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Introduction 

Firstly, thank you for taking the time to pick this book up. It’s been a long 
time coming, and now it’s live I’m excited to launch it to the world! 

A word of warning 

Although there are some stats in here, most of what you’ll read is my own 
personal view. If you disagree, that’s fine. You can always reach out to me 
to let me know what you think. 

Who am I? 

Let me say hello and introduce myself. My name is Doug Dennison (Dhugal 
to my friends and family), and I run an email marketing agency in the UK 
called MailNinja. MailNinja has been providing email support for companies 
all over the world since 2005, and I love my little team and the work we do. 
You can check us out at www.mailninja.co.uk.  

Why email marketing? 

I love email. Email marketing has been around for many years, and is still a 
growing industry. Sure it gets a bad rap sometimes with the multitude of 
spam messages that fire out every second of every day, but for the most 
part, email is a highly effective channel for businesses of all sizes and in all 
sectors. 

With a little help from my friends 

http://www.mailninja.co.uk
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Scattered throughout this book are contributions from some amazing 
email marketing experts, and I really appreciate the effort they put in not 
only adding their input, but proofing this book for me - because it needed 
proofing! 

A big thank you to the following people: 

Adam Q. Holden-Bache from Enventys Partners 
Alessandra Farabegoli from alessandrafarabegoli.it 
Amy Hall from amyhall.biz 
MaryAnn Pfeiffer from 108 Degrees Digital Marketing 
Emily Ryan from Westfield Creative 
Robin Adams from Chimp Answers 

https://enventyspartners.com
https://enventyspartners.com
https://www.alessandrafarabegoli.it/en/
https://amyhall.biz
https://amyhall.biz
https://108degrees.com
https://108degrees.com
http://westfield-creative.com
http://westfield-creative.com
https://www.chimpanswers.com
https://www.chimpanswers.com
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Email marketing 101 

Email is not sales 

Let’s bash this one right off the bat. Email is not a sales channel. HOLD, let 
me rephrase that - email can be used to sell, and email can be a highly 
effective way for generating revenue, BUT email is not a channel for mass 
sales. 

Anyone in the game will tell you to remember two things; 

1. Permission - you need someone's permission to send someone your 
emails 

2. Relevancy - blasting the same message to everyone doesn’t work, 
you need to send relevant messages to specific segments of your 
audience 

So, when I say email is not a sales channel, I mean, if you buy or scrape 
data and hope it will make you millions, think again. It won’t. Plus, blasting 
sales messages to your audience will cause more harm than good - your 
subscriber churn will be huge, your list will depreciate, and you won’t get 
many sales as a result. 

To generate income with email: 

1. Respect your subscribers 
2. Give them something valuable 
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3. Get to know them as much as you can 
4. Understand what makes them 'tick' 

“Save” your recipients 

If you want your recipients to respond positively to your messages, 
“save” them. SAVE them time, SAVE them money, and SAVE them 
resources. If you do this, you're providing value and your recipients will 
look forward to receiving your emails. 

— Adam Q. Holden-Bache, Enventys Partners 

Email is engagement 

Email is actually about engagement, kinda like social media. If you just post 
the same old sales stuff all the time on Facebook you won’t get much of a 
response or return on investment (be it money or time). You first need to 
engage with your audience. We call this process ‘nurturing’. 

Think of this process like a contract you enter into with your subscribers. 
First, you need to gain their permission to send your emails to them. In 
doing so there is a two-way understanding - they give you a personal 
piece of their data (in this case, an email address) and in return, you are 
permitted to send them information related to what they opted in to 
receive., This is not an excuse to bombard them with irrelevant (or 
unrelated) content (this is spam).  
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First up, you need to send them the stuff they signed up (what they want 
you to send them), then over time, you’ve earned their permission to send 
them sales messages (what you want to send them). 

Before jumping ahead into your email marketing strategy and planning 
your email campaigns, let me leave you with this thought; 80% of your 
emails should be about nurturing, and 20% of your emails should be 
sales-focused. Weigh heavier on the relevant, valuable stuff. Reign in the 
sales stuff. 

Think of your email activity like a credit card, you can “spend” on sales 
and “save” on nurturing… make sure you’re saving enough and always 
have something in the bank to support the sales messages when you 
need to send them. 

— Robin Adams, Chimp Answers 

It’s not about you 

Let’s spell something out you won't want to hear - your subscribers don’t 
really care about you, your story, or your latest news and case studies. 
They really don’t, so save it! They want value. They want something in 
return for giving you their email address. Unless (or until) you’re a top-
trending brand like Apple or Tesla, reign in the ‘me/us’. Focus on your 
recipients, their goals/wants/needs and the value you can give them. 
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An email address is a personal thing, like a mobile phone number. It’s not 
the same as seeing an ad on Google or Facebook, which is intended to 
display to your target audience, an email address is someone's private 
property, and must be respected and treated as so. 

Instead of preaching about the law, I want to persuade you to respect 
your subscribers, and understand that they are not giving you their email 
address out of love or loyalty, they want a return on their investment 
(giving you their email address). 

So save the stories about your new awards, your company news, and 
anything else related to YOU. Really, no one cares unless it affects them 
directly. 

It’s about them 

The most popular posts on social media aren’t the self-centred ‘me’ stuff, 
it’s the stuff that engages a community or tribe (your friends, family, or 
business connections in this case) by asking questions or engaging in a 
conversation. Posting constantly about you and your stuff is boring, and 
does nothing to build up trust and loyalty. 

In the same way, your emails need to be relevant to your reader/audience 
(I’m gonna use the word “relevant” A LOT), and focus on the person or 
tribe you’re sending it to. Before we start planning what we’re going to 
send, we need to establish the audience we’re trying to engage. If you 
don’t already have audience personas and segments mapped out, no 
problem. 
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As communicators, we need to stop thinking of email as a way to 
“blast” an audience with our message. Instead, recognise it as a one-
to-one conversation that occurs in the recipient’s inbox. Would you 
have a one-sided, narcissistic  conversation with someone you want to 
build a relationship with, or would you talk about the things they care 
about? Wouldn’t you offer them something that they value so that they 
would want to continue the relationship because it’s meaningful to 
them? Just because you are sending thousands (or hundreds, or tens 
of thousands) of emails at one time does not mean you should treat this 
conversation any differently than you would an in-person conversation 
with each audience member. 

