advantage of those high open 
rates and master SMS Marketing. 

Chapter 1:  
The Nuts & Bolts of SMS Marketing  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 2

Chapter 2:  
Getting started with SMS Marketing  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .7

Chapter 3:  
Best practices to get the most out of  
SMS Marketing campaigns  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  .  . 12

Chapter 4:  
Why SMS Marketing automation solutions makes sense  .  .  .  .  .  . 19

https://smallbiztrends.com/2020/03/2020-mobile-phone-usage-statistics.html
https://smallbiztrends.com/2020/03/2020-mobile-phone-usage-statistics.html
https://www.gartner.com/en/marketing/insights/articles/tap-into-the-marketing-power-of-sms


The Digital Retailer’s Guide to Modern SMS/MMS Marketing • 2

CHAPTER 1

The Nuts & Bolts of  
SMS/MMS Marketing

Short message service (SMS) 
marketing is when a company 
sends an update, promotion, offer, 
or transactional information over a 
text message . 

If you own a phone, it’s almost a given that 
you’ve received an SMS marketing message 
like this in some shape or form. 

Businesses that invest in SMS marketing tend 
to make it an active channel to reach 
customers—and there’s a reason for that. 
While SMS message read rates are sitting at 
nearly 100%, they also have a 
clickthrough rate of 19%—nearly triple the 
average clickthrough rate of an email 
marketing message. The average text 
message is also opened more than an email, 
which is seen 20% of the time and only 
answered 6%.

The science behind why SMS marketing is 
more popular with customers may come 
down to a simple reason: it feels more 
personal. Unlike social media or email 
marketing, customers must opt-in to SMS 
marketing to receive messages from a 
company. This may explain the extremely 
high open rates for SMS marketing—
customers actually want to receive and read 
the messages that land in their SMS inboxes.

WHAT THE EXPERTS SAY

“When you expand into SMS, there’s likely 
to be a fair amount of overlap with your 
email audience, so it’s natural to see a bit 
of revenue shift. 

 The goal should be to provide unique value 
to users for each channel so that your 
messaging isn’t too repetitive and causing 
subscriber fatigue.”

Mary Miller 
Senior Strategist, CRM & Email @ Tinuiti

https://www.gartner.com/en/marketing/insights/articles/tap-into-the-marketing-power-of-sms
https://www.gartner.com/en/marketing/insights/articles/tap-into-the-marketing-power-of-sms
https://www.voicesage.com/blog/sms-compared-to-email-infograph/
https://www.voicesage.com/blog/sms-compared-to-email-infograph/
https://www.gartner.com/en/marketing/insights/articles/tap-into-the-marketing-power-of-sms
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Home Shop: 
Your shopping cart is 
waiting for you, Sarah. 
Don’t let it expire! 
Use code 10OFF  to get 
a 10% discount on your 
entire order: 
https://homeshop-
checkout 

Reply STOP to opt-out.

Brand name

Message purpose

CTA

URL

Customer name

Brief and 
compelling copy

Opt-out

SMS marketing is usually split into 
two categories: 

1. Campaign messages: The main type of 
SMS marketing. Campaign messages 
feature promotions or event updates and 
usually make up part of a larger 
marketing campaign. 

2. Transactional messages: A more 
generic type of SMS that is triggered by 
an action like a customer making a 
purchase. These messages include 
essential information like payment 
receipts or shipping notifications/updates.

MMS (multimedia messaging service) can also 
be used in marketing campaigns. An MMS is 
similar to an SMS marketing campaign, but it 
features pictures, animated GIFs, or an 
external link. 

It’s also important for marketers to note 
that many countries don’t allow sender 
information to be altered for privacy and 
security reasons. Each message that is 
sent will appear as a text message from 
a specific number or shortcode, and 
the company name will not show on the 
customer’s phone. This, along with legal 
implications, is one of the most crucial 
reasons marketers must identify the 
company within the message’s text. 

Some SMS Marketing tools (like yours truly, 
Sendlane) feature built-in systems that will 
auto-generate your brand name in each 
message, so you don’t have to worry!

The structure of a typical SMS marketing message 
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Examples of Common  
SMS Marketing Messages

1. Promotional messages

Promotional messages will include deals tied 
to a particular holiday or event, like the 
customer’s birthday or anniversary. You can 
leverage automation to trigger these 
messages based on information collected 
during the opt-in phase. 

