
Send awesome 
Mailchimp email 
campaigns
From creation to send – a 
step by step guide



1

Send the right message, at the right time, to the right person

Defi ne the goal, the audience and the measurement of success

That’s the golden rule of email marketing! If you remember 
this, you’ll be well on your way to success.

Email marketing can be an overwhelming subject to tackle, 
so break it down and determine the following:

The right message: Make sure the content you write is 
relevant to your audience.

The right time: When do people open your emails? Check 
your stats to help choose the optimum send times.

The right person: Take some time to manage your 
subscribers. Segment them by profi le groups and send 
different messages to them. A bit of extra work can really 
pay off!

The goal: Why you are sending the email and what the 
message is. Having a mentality of “it’s Tuesday and that’s 
when we send them” just won’t cut it. Determine your high 
level goals and what you are looking to achieve from 
this email.

The audience: Always question whether the content you 
have is targeted to the interests of the people you are 
sending this to. 

Measurement of success: Determine how the success of 
your campaign will be measured. Some examples might 
include open or click benchmarks, sales conversions rates 
and total sales. 

Before you begin diving into the world of email 
marketing, brush up on your know-how. Here are a 
few helpful tips to consider before you start

Craft your message for that audience

Different colours, imagery, language and sending times will 
resonate with different people. So always try to match your 
email content with your chosen audience demographics.

Don’t batch and blast. Sending the same content to 
everyone at the same time is a recipe for disaster. 
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Write the copy

Gather your assets

A/B testing

Choose a template

Add and review your copy

Write all the copy for your email at the same time! By doing 
so, you ensure that your message will be consistent and 
uniform. Write your main email copy, the headline, calls-to-
action (CTA) and subject lines. Keep it as short as possible 
and break it up into headings, sub headings, bullet points, 
quotes, smaller paragraphs etc. Short and snappy over long 
and wordy.

Curate and collate all imagery, icons and copy together, 
ready for use. Always make sure the design assets match 
your brand identity, and the copy is a blended match 
between your brand tone of voice (TOV) and what language 
will appeal to your recipient.

In Mailchimp, create a new campaign. Make sure you 
choose an A/B test or Multivariate campaign. This allows 
you to add multiple versions of your email to test which 
works. We mostly test subject lines.

Next up, select your template. We strongly advise having a 
professional template produced that matches your brand 
identity and your website. Remember, your email is a 
gateway to your website, so having this consistency is vital.

Now you’ve pasted your copy into your email, take some 
time to refl ect on whether or not it is too heavy. A good test 
is to analyse each line and paragraph, and remove all fi ller 
words and unnecessary blurb. If you want people to click 
to your website, then why give the whole story in the email? 
Instead give them a snapshot, a teaser…

Set a send date

By knowing your audience, and what makes them tick, you 
can delve into your data and determine the optimum time 
to send.
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Hoorah! Your email is done. 
Now let the testing begin.

Links

Images – linked, ALT text, size

Fat buttons

Keep above the fold

Send yourself a test email and then practice clicking all the 
links. Are they going where you want them to? Remember 
that your images should preferably have links, as well as ALT 
text associated with them to help encourage easy clicks and 
access to information for your readers.

Are your images loading properly? Check the image sizes 
and keep them 600px wide at most. If your images are too 
large, they can slow down your email loading speed and turn 
potential customers away. Nothing stings more than lost 
revenue – ouch!

Make buttons fat and obvious. You want people to click 
through to your website, so use bright colours and big text 
to draw their attention. Try not to over-populate your email 
with CTAs. Use them sparingly but effectively.

Make sure your primary CTAs and content are above the 
fold line. You want to keep all the eye candy above that 
invisible line to make sure you grab the attention of your 
audience and encourage them to scroll down.

Spelling and grammar checks

Checking spelling and grammar is age-old advice, but 
still one of the most important practices. Read your work 
aloud as this will help you hear mistakes that you may have 
missed by just scanning. Additionally, send it to a colleague 
and have a second set of eyes proofread your work.
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Glance test

Test merge tags

SEND!