— MaryAnn Pfeiffer, 108 Degrees Digital Marketing 

Email is a channel 

Now, unless you are going to use email as ‘the product’ or the destination, 
which some do, you are likely wanting to send someone from your email to 
somewhere else - a blog post or a product page for instance. If that’s your 
goal, don’t give away the farm in the email itself. I see way too many emails 
that are too heavy on text... what are you doing?  

Focus on the end goal. If you want someone to go to your website and 
read your latest blog post, don’t put the entire blog post in your email! 
Tease the post by including a short description and entice the recipient to 
click through to read more. 
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The 6 steps of email deployment 

There are 6 steps that an email goes through in it’s short lifetime, and it’s 
important to understand these so that you can maximise influence at each 
step. 

They are: 

1. Delivery 
2. Inbox placement 
3. Open 
4. Read 
5. Click 
6. Conversion 

We’re gonna assume your email is written, designed and created, some of 
which we will cover later on. For now we’re going to focus on what 
happens once you’ve hit SEND. 

Delivery 

I’ll also assume that by this point you have an ESP (email service provider) 
account, such as Mailchimp or Campaign Monitor in which to send your 
emails out, right? By using an ESP platform, you can track how many 
emails are being delivered against the emails that bounce (can’t be 
delivered).... And remember, if you can’t deliver it, what was the point? 



Send awesome email

Inbox placement 

The first hurdle you’ll face is getting past spam filters. There are three 
main areas to focus on to improve these: 

1. Using an ESP platform will help, as their sending servers are 
optimised to send email at scale 

2. You’ll also want to avoid using spammy words that can drive your 
email into spam/junk folders. We’ve got a guide on this right here 
https://mailninja.co.uk/spam-words. You may wish to run your email 
through a testing tool such as https://www.mail-tester.com to make 
sure your email doesn’t contain any dodgy words! 

3. The other aspect to this is your domain reputation. It’s good practice 
to check and see if your domain name is listed on any blacklists, 
MXToolbox is a go-to tool for most email marketing pros https://
mxtoolbox.com/blacklists.aspx. 
Your reputation is all about how people interact and react to the 
emails you’ve sent in the past… it’s really important. 

Open 

Deliverability out of the way, we now need to look at the email itself, and 
this is where you have the most control over the results your campaigns 
will generate. Your email open rates are determined primarily by four 
factors: 

1. The sender - have you opted in to their emails, are you interested in 
their messages? 

https://mailninja.co.uk/spam-words
https://mailninja.co.uk/spam-words
https://www.mail-tester.com
https://mxtoolbox.com/blacklists.aspx
https://mxtoolbox.com/blacklists.aspx


Send awesome email

2. Subject lines play a huge part in open rates, so make sure your 
subject lines are optimised and eye-catching is paramount for 
successful engagement. 

3. Send times can have a big impact. This is where you’ll want to run 
some tests and determine your optimum delivery time. Sending 
emails in the first place will help you pinpoint the best days and 
times that work for you. Ignore industry benchmarks- set your own! 

4. Audience relevance - if the email itself is completely irrelevant to 
the recipient, you’ve lost the chance of getting anything in return, 
even if it’s just an open, click, or visit to your website. 

Read 

This often-overlooked factor is where you’ll want to take a closer look. The 
readability of your email is vital. I’m not just talking ‘copy’, I’m talking about 
the layout of the content, the size of the text, the positioning of your 
buttons, and the colours you use to get attention. 

One of the biggest mistakes I see are emails that are too hard to read. 
Whether it’s the font size is too small (I love 16 pt or higher for body text 
size) or not bolding important text or just not putting a divider or 
whitespace between sections of content. Take a good, hard look at 
your preview emails (especially on mobile) and make sure they feel 
easy to read. If they’re too tedious for people, your subscribers won’t 
come back. 

— Emily Ryan, Westfield Creative 
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Click 

This is the thing you’ll want most of all right? You want those clicks. The 
readability of your email is important in influencing the click, but the 
positioning and effectiveness of your buttons and clicks is also important. 

Conversion 

Goal setting is important with any marketing campaign. In order to deem a 
campaign successful, you must first set an achievable goal before you hit 
send. This step is where the email either converts or doesn’t covert. 

Have a Goal 

It all starts with a goal. Without a goal you can’t achieve success.  

Always begin with the end in mind. When preparing your campaign, the 
first thing you should do is ask yourself “What is the goal of my 
campaign?” Once you answer that, everything you do from that point 
forward should be focused on achieving your goal. 

— Adam Q. Holden-Bache, Enventys Partners 

The 3 factors that influence results 

Now you understand what the golden formula for creating awesome 
emails is, let’s go a little deeper and look at the underlying stuff that 
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determines the makeup of why your email marketing will be successful or 
not. 

They are as follows: 

1. Sender authority 
2. Message relevancy 
3. Recipient desire 

Sender authority 

Are you an authority in your space? Do your subscribers care about what 
you say and listen to your advice? If you want people to read your emails 
and hang on your every word, you need to step up your game, and 
become a guru in your field of expertise. 

No one wants to listen to a company that doesn’t try to establish 
themselves as an expert in the industry, and why should they? You have to 
earn the trust of your subscribers to establish proper sender authority. 

Message relevancy 

Do your messages align with your subscribers’ wants and desires, or do 
they only align with your own? Take a step back and think about your 
audience as a whole, and also the segments within. Do your emails 
currently speak to your audience or are they fairly one-sided? 

I’ll coin a phrase because everyone loves a new phrase… “conversational 
email”. Think of your campaigns as a two-way conversation simply hit send 
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and hope the recipient buys something. Use email as a way to connect 
and engage! 

Recipient desire 

Do people sit around waiting for your latest release? Are your subscribers 
refreshing your Twitter feed for updates on your services? Thought not. 

Look at Apple, for example. When Apple releases a product, the world 
knows about it. Ok, it’s unrealistic to say ‘become the new Apple’, but try to 
dangle a carrot and drive a buzz around your brand. 

The 3 principles of email success 

There are a few things that make a significant difference when it comes to 
email marketing. Email marketing can be an essential investment, but only 
when your emails are well crafted and thought out.  
There are three simple principles that you can use to increase engagement 
rates and ultimately get better results. 