2. New stock notifications

These messages are used to update 
customers about new product releases or 
when an item comes back into stock. This is a 
great strategy to grow your SMS list, too. 
When the item’s back in stock, you can send 
your SMS campaign to the list of customers 
who completed their opt-in. 

World Market: Don’t 
forget! Your 15% o� 
birthday o�er expires 
soon, and won’t be 
back for another 
year. Get o�er: 
brand.com/o�er 

Free People: BACK. IN. 
STOCK. They’re 
baaaaaaaack... but not 
for long! Shop now for 
free delivery by 12/24:
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4. Abandoned Cart

Similar to abandoned cart emails, these 
messages help companies recoup the 
revenue lost when a customer doesn’t 
complete their transaction at checkout. 

These messages are automatically triggered 
when a customer leaves a website with items 
still in their cart and is used to entice them 
back to finish their purchase.

5. Loyalty offers and rewards

Offering giveaways and contests to customers 
can also help them feel like they’re getting the 
best deal. These SMS messages often include 
coupon codes or vouchers that the recipient 
can instantly claim their offer.

Hi Jon! We noticed 
you left these items in 
your cart. Complete 
your purchase with 
15% o�. 
https://shop.com

Bed Bath & Beyond: 
$15 o� your purchase 
of $50 COUPON: 
https://shop.com
Exclusions apply. 
Reply STOP to cancel

3. Product launches

The purpose of these SMS messages is to 
promote or build interest in a new product or 
service. Using the personal information 
gathered at the opt-in phase, this type of 
SMS marketing can target customers based 
on their interests and previous purchases. 
When you launch an item that’s similar in 
style or function, you can target customers 
who are more likely to buy it.

Steve Madden: Calling 
all sneaker heads. 
Neons, platforms and 
one-of-a-kind kicks just 
dropped.
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7. Transactional messages

Transactional messages are sent when a 
customer interacts with your business—usually 
when they buy something. These messages 
include important details about payment 
invoices, shipping notifications, and returns 
information.

6. Customer support 

SMS messages are a two-way communication channel, making it a perfect avenue for businesses 
to provide customer support. 

Brands can follow up post-purchase to see if the customer is satisfied and nurture them to help 
turn them into repeat buyers. A tool like Sendlane also allows brands to keep communication lines 
open with its Two-Way Reply Center. Customer service reps can use the Reply Center to help 
customers quickly and conveniently answer questions or track their orders using a text thread. 

Bones Co�ee: 
Hey Cherie, your order 
has shipped via FedEx!

Track your package here: 
https://bonesco�ee.com
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CHAPTER 2

Getting started with 
SMS Marketing

SMS marketing can be used in 
various industries, from 
eCommerce brands to online 
retailers and entertainment venues . 

Building an SMS marketing strategy 
requires a number of steps, from 
covering your brand legally to 
growing your customer list and 
creating a consistent marketing 
campaign . 

Gain customer permission

Otherwise known as opting-in, gaining 
permission from your customers to send 
them text messages is the very first step of 
any SMS marketing strategy. 

Statistics show that 59% of customers 
have been sent an SMS by a business 
without giving permission. In some countries, 
marketers are bound by law to gain explicit 
consent from customers or subscribers 
before sending marketing communications 
and can face financial penalties per text 
message. This permission is given by a 
customer via online opt-in forms or replying 
to messages with a specific keyword.

Submit

Name

Email

Phone Number

https://www.searchenginejournal.com/15-sms-marketing-trends-every-local-business-marketer-needs-to-know/423867/
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There are a couple of ways 
brands can gain consent to 
messages customers, 
including: 

• Onsite pop-ups. When collecting 
customer details using a pop-up form, 
marketers can also include consent text or 
checkboxes that give permission to opt-in 
to SMS campaigns. 

• Email opt-ins. Send an email to current 
subscribers to gain SMS consent. Using a 
tool like Sendlane, marketers can gain 
consent by inserting an HTML snippet 
into a block in any email. When the 
contact clicks the SMS link, it’ll 
automatically open their SMS messaging 
app with a message that contains their 
unique consent code. All they need to do 
is send it back to your dedicated number, 
and they’re officially opted-in.