Your email is almost ready, but you want to make sure it 
resonates with your audience. An excellent and easy way 
of gauging the impact of your email is by sending it to a 
colleague and getting them to glance at it for 3 seconds. 
Can relay the tone and message back to you?

Personalisation is great when done well, and can really 
increase your engagement levels. To test this, go to 
Mailchimp and simply click ‘Enter preview mode’ at the top 
right corner of the page. Once there, you’ll see a little button 
the right of the page saying ‘Enable live merge tag info’. Hit 
that button and test, test, test!

Great, you’re email is ready! Now hit send and watch that 
Freddie hand slap the screen in pure joy!

Mobile responsive

A must-have for both standard Mailchimp templates and 
custom designed ones! Recent studies show 55% of people 
open emails on mobiles, so be sure to test on your mobile 
phone and make sure it looks good before you hit send.

SEND!

Great, you’re email is ready! Now hit send and watch that 
Freddie hand slap the screen in pure joy!

Your email is almost ready, but you want to make sure it 
resonates with your audience. An excellent and easy way 
of gauging the impact of your email is by sending it to a 
colleague and getting them to glance at it for 3 seconds. 
Can relay the tone and message back to you?

Personalisation is great when done well, and can really 
increase your engagement levels. To test this, go to 
Mailchimp and simply click ‘Enter preview mode’ at the top 
right corner of the page. Once there, you’ll see a little button 
the right of the page saying ‘Enable live merge tag info’. Hit 

Great, you’re email is ready! Now hit send and watch that 

open emails on mobiles, so be sure to test on your mobile 
phone and make sure it looks good before you hit send.

Great, you’re email is ready! Now hit send and watch that 
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Takeaways

If we were to condense all of this, we would give you four 
bits of advice:

Who, what, why: As we mentioned before, defi ne the 
purpose, establish the audience and set a goal.

Less content: We live in the social media generation who 
demand instant gratifi cation. Add less copy in your emails, 
less calls-to-action, less everything. Keep it concise 
and direct. 

More often: Less content doesn’t mean less emails. 
Unless you are sending an email based on a single topic, 
split the content into multiple, bite-sized emails and send 
often. Try it!

Wash, rinse, repeat: Learn what works for you; always split 
test your emails; see what’s working and apply this to your 
next email; create a continual feedback loop; wash, 
rinse, repeat.

Set your own benchmarks: You’ve probably read articles 
about what day and time is best to send your email, what 
works, what doesn’t. Ignore it all. Don’t rely on assumptions, 
use your own stats to set your own goals.

Remember

Final takeaway

There’s no golden bullet for success. You could have the 
same business as the person sat next to you, but your 
product, services and audience are all unique to you. Keep 
testing and keep trying.

Try resending your email with a different subject line to all 
the people who didn’t open your email. This will give you a 
second bite at the apple. If you sent your email in the week, 
try resending on the weekend, and vice versa. This will give 
you a way to test what’s working with nothing to lose.

 We live in the social media generation who 
demand instant gratifi cation. Add less copy in your emails, 

purpose, establish the audience and set a goal.

Less content:
demand instant gratifi cation. Add less copy in your emails, 
less calls-to-action, less everything. Keep it concise 
and direct. 

More often:
Unless you are sending an email based on a single topic, 
split the content into multiple, bite-sized emails and send 
often. Try it!

Wash, rinse, repeat:
test your emails; see what’s working and apply this to your 
next email; create a continual feedback loop; wash, 
rinse, repeat.

Set your own benchmarks:
about what day and time is best to send your email, what 
works, what doesn’t. Ignore it all. Don’t rely on assumptions, 
use your own stats to set your own goals.

Unless you are sending an email based on a single topic, 
split the content into multiple, bite-sized emails and send 


