
 

 

13 RULES FOR SUCCESSFUL MARKETING EMAILS 
For MBSA members, Building Suppliers, Distributors, & Industry Partners 

 

1. Know Your Audience in the Building Supply Chain 

MBSA members serve contractors, builders, remodelers, architects, and other suppliers — 
each with different needs. Rule: Speak to the role and pain points of the recipient. 
Examples: 

• Contractors want speed, availability, and pricing. 
• Architects want specs, certifications, and product data. 
• Fellow suppliers want partnership opportunities and inventory insights. 

2. Segment by Trade, Region, and Relationship 

One-size-fits-all emails don’t work in our industry. Rule: Segment by: 

• Trade (roofing, lumber, plumbing, electrical, etc.) 
• Customer type (contractor vs. distributor vs. manufacturer rep) 
• Geography (Indiana vs. Michigan vs. other areas) 
• Engagement level (active, dormant, high-value) 

This ensures relevance and reduces unsubscribes. 

3. Use Clear, Straightforward Subject Lines 

Our industry values clarity over cleverness. Rule: Make the value obvious. Examples: 

• “New Composite Decking In Stock — Lead Times Improved” 
• “Member-to-Member Discount: 10% on Fasteners Through June” 
• “Updated OSHA Silica Compliance Guide for MBSA Members” 



4. Mobile-First Design for Busy Jobsite Readers 

Most contractors and field staff read emails on their phones. Rule: Keep it scannable. 

• Short paragraphs 
• Big buttons 
• Clear CTAs 
• No clutter 

5. Personalize Based on Past Purchases or Interests 

Personalization in our industry = relevance. Rule: Use what you know. Examples: 

• If a contractor buys roofing materials, send roofing updates. 
• If a distributor carries your product line, send inventory alerts. 
• If a member attended an MBSA event, send related follow-ups. 

6. Test Everything — Especially Timing 

Different segments open emails at different times. Rule: A/B test: 

• Subject lines 
• Send times 
• CTA placement 
• Product images vs. text-only 

MBSA members often see strong engagement early morning or early afternoon. 

7. Maintain a Consistent but Not Annoying Frequency 

Contractors hate spam. Suppliers hate noise. Rule: Weekly or biweekly is usually ideal. For 
MBSA: 

• Monthly newsletters 
• Timely alerts (legislative, supply chain, safety) 
• Member-to-member offers as needed 

 

 



8. Keep Your List Clean 

Bad emails = bad deliverability. Rule: Remove: 

• Bounced addresses 
• Inactive contacts 
• Old employee emails from member companies 

This is especially important because building suppliers often have high staff turnover. 

9. Strengthen Deliverability 
 
Your emails must reach inboxes, not spam folders. Rule: Ensure: 

• SPF, DKIM, DMARC are set up 
• You avoid spammy language 
• You send from a recognizable domain (not Gmail, Hotmail, AOL etc.) 

10. Use Clean, Professional, Industry-Appropriate Design 

Our industry values trust and credibility. Rule: Use: 

• Strong branding 
• Product photos 
• Clear pricing or value statements 
• Straightforward layouts 

Avoid overly flashy designs — they feel out of place in B2B building supply. 

11. One Email = One Goal 

Don’t bury your CTA. Rule: Make the action obvious. Examples: 

• “Request a quote” 
• “Download the spec sheet” 
• “Register for the MBSA event” 
• “Claim your member-to-member offer” 

12. Make Unsubscribing Easy 

This builds trust and protects your sender reputation. Rule: Clear, visible opt-out. 



13. Track What Matters 

MBSA members should focus on: 

• Open rate 
• Click-through rate 
• Quote requests 
• Event registrations 
• Product inquiries 
• Member-to-member engagement 

Rule: Use data to refine your next send. 

 