These three principles are: 

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

The Right person 
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Although you're straightforward and specific on what you're offering, that 
alone doesn't mean people will rush to click your call to action. This is if 
what you offer is not relevant to the person who received the email. You 
can be absolutely precise, you can have the best bid, but it's not going to 
have any effect on the wrong target audience. 

For example, a real estate marketing campaign would have to consider 
both buyers and sellers. It should be able to provide details about the best 
neighbourhoods and homes in the right areas at the right time. Daily 
emails (in most cases) may be overkill and annoy potential customers, 
rather than attract them. 

On the other hand, if you're running an e-commerce campaign, your 
customers may want to get insider information about the best offers or 
new releases. You can immediately target a vast audience with an email 
campaign; you just need to precisely identify the audience and decide 
what approach will give recipients a reason to click. 

The Right message 

From the subject line to the contents and photos, you need to make sure 
that you connect the significance you are delivering to the reader. 

It's just like how we always speak about how you only have a few seconds 
to grab your customers' attention when they arrive on your home page. 
With email, the same pressure applies, but in a different way. When 
anyone appears on your website, it is reasonable to conclude that they 
have at least some kind of curiosity in your products, services, or content, 
and they deliberately made a choice to visit your site. 
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But if a recipient opens your email, they want you to prove your value 
immediately because you came to them. They never came to you, apart 
from the opt-in form, but now they are in a position where they are 
subconsciously waiting for content to hit their inbox. They don't want to 
see if you have what they want. In the back of their mind, they are 
looking for an excuse to delete your email. If the importance of opening 
an email and clicking on a CTA is obvious, you will have a much better 
chance to convert a casual reader into a serious buyer. That’s why you 
must set real goals, and deliver a straightforward message in all of your 
campaigns. 

The Right time 

After you’ve followed the first principle by targeting the right person and 
you’ve also crafted the right message, then you need to follow this last 
principle by ensuring you send the email at the right time. The best time 
could be mid-morning during the week (generally a good time for business 
emails). 

There are actually two elements of time. The other aspect is “time in 
the relationship”. You need to make sure that the email is reflective of 
the level of relationship you have with the recipient - like any 
relationship, you can’t push too hard too soon. 

Sending a big splashy sales email as the first email you ever send to 
someone, is like asking someone to marry you on the first date… you 
need to build up the relationship before you can start pushing! 

— Robin Adams, Chimp Answers 
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The one magic formula 

So here it is, the magic formula. If you want to win at email marketing, 
send less content in your emails, and send more emails. 

Let’s break this down: 

Send less content 

You may not be one of those people, but you’ll know someone who is. The 
kinda guy who waits for a whole month, gathering PR stories and articles 
about how great their business is, and puts everything into one email. So 
let me get something straight. If you are posting on Facebook, or writing a 
blog post, you write one thing at a time, not 10 things in one post. The 
same goes for email. Break it down into smaller chunks. 

Send more often 

Once you’ve broken your ‘monthly newsletter’ into three or four different 
stories, articles or offers, now create three to four different emails, each 
with one call to action (CTA). 

This approach allows you to send more emails to your audience, giving 
you more opportunities for engagement and conversion. Plus, by breaking 
up the content, it means you have a better chance of success, as you are 
focusing one single email on one single CTA at a time. 
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At minimum, try to send an email twice a month.And only send an email 
when you have valuable content- not at a fixed day and time.Of course, 
consistency in email marketing is super important, but don’t let it be the 
main reason you send at a particular time. Let the content itself be the 
driver. Later on, we will look at planning and pinpointing the best days and 
times for you to send, and if that day and time is absolutely the best for 
your company, then go with it. But when you start, test the water and mix 
things up a little to see what works. 

The one piece of advice I give the most - simplify your emails (i.e., send 
less content). Most people don’t have time to sift through long 
newsletters with many sections of content. Keep your emails short and 
simple. Emails do not have to be complicated.  

— Emily Ryan, Westfield Creative 

Start now, learn later 

There’s a tendency to procrastinate and think too hard about your 
messaging. Don’t sweat it, just create a super simple email. It doesn’t have 
to be perfect (because what IS perfect?). With each delivery you are 
gaining real world insight into what works and what doesn’t, which will 
help  you shape a strategy. 

Mix up your schedule, send a surprise email, use the resend method 
(resending the same email to non-openers at a later date), keep your calls 
to action clear and minimal, and simply give priority to your audience. If 



Send awesome email

you don't like sending your emails, how do you expect your customers to 
enjoy reading them? 
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Planning 

Introduction 

How are you going to create and send emails that align with your 
customers needs and desires, as well as achieve your business goals? 
How will you measure success? 

Email analytics can be powerful and help you drive results, however, there 
is a lot of misguided and skewed data out there, namely industry 
benchmarks. 

The other thing people tend to get wrong is to follow the same path as a 
competitor or company they love, respect or are jealous of. 

We once had a customer that was obsessed with a much larger 
competitor, so much so, that if the brand in question sent a campaign, we 
had to clone that email in a 1-day turnaround for them and do the exact 
same thing. I can’t speak for the other brand, but I know this tactic did not 
deliver expected results. Despite our ongoing best practice advice, our 
customer didn’t change his approach, and still follows it to this day. Suffice 
to say, we parted ways. 

This tactic is dangerous, and here’s why. No two companies are the same. 
Although you may operate in the same space as your competitor, there will 
be fundamental reasons why their approach won’t work for you, and vice 
versa: 
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● Customer demographics, such as gender, age, location 
● Previous results, such as engagement and purchase data 
● Brand story, history, identity, values and ethics 

These are just a few, there’s a lot more. 

So, what we want to do in these chapters is not to spy on competitors, but 
to shape your own personalised plan that works just for you, and that’s 
mostly achieved by doing, learning and adapting, rather than reading. 
When you’re done reading this book, I want you to put it down and get 
testing! 

In this section we are going to create an action plan, looking at the 3 
following areas: 

1. 1-year goals 
2. 90-day rocks 
3. 30-day deliverables 

With our 1-year plan we will be looking at our overall business objectives, 
with our 90-day rocks we will focus on targeting subscriber groups within 
our audience, and with our 30-day deliverables we plan and execute our 
email marketing campaigns. Boom. 

Before we begin it’s important to recap… In a previous chapter we looked 
at the three principles of email success, these are as follows: 

Send the right message 
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… to the right person 
… at the right time. 