Remember, it’s very important to prevent litigation that you link to your TOS and 
Privacy Policies in any email or pop-up box that customers fill out. This gives them 
a chance to understand the laws and regulations around the campaigns you’ll be 
sending.  

Brands should also use a dedicated number when sending out marketing messages to 
customers. These numbers ensure customers recognize who is contacting them and 
that every SMS campaign originates from the same number.

https://help.sendlane.com/article/472-how-to-collect-sms-consent-via-email
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Grow your list

Like any marketing channel, growing your SMS list will be key to running successful campaigns. 
Building your list starts with the opt-in phase, where numbers are collected from customers who 
consent. Marketers have several options to leverage existing marketing channels, like: 

• Social media. Marketers can promote a flash sale or other perks to social media followers 
who opt-in to SMS campaigns. Single sign-up forms and dedicated landing pages help to 
minimize friction between social media channels and your website, so consider your 
customer journey here and make it as easy as possible for them to sign up. 

• Online checkout. Adding a checkbox to the checkout process is also a quick way to grow a 
list. Customers may want to opt-in for SMS updates about their order confirmation or 
shipping information, and adding an option to do so at the checkout is an easy way to get 
their permission at the same time. 

• Referral programs/email lists. To pull in followers from a referral program or your email list, 
send out an email giving customers the option to opt-in to promotional texts by signing up 
through a dedicated URL or landing page. Think about offering a reward or discount to 
sweeten the deal. 

WHAT THE EXPERTS SAY

“When growing your SMS list, think of all the 
various touchpoints in your customer’s 
journey that you can add in SMS opt-in. 

 One of my favorites is an immediate 
post-purchase email gating a bounce-back 

offer behind an SMS opt-in.”

Brandon Amoroso 
Amoroso, Founder & CEO @ ElectrIQ
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Creating customer touchpoints

A common mistake made by marketers when growing SMS lists for campaigns is asking for too 
much information. 

When asking a customer to opt-in to SMS marketing, start by collecting minimal information 
such as their name and phone number. As you begin marketing to them, you’ll have 
opportunities to ask for more information, like their gender, age, and demographics, that can 
help with campaign segmentation later on. 

To grow your list as fast as possible, create multiple touchpoints where customers can opt-in on 
their buying journeys. 

1. Webforms
Webforms are online sign-up pages placed 
on landing pages or generated when a 
customer clicks on a dedicated UTR. 

It should be easily accessible from any 
device, such as a smartphone or tablet, so 
marketers can use it to drive in-person sign-
ups at trade events or during the checkout 
process. Forms can also be deployed on 
websites as an exit pop-up or banner to 
entice customers to sign up for sales or 
promotional events. 

2. Checkout/POS
Give customers the opportunity to opt-in 
to text message marketing at the 
checkout. For online stores, add an opt-in 
option for when customers complete their 
transactions. In-store purchases can also 
take advantage of this by asking 
customers to sign-up for promotional SMS 
messages on their POS system. 

Customers who opt-in at the checkout will 
benefit from transactional messages like 
invoices and order shipment tracking. 

3. Chatbot/Live chat
Live chat and website chatbots can 
automatically collect customer information 
using triggers and questions. Adding this 
opt-in touchpoint allows brands to gather 
customer phone numbers when enquiring 
about a product or signing up to be alerted 
when a product is back in stock. 

4. URL/QR codes
URL or QR codes can link customers 
directly to a sign-up form with all necessary 
information about your SMS messages’ 
benefits. 

While URLs are ideal for online opt-in 
opportunities like email and social media 
campaigns, marketers can use QR codes at 
in-person events like trade shows and 
conferences. All they have to do is scan a 
dedicated QR code, and it’ll take them 
straight to a webform to opt-in to the SMS 
campaign. 
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Increasing customer 
engagement

Growing a list is important, but keeping (and 
increasing) customer engagement is essential 
to every SMS campaign. 

Segmenting your audience using historical 
data can make it more personal and 
engaging. This requires using information like 
the customer’s name, location, and previous 
buying behavior to send more targeted 
messages that reflect their interests in certain 
products or services. 