To boil this down, we need to focus on the following three areas: 

● What are we sending - more specifically; why are we sending 
emails and what are our goals? 

● Who are we sending to - more specifically; what subscriber groups 
do we have or want to engage with? 

● When are we sending - more specifically; what days and times 
work best for you? 

This is what we’re going to plan for over the next three chapters. 

With your business objectives (higher ROI, higher revenue etc), what we 
want to do is start by taking a birds-eye view of your email marketing 
strategy to determine who, what, when, and also why. 

Let’s dive in by giving you a framework in which to focus your email 
marketing planning around. We called this the ORTE™ model. 

Here goes... 

The MailNinja ORTE™ model 

After 15+ years in the game, we know about email marketing success and 
what influences it. Hence forth, we’ve created ‘The four pillars of 
successful email marketing campaigns’. In short, The ORTE™ model. 
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ORTE™ stands for the following: 

1. Opportunity 
2. Relevancy 
3. Timing 
4. Execution 

Here’s the process model: 

The ORTE™ model focuses on the four pillars that underpin profitable and 
effective email marketing campaigns. The goal is to coordinate these 4 
areas so that you can deliver highly targeted and personalised email 
campaigns to your audience. The sweet spot in the middle is the place you 
should be aiming for. 

Let’s take a look at these four pillars: 

Opportunity 

This segment is to 
look at your 
chance to do 
something in a 
slightly different 
manner, a way to 
look at how you 
make a difference, 



Send awesome email

stand out, and break through the noise of a crowded inbox, whether it is 
filled with industry competition, or simply emails that bear no similarities to 
your own. 

Market and industry 

Are other people in your industry using social media extensively but trying 
to resist email? Then turn it up and send more emails. If you're going to 
stand out, be distinctive in your approach.  

Also, consider your own benchmarks. If you see that your business has a 
low open rate on average, there's a real chance for you to build more 
appropriate, engaging, and personal emails that generate better 
engagement. 

Competitors / Gap Evaluation 

Do your competitors send emails more often? Are their emails better 
crafted than yours? 

Use this as your benchmark, but don't depend entirely on it. Instead, take 
inspiration from, and get motivated by companies in the same industry so 
that you can produce exclusive, meaningful, and useful content for your 
audience. 

Interest / demand 

Which of your products are performing the best these days? Your emails 
should provide agility because you will be able to raise the market for 
products that you may like to sell, in addition to offering individuals what 
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they need by showing merchandise that your audience recognises and 
enjoys. You might want to drive curiosity by encouraging impulse buying, 
by specialising in choices, benefits, and value-added models that are 
reasonably affordable. 

Social trends 

Check social networks to find trends that you might reproduce in your 
emails. Social media is continually changing and developing with emerging 
innovations, so you must move forward in the immediate future and align 
your emails in the same way. Social influencers on networks like Facebook, 
Instagram, and Twitter are always reviewing products and promoting 
brands. This can bring in large waves of customers to your industry, and 
that is when you should be targeting your campaigns - so you can reach 
out to these followers before they start buying products and services from 
your competitors. 

Social influence 

Do you have an appraisal or an optimistic experience with multiple 
customers you can show to your email subscribers? You need to fill the 
void by exchanging social content in your emails and corresponding 
customer reviews. In addition, use evaluation websites such as Trustpilot 
to improve trust and credibility. When you have awards, show them and 
make it obvious to prospective customers that you are both a legitimate, 
and a highly rated company. REAL 5-star reviews go a long way, especially 
if you have reputable clients of your own. 

Seasonal opportunity 
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If you are a clothing manufacturer, assume the selection between winters 
and summer seasons. If it's the school holidays, you might have 
discounted providers/merchandise. If it's Christmas, take advantage of the 
increased demand and send out additional emails corresponding to the 
Christmas countdowns. 

You want to be searching for the golden solution all the time. No matter 
the market you're in, it will constantly evolve and new technologies will 
emerge. It's all about finding a hole that's accessible to send out 
promotional emails that will work. Be on your toes all the time, check out 
the details and topics that are trending on social media so that you may be 
able to customise your email campaigns with topical, relevant content. 

Relevancy 

In this section, we are focusing on relevancy, producing content 
specifically for your audiences so that you can be able to develop more 
on-brand and personalised expertise together with your emails. 

Relevance = results 

There is no one-size-fits-all solution to email marketing. Relevant 
emails drive 18 times more value than “blast”emails. That’s because 
high quality content leads to increased trust, which leads to more 
engagement, which leads to more conversions. 

— Adam Q. Holden-Bache, Enventys Partners 
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Emotional triggers 

There are a variety of emotions you may like to take a look at activating 
together with your emails; below are some concepts: 

● Belief 
● Worth 
● Belonging 
● Happiness 
● Love 
● Curiosity 
● FOMO (Fear of missing out) 
● Shock 
● Exclusiveness 
● Competitors 
● Guilt 
● Wrath 
● Pleasure 

Bear in mind that emotions are the main thing driving actions! A word of 
caution; although negative triggers generally get the most attention, try 
not to be too negative as your brand will suffer in the long term. You want 
to encourage that feel good factor so when people see an email from you 
in their inbox they get a warm fuzzy feeling, not an ‘oh shit, what 
happened now…’. 

Desire / motivation 
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A relevant email has to include at least one of these triggers. Every 
marketing email needs a unique and eye-catching subject line in order to 
grab the reader’s attention. Power words and emotional triggers will help 
you spark the readers interest. Power words include “brand new”, “don’t 
miss” or “huge savings.” These all capture your attention and that’s exactly 
what you want to help keep your open rates high. 

The main body of your email is where you want to build desire, this can be 
done by keeping your content straight to the point, with a clear and guided 
call to action (CTA). As long as your email flows from the subject line, 
through to the open, down the page of your main copy, and towards the 
CTA, you can then measure your click-through rate. This is the action you 
are trying to achieve- the click onto your website, store or blog, whatever 
it may be. 

Audience demographic 

If your audience is diverse, you need your emails to apply to any 
demographic. This is where list segmentation becomes your best buddy, 
as it  allows you to customise content material to any reader.  

That's where e-commerce and email are good collectively since you can 
be accumulating layers of information from your audiences and customers 
through customer sign ups, email interactions, and purchasing 
experiences. 

WIIFM (What's in it for me?) 

Bear in mind that it's all about your audience. Your product may be 
fantastic and have distinctive promotional factors, but what are the direct 
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benefits for your audience? Is it B2B or B2C, and could you apply the 
advantages for individual people as well as corporations? 

Personal 

Each subscriber is not just a quantity. They each have a reputation, likes, 
and dislikes. You also usually know their age and what they're looking for 
on your website (if they've ever regularly visited your website). Get 
personal, and make them feel as if they are more than just an email 
address on a list. Make the relationship feel meaningful, so they feel more 
important as an existing or future customer. To make your messages more 
personal, use merge tags to change the name for each recipient. You can 
also use merge tags to personalise emails based on interests, recent 
purchases, and your local stores. 

Culture/purpose 

It's not just a matter of translating your email content to French or Spanish 
subscribers: your emails should include cultural awareness. Think of local 
dialect, trends and preferences, hobbies, slang, etc. 

A good example of this is McDonald’s. Their menu caters to the masses, 
but nearly every mainstream country they operate in has a modified menu. 
McDonald’s therefore has to split up their email marketing on an 
international front — for Asian countries, the menu is vastly different to 
western countries like the UK and US. 

On relevancy: if you ask for attention, you must show attention first. 
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We are all aware of the fact that it is increasingly difficult to gain the 
attention and the time of our audience, especially for those who do not 
have millionaire budgets or do not start from a condition of established 
visibility. However, I often notice that companies tend to forget that the 
first step to gaining attention is to show attention. I always insist on this 
concept to the point of boredom, often talking about marketing 
empathy, because what we really have to do – and more often than we 
are used to – is to put ourselves in our clients’ shoes, and imagine what 
they feel, what are their expectations, how they see us from the 
outside. 

Some examples of careless companies 

Once I took part in an event focused on digital marketing, spending two 
very interesting days listening to talks and speaking with bright 
colleagues. A few days after the event, I received an email with this 
subject line: “Thank you for visiting our stand at the <name of the 
event>”. Problem was, I had NEVER visited that stand. In fact, I had not 
even noticed that company was even present at the event. They could 
have had something interesting to tell me, but their approach was 
deeply irritating, like when I was a young girl and someone was trying 
to hit on me by chatting me up with the standard phrase “Haven’t we 
already met?” . 

Things like that often happen: 
● I registered for an event I am interested in a few months in 

advance, buying the convenient early bird ticket. 
● Nonetheless, for months and months, the organisers keep 

sending me invitations to register. 
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● And then, the day before the event they contact me with a 
last-minute offer that costs more or less the same amount I 
already paid well in advance. 

Then, there is the eCommerce version: 
● The seller sends me a one-time coupon with a one-month 

validity. 
● I use it immediately to buy a pair of shoes. 
● The seller keeps telling me not to let the discount expire, when 

I have already bought and worn my new shoes. 

When, out of laziness, we write the same message to everyone, 
perhaps throwing in sentences such as ‘if you have already registered, 
then X, otherwise Y’, we are putting on the reader’s shoulders part of 
the work that we should have already done: because it is all information 
we have, but have not used it out of laziness. 

This laziness has consequences: 
● Open and click rates fall. 
● The probability of ‘mark as spam’ and ‘report abuse’ increase. 
● The deliverability of our domain worsens in the medium and 

long term. 

— Alessandra Farabegoli, alessandrafarabegoli.it 

Timing 
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Subscriber time zone 

Taking into account the location of your subscribers. Would you prefer 
campaigns that can be dispatched at the same local time for every 
country, or would it be better to accommodate everybody and send your 
emails at an equal native time for all (such as GMT)? 

Best open rate time 

This level indicates the importance of testing and measuring {industry} 
metrics. They can change depending on the year or if a global occurrence 
(I’m looking at you COVID-19) impacts the financial system. 

Seasonal or topical 

Think about the obvious things, national holidays, winter or summer, 
important world events (e.g. Coronavirus). If you're consciously tweaking 
your email marketing approach to the time of year or what's going on in 
the real world, you can apply that to the brand by offering things like 
coupons, holiday flash sales, product ranges to suit holiday periods like 
Thanksgiving in America, or Australia Day in... you get the idea. 

For a nationwide email campaign, it's a little easier, but when you continue 
to attract more involved subscribers, there's no doubt that you're going to 
want to cater for others located outside your country of operation. Finding 
the sweet spot when looking at various local holidays and trends at 
different times of the year will actually help you market the products at 
particular times. Just 15 percent of businesses offer priority to their 
foreign email marketing, so doing so could set you a step ahead of your 
rivals. 
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Execution 

Worth proposition 

This level is all about taking what the services or products do and 
highlighting the importance to the reader. A crucial aspect that should still 
be considered is that the value-adding should not have to contain buzz-
words or complex expressions. This overwhelms the readers, and it 
doesn't give any worth. 

Make things industry-specific and acknowledge the reader's intentions. 
Along with your email marketing campaign, you need one thing that will 
get people to your website and actively enhance engagement. Remember, 
you can’t buy love from your email subscribers, you have to earn it with 
relevant content, and add value to your services by applying the benefits 
to your prospective customers. Solve their problems with your purpose - 
it’s a recipe for success. 

Design 

Take into account how you can send your emails with a design that 
includes the model image and related products you might provide. I would 
recommend using a combination of text and pictures (60/40 cut-up), take 
a close look at the fold line, the inverted pyramid, and the CTA (or CTAs 
when you choose to include more than one). 

The invisible pyramid is my favourite because it's an excellent way to 
introduce what your product does, then focus your attention on the 
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reader, potentially asking them a question about the advantages they're 
going to receive, and then leading them down the direction of the button. 

Your most important content should always be at the top - including 
your CTA. I like to include a button “above the fold” when I can. If you 
look on mobile, above the fold means, whatever appears before you 
start scrolling down. If you put important content at the bottom, it may 
never be seen. 

— Emily Ryan, Westfield Creative 

Colour psychology 

Take into account the colours that can be applied to each of the models 
and what's emotionally charming. As you may anticipate, design, colour, 
tone, and language are essential to perfecting your electronic mail system. 

When you start planning your next email marketing campaign, try to do 
some business and competitor research first, so you know what you're 
sending and why, craft content material, take a look at the concept and 
the replica, and then your timing. 