There are several ways you can segment 
your audience to send them the best 
material:

• Product interests. Look at recent 
engagement, saved items, and past 
purchases to send them messages around 
similar items

• Buying behavior. Targeted copy that 
reflects their past buying behavior and the 
products they use the most

• Demographics. Their gender, age, and 
profession

• Location. Segment messages based on 
which country and state the customer 
lives in

The segments you choose will depend on the 
type of campaign. Seasonal sales 
campaigns, for example, will be targeted 
towards previous buying behaviors, whereas 
certain holidays like Mother’s Day can be 
segmented based on demographics and age.

WHAT THE EXPERTS SAY

“The most important thing marketers can do 
when adding SMS to their current direct 
communications methods is to put together 
a Contact Journey Analysis. This should be 
a visual and data-informed breakdown of 
most-traveled paths at the aggregate level 
and also within specific buyer personas. 

 This involves tracking and analyzing key 
data points like channel affinity, 
demographic, frequency appetite, and 
standard engagement. Automated 
journeys are a great place to test and 
measure; at the end of robust testing, you 
would ideally be able to map the most 
traveled path to conversion across 
audiences.”

Amy Slater 
Sr. Director, Email @ Wpromote
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CHAPTER 3

Best practices to get 
the most out of SMS 
Marketing campaigns

Get personal and connect 
with every customer

Personalizing messages can help create 
connections with customers. 

Using a customer’s name is a start. It’s also 
the best way to guarantee that the customer 
will take notice—72% of consumers say 
they’ll only engage with messages that are 
personalized. 

To go a little deeper, messages can also be 
personalized based on previous product 
purchases, demographics, or interests. Use 
data from the customer’s transactional 
history to upsell or cross-sell items related to 
products they’ve purchased in the past. This 
shows that you’ve taken notice of their 
interests and can help build their loyalty to 
your brand.

WHAT THE EXPERTS SAY

“It’s so tempting to write copy that only 

appeals to other marketers instead of your 

average consumer. Often you’re writing 

knowing you need to get approval from 

clients or internal stakeholders, which can 

lead to marketing that feels like it’s out of 

touch with its audience.

 Take a step back and remember that you 

spend all day, every day thinking about 

your brand, but your subscribers don’t — 

and their inboxes are crowded. Use 

personalization both in the messaging itself 

and in the timing throughout the customer 

lifecycle to provide experiences that 

surprise and delight.” 

Cassidy Monforte 
Retention Strategy Manager @ Common Thread 
Collective

https://smarterhq.com/privacy-report
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Understand compliance and laws
It’s crucial to remain compliant with SMS 
laws. SMS laws differ depending on what 
region and country you are sending 
messages in, but as with similar email spam 
laws, it’s important to remain compliant to 
avoid fines. 

General Data Protection 
Regulation (GDPR)

Brands launching SMS campaigns in Europe 
should understand General Data Protection 
Regulation (GDPR) rules. Article 5 of GDPR 
states that businesses must manage their 
customer data appropriately and limit its 
use to explicitly specified reasons when the 
customer opted-in. SMS campaigns must 
process and store only as much personal data 
as is required to send text messages, hold on 
to that data for only as long as necessary, 
and store it confidentially and securely.

Failing to comply with these laws will result in 
harsh penalties. Businesses can be fined 
anywhere from $500 to $1,500 per violation 
under the TCPA. Sendlane recommends 
consulting legal advice to ensure your SMS 
policy and processes are compliant before 
launching any campaigns. 

Disclaimer: The information provided is for general informational purposes only. The contents do 
not constitute legal advice and are not intended to be a substitute for legal advice. We recommend 
you consult a lawyer to seek legal advice.

Telephone Consumer 
Protection Act (TCPA)

In the United States, businesses must operate 
SMS campaigns under the Telephone 
Consumer Protection Act (TCPA), which has 
strict limits on telemarketing, robocalls, and 
spam. The regulations stipulate that 
companies that use SMS campaigns must 
receive express written consent from 
customers prior to sending any text 
messages to them. Special exceptions may 
apply to certain communications (such as 
appointment reminders and delivery 
notifications) under the TCPA.

Cellular Telecommunications 
Industry Association (CTIA) 
regulations

The CTIA creates frameworks and regulations 
for marketers, most notably the association’s 
Messaging Principles and Best 
Practices. 