Influential language 

Continually using sales language will put off your reader. Regular email 
users delete about half of the emails they get every day, so getting 
repetitive with your sales approach will get you kicked out. You want to 
ask questions in your email, keep it personal, and take time to build a 
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mutual ground so that your reader can know what you're all about. That 
way, once they finally buy, they're going to buy again, and again, and 
again. 

Business focus (1-year goals) 

Roll back 20 years or so, and complex business plans were all the rage. 
You remember the days, when putting an ad in Yellow Pages was the 
extent of your annual marketing plan? However, today, unless you are 
going for a loan with a ‘dinosaur’ high-street bank, it’s just not necessary 
to have such a rigid plan. I’m not saying wing it, goals and plans are vital, 
or else you meander along without focus. But in my view, planning 
anything more than a year away is simply guesswork. By reducing your 
business plans to one year means you reach for achievable and actionable 
shorter-term targets, rather than long term wishes - which most detailed 
and five-to-ten year business plans tend to be. 

The 1-year plan we’ll create together is focused on your business 
objectives. What exactly do you want to achieve from your email 
marketing efforts, and why? How will you know it’s working? In later 
chapters we will turn our focus towards subscribers (90-day rocks) and 
then campaigns (30-day cycles), but for now, think big picture. In order for 
email marketing to play a big part in your overall marketing strategy, we 
need to set targets and determine benchmarks so you know what you’re 
doing is working and that you’re on track. 

So, it’s important to say that we don’t want to spend too long on the 
business phase, partly because long term planning is guesswork, and 



Send awesome email

partly because it doesn’t really have an immediate impact on ROI or overall 
results and rates. It’s vital to have a plan, goals, and targets for the year to 
come, but be aware that these have to be fluid and that things can change 
during this time. 

An example of this is 2020. We started the year with high hopes and a 
plan for world domination, then COVID-19 struck. This is a great example 
of a disruption that no one could foresee. This disruption doesn't have 
much of an impact on your 90-day rocks and 30-day cycles, but it has a 
huge impact on yearly plans, goals, and targets. 

Although this is an email marketing book, email does not exist on its own.It 
forms part of a whole. The whole picture cannot be ignored, so we’re 
going to explore the realms outside of email to form a more solid plan, and 
then get more email-y as we dive deeper. 

So, with that in mind, and heavily pinching at the salt, let’s dive in. 

Plans and purpose 

Your plans should focus on what impact email as a channel is going to 
have on your overall ROI and marketing strategy. What’s the purpose for 
sending ongoing email campaigns? Let's not look at audience segments in 
too much detail at this stage, but from a high-level business view. Why are 
we doing this? To define the purpose, the ‘why’. 

Next up, let’s look at goals. These come in two flavours; result-oriented 
goals and action-oriented goals. Let’s break this down: 
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● Result-oriented goals have a figure attached, like 5k subscribers, 
£1m monthly revenue 

● Action-oriented goals have deliverables attached, like write a 
weekly blog post 

Now the fun part - let’s set some goals. 

Result-oriented goals 

Look at email as part of your overall strategy, and not an add-on channel. 
What I mean by that is to grab a notepad or white board and draw up a 
flow chart or funnel. What is the ultimate goal for all of your marketing 
efforts, and where does email fit into that. 

Let’s take MailNinja as an example and run through our funnel to show you 
what I mean. 

It’s important to have one big, hairy, audacious goal (BHAG for short), and 
focus all of your activity towards that goal. If you start with 10 different 
goals, you won’t hit any of them. Period. To be most productive and have 
laser sharp focus, it’s better to focus your energy on one goal- a big hairy 
audacious goal. 

Our BHAG at MailNinja is to drive more people to sign up to our app. I 
figure that once in, customers are part of our ecosystem and we can use 
smart automation triggers to encourage spend and reduce churn. So, what 
is your BHAG? 

Now you’ve thought about what your BHAG is, we can identify outcomes 
that align with that goal. As I mentioned before, our BHAG is to drive more 
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sign ups on our app. So our actions should all work towards the same 
primary outcome. 

So now we know what our BHAG is, we need to list a few ways that we can 
achieve that. Don’t think specifically email at this stage, be high level and 
think of ways that your main purpose can be achieved. 

At MailNinja, as we want people to sign up to our app, so let’s take that 
primary goal and work backwards to see what needs to happen to get 
closer to that goal. 

Goal: more signups on our app 

1.  Increase web traffic using social posts and ads 
2. Optimise website for SEO and conversions, add CTAs for content 
3. Generate content that drives email signups, and create landing 

pages 

I’ve over simplified this flow, but you get the idea. As you can see our main 
goal is at the start, and then we work down - what comes first, and then 
before that etc until we reach the first thing that needs to happen. 

To start driving signups, we need to start at the beginning and create 
content to use as leverage. Once in our list, we can use automation flows 
and campaigns to drive interest in our app. 

Types of content are typically blog posts or PDF guides and ebooks, 
however if you have more time and budget, free tools can be a huge driver 
of traffic and interest. 
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Action-oriented goals 

Now we’ve established our result action-oriented goals, let’s look at our 
action-oriented goals. These are actual deliverables that will help you 
achieve your overall purpose and BHAG. 

Here’s are some examples of what these look like: 

1. Create a PDF guide around my area of expertise (this book for 
example) 

2. Write blog posts that reference and promote the guide, that is also 
SEO-friendly 

3. Share a link on social channels to drive readers to the blog post 
4. Send an email alert to your subscribers to also drive readers to the 

post 

This is an example of how we use email to drive traffic to a specific page. 
You can clearly see that email only forms a small part of this picture, which 
is why it’s vital to take the larger view and not work on one channel in 
isolation. They all need to complement each other. 

Let’s look at a different example- an e-commerce business. 

1. Add a new product line, or generate a sale coupon 
2. Share a link on social channels to drive readers to the product or 

sale page 
3. Send an email alert to your subscribers to also drive readers to the 

product or sale page 
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The steps are virtually the same, and again, I’ve over simplified all this, but 
you get the idea. 

Profiling 

You may think we’ve jumped the gun here - we’re talking about sending 
emails before we’ve defined our audience. However, at this stage we 
simply want to determine what we want to send and why, not the specific 
post topics or audiences we’re trying to attract. During our planning stage, 
we want to define a theme for our posts that we know can help drive 
people towards our goal and can attract the types of people to our 
website that are a perfect match for our product or service. 

Again, let’s look at MailNinja as an example. 

Our BHAG is to drive more app signups, great, we’ve established that 
already, but who do we want to attract? Who is our target demographic in 
the first place? I’m not talking about our existing audience and figuring out 
what and when, I’m talking, who do we want to drive to our site in the 
future? 

At MailNinja, our target demographic is generally marketing managers 
within an organisation, so the first thing we need to figure out is how we 
are going to appeal to these people. In a nutshell - where do they go 
online, what social channels are the most popular, and what do they read, 
buy, like, where do they go? 

Figuring out what you want (the purpose) and what you need to do to get 
there (goals) is the first step. Now you need to attract the right kind of 
audience that will flock to your website to check you out. 
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Check out Buffer. Buffer allowed you to schedule social posts, yet rather 
than write solely about social timing and the latest quirk of Facebook, their 
blog focuses on who their audience is and writes content that they know 
they will want to read. They cover topics such as growing your brand and 
work culture. We’re doing a similar thing here at MailNinja and refocusing 
our blog to appeal to a similar demographic. 

For your blog (or podcasts, YouTube videos etc), think - what can you 
produce that will help your target audience do their job better and look 
awesome. If you can help them feel good and look good, you’re on the 
right track. 

A great way to profile is to create a persona. Give them a name, visualise 
them, and go into as much detail as possible. For Werk, another business I 
run, here is an example: 

● Meet Tom 
● Male, 25-45, lives in USA 
● Runs a startup, 10 people work remotely 
● Loves Tesla and Apple 
● Clean design, minimalism, clean and organised 
● Financial freedom, takes mini vacations 
● Large social circle and goes out a lot 
● Eats at Wagamama, is a vegan and exercises 
● Reads blogs, books and listens to podcasts 
● Always wants to learn and experience new things 
● Uses instagram for fun, linkedin for work - not facebook 
● Loves apps and productivity hacks 
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So give that a try, and be as detailed as you can. 

Niches and tribes 

I’ll keep this brief, as you’ve probably read tonnes of stuff on niching down. 
Mostly, people will advise this when it comes to your product or service, 
but I think it is more of a marketing thing. You can have a general product 
that appeals to a mass market, there’s no harm in that, but when it comes 
to marketing, you need to pick a niche to target. You could quite easily 
create a generalised product, but if you hone in on a specific audience, 
you will have more impact, and your ROI will be far greater.  

Defining your ideal customer and niche will help you when it comes to 
placing ads on Facebook or Google because you eliminate the guesswork, 
as you know exactly who you are targeting. Whilst we’re on Facebook, let’s 
take them as an example. If you’ve ever seen The Social Network movie, 
you’ll know how Facebook began. They scaled up from university to 
university - they didn’t just launch to the general public. They started 
small, focused on a niche audience and gained momentum. 

Once you pick a niche, create content that they love and speak in their 
voice, you will have a tribe. A group of people who have similar views, likes 
or preferences, that come together as one. Your tribe will congregate 
together in a variety of places - it’s up to you to figure out where that is. 
There is power in numbers. 

Some key takeaways from Adam Q. Holden-Bache, Enventys Partners 
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1. Generating positive ROI. Over the course of one year, the goal of an 
email marketing program should be to generate positive return on 
investment. 

2. Establish KPIs. After one year of email campaigns you should be 
able to determine your key performance indicators and use those 
KPI's as your benchmarks to try and surpass over the following year. 

3. Comprehensive tracking and reporting. Be able to measure all 
necessary steps of the email experience and be able to report on 
campaign performance. 

4. Tackle more complex automated messages. Many automated 
messages need more complex integrations with CRM platforms or 
other sales and marketing tools. Work with your IT, Sales & 
Marketing, and Web Development teams to make sure the right 
messages are going to the right people based on their status and 
activity. 

5. Establish personalised customer journeys. Create these to be as 
custom-tailored as possible to the interests of the individual 
providing their information to you. Use personalised and dynamic 
content as much as possible. 

6. Go cross-channel. Use other channels including search and social 
to generate traffic to places where visitors can sign-up for email 
newsletters or provide information to become a lead. 

Subscriber focus (90-day rocks) 
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So let’s look at the pool of subscribers you have and create several 
segments so you can get an overview of what your current subscriber 
base looks like. 

Target subscriber groups 

So, we know who we want to attract to our audience, and hopefully 
(unless you’ve pivoted drastically) your existing audience will be similar to 
that. I’m also going to jump to an assumption that you already have some 
subscribers right now to market to. 

Let’s take the criteria you listed as your target subscriber and map that 
against what you have available. This may be fairly limited to start with 
until you start to build up your audience. 

Quality over quantity 

Increasing list size should be a top priority for all marketers. But in 
doing so, choose quality over quantity. Your list size is irrelevant if you 
don’t have quality subscribers. And remember that your marketing 
efforts are only as good as the quality of your list. 

— Adam Q. Holden-Bache, Enventys Partners 

You’ll want to look at two things when it comes to growing your audience. 
The first is to attract new signups. The second is to enrich the data you 
have already. There are tools you can use to enrich this data, Clearbit is 
one of the most popular, however there are free methods you can use too. 
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To remedy this, you may want to use free ebooks and guides as a way to 
get more data on your existing subscribers as well as attract new ones. 
For example, what is an important thing to know about your subscribers? 
Is it their location, their job role, their gender? Whatever it may be, if this 
data set will be invaluable and help you define your audience, then use 
forms on the landing pages for your free downloads as a way to capture 
this additional data. 

Organic subscriber groups 

One of the more enlightening things about your targeting and your current 
audience, is detecting the patterns that exist that you were blissfully 
unaware of. You may think your target audience is male, aged 30-45, but 
when you look at your actual audience you could be completely wrong. 
There are ways to find this out. 

At MailNinja, here are some of the areas we can look at to define this: 

● Our existing customer base 
● Google analytics (not 100% accurate but it’s an indicator) 
● Google ads (don’t throttle this too much, but spend less and test 

more) 
● Facebook ads - same as Google ads 
● LinkedIn ads - more our audience, and we can target certain job 

roles  
● Mailchimp audience (of course - Mailchimp shows you predicted 

demographics) 
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From the above info, we have a pretty clear idea of who our target and 
organic audience is. We take the Facebook data with a pinch of salt, as 
Facebook isn’t our main channel for success. 