These guidelines tell marketers what material 
should be excluded from their SMS 
campaigns, including inappropriate content, 
profanity, endorsement of illicit substances, 
and hate/discriminatory speech. Find out 
more information in section A.5 of the CTIA’s 
Handbook. 

https://gdpr.eu/article-5-how-to-process-personal-data/
https://gdpr.eu/article-5-how-to-process-personal-data/
https://gdpr.eu/article-5-how-to-process-personal-data/
https://www.fcc.gov/general/telemarketing-and-robocalls
https://www.fcc.gov/general/telemarketing-and-robocalls
https://api.ctia.org/wp-content/uploads/2019/07/190719-CTIA-Messaging-Principles-and-Best-Practices-FINAL.pdf
https://api.ctia.org/wp-content/uploads/2019/07/190719-CTIA-Messaging-Principles-and-Best-Practices-FINAL.pdf
https://www.wmcglobal.com/hubfs/CTIA%20Short%20Code%20Monitoring%20Handbook%20-%20v1.8.pdf
https://www.wmcglobal.com/hubfs/CTIA%20Short%20Code%20Monitoring%20Handbook%20-%20v1.8.pdf
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S.H.A.F.T. Rules

S.H.A.F.T. is a set of rules created by the Cellular Telecommunications Industry Association 
(CTIA) that outline what marketers should specifically exclude from their SMS campaigns. 

The acronym stands for Sex, Hate, Alcohol, Firearms, and Tobacco and regulates content within 
messages. The rules cover everything from unsolicited messages (e.g., messaging a customer 
without their consent) to strict guidelines around how companies talk about products like vaping 
and CBD oils. 

The penalty for violating the rules depends on the seriousness of the offense.

Find out more here. 

Severity Level Consumer Harm Cure Date Penalties

Level 0 Extreme Harm Immediate CTIA: 
Immediate registry 
suspension 

Carriers: 
Vary by case; immediate 
suspension or termination 
possible

Level 1 Serious Harm 5 Business Days CTIA:  
Unresolved audits; possible 
registry suspension 

Carriers:  
Vary by case

Level 2 Moderate Harm 5 Business Days CTIA:  
Vary by case 

Carriers:  
Vary by case

https://www.wmcglobal.com/hubfs/CTIA%20Short%20Code%20Monitoring%20Handbook%20-%20v1.8.pdf
https://www.wmcglobal.com/hubfs/CTIA%20Short%20Code%20Monitoring%20Handbook%20-%20v1.8.pdf
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Craft compelling opt-ins and CTAs to drive engagement

SMS messages are limited to 160 characters 
per segment of a message (best practice is to 
stay around 300), so texts need to be short 
and succinct. However, it’s still enough space 
to add real value for your customer: 

Have one goal. Why are you sending the 
customer a text? Do you have new products? 
Are you promoting a flash sale? Pick one goal 
and stick to it. 

Identify yourself. Your recipients should be 
able to identify who is sending them a 
message immediately. Always include your 
brand name in the message of the text. 

Include a clear call to action (CTA). Every 
message should prompt a customer to take 
an action and click a link. It’s the only real 
way to track engagement. For example, a 
CTA could be a discount code to use on an 
online store or a link to a courier’s website 
with updated shipping information. 

Check your grammar. Don’t fill your 
message with fluff or abbreviations that your 
customers may not understand. Use proper 
grammar and only well-known abbreviations, 
if necessary.

Give customers a way to 
opt-out

It’s important to provide customers with a 
way to opt-out and stop receiving messages 
at any time. 

Customers should be able to do this without 
contacting a customer service rep at your 
company and preferably stop the messages 
using SMS. Most brands will add opt-out 
instructions on the bottom of messages 
intermittently, advising customers they can 
reply with a keyword like “STOP” to remove 
themselves from future campaigns. 

PacSun: New year, BIG 
deal: Up to 50% o� 
everything!

2 days only + FREE ship 
ends tonight! Shop rn: 
https://pacsun.attn.
2dayonlyfreeship

Reply STOP to cancel.
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Build consistency with an 
SMS Marketing calendar

Like other marketing activities, SMS 
marketing campaigns should be planned for 
and organized on a calendar. 

Creating campaigns for promotions and 
product launches takes time and should align 
with other marketing channels like email and 
social media. Outlining key events on a 
calendar allows you to collaborate with other 
departments, share assets and ideas, and 
keep messaging consistent with your brand. 

Keeping an SMS calendar is also a great way 
to maximize revenue. Even if some customers 
miss an announcement or launch via email or 
social media, they will almost always open a 
text message with the news.

WHAT THE EXPERTS SAY

“The true beauty of integrating email and SMS is that they’re suited to convey entirely different 

messaging, even when the audiences for each tend to have lots of overlap. 

 So many brands make the mistake of having an SMS calendar that’s just bite-sized recaps of their 

emails, often sent around the same time — which provides little value for those subscribers who 

grant you access to their inboxes across both channels. 

 Focus instead on playing to each channel’s strengths — using email for longer-form storytelling, 

brand/product education, and other highly visual content, and using SMS for those quick, 

conversational, or time-sensitive updates.”

Cassidy Monforte 
Retention Strategy Manager @ Common Thread Collective



Measure campaigns to see what’s working

You can improve your marketing strategy by measuring and tracking the performance of SMS 
messages and refining future campaigns to reflect what your customers find most engaging. 
The metrics to consider when creating SMS campaigns include: 

• ROI. The total amount of revenue 
generated by an SMS campaign.

• List growth. The number of people who have 
opted-in to your SMS marketing list. Tracking 
this metric indicates how engaging your 
content is. Calculate it by taking the number 
of new subscribers minus the number of 
people who opt-out and dividing it by the 
number of phone numbers on your list. 
Changing the frequency and content of your 
messages may lower your opt-out rates.

• Clickthrough rate (CTR). The number of 
subscribers who clicked on the CTA 
included in your text message. This allows 
you to calculate how enticing your CTAs 
are and if your subscribers find them 
interesting enough to click. 

• Conversions. The percentage of customers 
taking actions as a direct result of a text 
you sent. An example of a conversion is 
purchasing a product, redeeming a 
discount coupon, or RSVPing to an event.

• Delivery rate. The number of text messages 
that are actually reaching your subscribers. 
Low deliverability rates may indicate that 
your messages are getting caught in spam 
filters or errors with certain carriers.  

SMS campaigns may be your only method of 
marketing to customers or just one part of your 
overall marketing strategy. To understand their 
impact on your bottom line and customers, you 
must measure their success. 
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Sending too many messages

Don’t send messages to your subscribers 
every day. Keep them to 300 characters 
and send them when you are launching an 
important campaign or have a special offer 
to tell them about. 

Using unprofessional language

Make sure your messages use proper 
language and grammar and steer clear of 
using abbreviations and slang. SMS 
campaigns are a reflection of your brand, 
so don’t use any language that could be 
viewed as unprofessional or misinterpreted 
by a customer. 

Including spammy looking links

If you are using a URL as your CTA, link it to 
your text instead of inserting it as a full link. 

Linking to a product page or offer makes 
your message more legitimate and less like 
spam. Here is an example of brand 
SwimOutlet inserting a link that redirects 
their customer directly to a landing page 
for a sale.

Using long links that look unsafe can 
raise red flags with customers, even when 
they are perfectly safe. Certain SMS 
marketing tools (like yours truly) will 
automatically shorten your URL to save 
characters (and time)!

Comply with time restrictions around  
SMS deliveries

By law, text messages can only be sent during 
certain times of the day. Under the TCPA, 
brands are prohibited from sending out SMS 
messages after 9 PM (8 PM in FL), and before 8 
AM so they don’t interrupt their customers’ quiet 
hours. Make sure to check the regulations 
around your recipients’ time zones before 
sending out any text messages to be safe. 

Some SMS messaging tools like Sendlane offer 
built-in features like quiet hours to regulate these 
send times, so you don’t have to! 

SwimOutlet: LAST CALL! 
The Year End Sale ends 
soon! Shop up to 80% 
o� sale! Find deals on 
swimwear, geat & more!

What to avoid in an SMS Marketing campaign

https://smsarchives.com/messages/swimoutlet-com-text-message-marketing-example-12-31-2021/
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CHAPTER 4

Why SMS Marketing 
automation solutions 
make sense

With more and more shoppers 
making purchases from their mobile 
devices and 99% message open 
rates, SMS has become a 
cornerstone for many eCommerce 
merchants’ marketing strategies .

However, creating an SMS marketing 
campaign without the right tools takes a lot 
of effort. Investing in a marketing automation 
solution is the only real way to create 
consistent SMS campaigns.  

SMS messages can be sent as stand-alone or 
bulk-blast campaigns or integrated into 
automated workflows and complement other 
marketing channels like email and social 
media. Using a marketing automation tool, 
marketers can unite their efforts, so every 
message sent to customers is personalized 
and aligned with their brand. 

Here are some features to look out for when 
choosing an SMS marketing automation 
solution. 



The Digital Retailer’s Guide to Modern SMS/MMS Marketing • 20

Tracking and analytics

Like email tracking, SMS campaign data 
should be stored and analyzed so you know 
what parts of your campaigns are working. 

A tool like Sendlane, for example, 
consolidates data from 100+ data points 
across your website,  email, and SMS/MMS. It 
uses the data to create visual charts that you 
can use to analyze clickthrough rates, 
conversions, link tracking, and UTM tracking. 

A dedicated space for SMS/MMS data to be 
collected and analyzed is also essential to 
tweak campaigns. Track every data point 
from purchases and revenue to customer 
behavior and engagement to get an 
accurate idea of how successful your SMS 
marketing efforts are.

WHAT THE EXPERTS SAY

“Combining your email and SMS strategy 

into one platform gives you a cohesive view 

of all of your communication touchpoints, 

while also giving you the power to create 

sophisticated flows across both mediums.”

Brandon Amoroso 
Founder & CEO @ ElectrIQ



The Digital Retailer’s Guide to Modern SMS/MMS Marketing • 21

Automations

Put your SMS marketing efforts on autopilot 
using triggered automation funnels and 
workflows. 

Marketing automation platforms can send 
out personalized SMS, automatically shorten 
links, and trigger text messages based on 
real-time customer behavior. With Sendlane’s 
platform, you can set up and measure 
automations that use both real-time email 
and SMS messages and integrate them into 
workflows. For example, if a customer 
subscribes to your list, you can set up a 
trigger in Sendlane to have an SMS sent to 
them automatically and then follow up with 
an email a week later. 

WHAT THE EXPERTS SAY

“The brilliance of layering email and SMS 
messaging together is that you have more 
opportunities to build meaningful, cohesive 
experiences with your customers and you 
can meet them where they prefer to 
engage with your brand.” 

Mary Miller 
Senior Strategist, CRM & Email @ Tinuiti
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Stand-alone campaigns

Similar to email marketing, SMS campaigns can be created to send out bulk blasts and 
personalized messages to segments of your list. 

Bulk SMS rates can cost companies as little as 1 cent per text, and most of those messages will 
ultimately get read by your customers. You can send a bulk text message campaign with a few 
clicks using an SMS marketing tool to reach thousands of customers at once.

Two-way reply

Track every conversation with every 
customer. The right SMS marketing tool will 
include a reply center for your team to 
interact with customers on the spot. Thanks 
to message history logs, every member of 
your customer service team can be kept in 
the loop and solve problems to keep your 
customers happy.

Dog Haus: Get 15% OFF 
using the code 15OFF 
during checkout. This 
weekend only!

We’re sorry about that! 
Try using this code 
instead. GET15OFF

Code isn’t working

It worked! Thank you



Are you ready to 
increase ROI using  
SMS/MMS marketing?

Hopefully, this guide served as some much-needed 
inspiration to prepare you for the jump into all SMS 
marketing can offer .

Many of the points covered can be used in tandem with 
your email marketing. And if you are in the market for an 
email tool that:

• Integrates easily with Shopify, WooCommerce, ClickBank, 
BigCommerce, or Miva

• Has all the revenue, retention, and data insight features 
that matter for eCommerce brands

• Unites your email and SMS under one roof 
• Has fast support, from real email experts, 24/7/365

Then we hope you’ll consider taking Sendlane’s email & SMS 
marketing features for a spin!

Start Your Free Trial

https://get.sendlane.com/34Ln5Bq
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