So, what if our target and organic audience is different? 

That’s not the end of the world, but you may want to look at two things to 
fix that: 

1. Revise your persona, because your natural demographic isn’t what 
you thought it was 

2. Revise your brand persona and messaging to appeal to your target 
audience more 

The first part is easy, the second isn’t. However, it’s not impossible. A 
brand mismatch can be a problem, particularly if you are spending on 
advertising. Whichever solution you decide - fix this as a top priority. 

Subscriber vs customer split 

Ok, so a good exercise is to break down your audience into customers and 
subscribers (your non-customers). This will give you an idea of how well 
your email marketing is performing and also allows you to nurture your 
customers with offers, and also target your non-customer subscribers 
with incentives to purchase. 

Here at MailNinja we promote a variety of guides and get signups every 
day. When someone enters our email list, we automatically apply tags to 
their record in Mailchimp, and when they sign up or they abandon their 
cart we apply a unique tag so we can fire off automated emails to welcome 
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them or drive them back in. We can also send promotional offers to non-
customers as a way to get them onto our app. 

Let me boil this down to one piece of advice for you: gather as much data 
as you can on your subscribers and the status of your customers, as 
this will help you target specific groups of people. Gather now, reap the 
rewards later. 

ABCD (Always Be Collecting Data) 

The best way to grow your email lists is to collect data everywhere 
possible. So remember “ABCD”: Always Be Collecting Data.  

Your best bet is to try and attract the audience you desire, provide 
value in exchange for subscriber information, and maintain a database 
free of invalid or non-engaged user records. If you can achieve this, 
you’ll find you have a responsive, engaged audience that you can use to 
deepen business relationships and rely on to achieve your marketing 
goals. 

— Adam Q. Holden-Bache, Enventys Partners 

Subscriber engagement split 

Not all subscribers or customers are equal. Some will be highly engaged 
and open all of your emails, some will simply ignore you. Some customers 
we work with don’t like to admit a subscriber is in the dead zone, and will 
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hold onto them for eternity. This is BAD. Disengaged subscribers will do 
two things to your email list; 

1. They take up space, and most ESPs charge per contact, not send 
2. They affect your domain reputation which affects your deliverability 

rates 

So take my advice and have a clean up! 

Here’s a piece of golden advice, that many people (email marketers 
included) don’t tend to focus on. It’s the segment of your audience that is 
losing interest. Let’s face it, if someone is engaged, then great! But if 
someone is in the ‘dead zone’ then they’re gone. You can incentivise, but 
in most cases it’s too late and you are fighting a losing battle. Once in the 
dead zone, it's super hard to get them back out. The best approach is to 
focus on the subscribers that are losing interest, not the ones that have 
lost interest. There’s a clear difference between losing interest and lost 
interest. Subscribers who are losing interest will still open and click on 
your email occasionally, but never actually make a purchase anymore. 
That’s what we want to change. 

So, let’s turn our focus on the people that were once engaged and are 
slipping, not the ones that are gone already, by creating a segment that is 
something like ‘opened some of the last 10 emails, but none of the last 5’, 
that way you know they are kinda sitting in the middle. You have a good 
chance of being able to drive them back in with the right types of offer or 
incentive. 
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We call those people who aren’t engaging “Zombies”, and developing a 
plan to know when someone is turning into a Zombie AND what to do if/
when they actually become one will help you keep your list tidy and 
clean and focused on the people who are engaged.  Nobody wants 
Zombies! 

— Robin Adams, Chimp Answers 

Action points 

I wanted to make this book as practical as possible, so let’s give you some 
action points based on what we’ve covered above. 

You can go pretty granular with your subscriber groups (or segments) as 
you learn what works for which group, but to kick off, you may want to 
start by grouping your subscribers by engagement level, looking at the 
subscribers who open your emails on a regular basis (whatever regular 
means to you!), and also by the least engaged. You will be shocked to 
discover a high number of your audience, even though they actually 
receive your emails, simply don’t bother to open them. According to 
Campaign Monitor, 40%+ of subscribers haven’t opened a single email in 
12 months, and according to Smart Insights, 75% of your subscribers are 
inactive. 

Your primary goal here is to increase engagement in the low performing 
segments, and if engaged, try where possible to increase your Average 
Revenue Per Subscriber (ARPS). The same study from Smart Insights also 
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shows that your email list decays by 25% each year, so focusing on your 
disengaged subscribers should be your top priority. 

Go to your ESP and create the following segments with these conditions, 
or as close as you can: 

1. Target vs organic - try to pinpoint some trends; age, gender, 
location, stuff you didn’t know existed or will give you some insights 
- take action if there’s a mismatch 

2. Engaged - who has opened any of the last five emails you sent them 
3. Losing interest - opened some of last ten emails, but none of the 

last five 
4. Dead zone - those who haven’t opened any of your last ten emails 

In the next chapter we will be looking at crafting messages that reward 
your engaged subscribers and give them more of what they want, and 
attempt to re-engage with your not-engaged group. BUT, for now I want 
you to do this: 

Remove all of your ‘dead zone’ subscribers. 
They’re costing you money, and they simply don’t open any of your emails. 
An email list isn’t free, regardless of the size limit, it doesn’t matter if you 
have 1,000 or 100,000 contacts, your dead zone is likely going to be at 
least 2-5% of your full list. 

Testing and learning 

One of the biggest habits we’re going to adopt with our email campaigns is 
to split test EVERY email we send. We want to keep a log of our tests, and 
run each test at least three times, marking each test result so we can 
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reach a definitive conclusion, and state with some certainty that ‘that 
works’ or ‘that doesn’t work’ or ‘that doesn’t make a difference’. Simply 
testing something once will not give you a clear insight or definitive result, 
you need to test at least three times to know that something is or is not 
working. You may send an arguably better subject line, but it ends up 
performing worse or just as well as the subject line you expected to 
perform worse off. This may happen due to sending at the wrong time of 
day for example. 

Testing is your secret to success  

Only 30% of marketers conduct testing, so if you do so you’ll be ahead 
of most of your competition. Always approach testing with a goal in 
mind, and remember that increasing opens and clicks should be 
secondary to increasing conversions. 

— Adam Q. Holden-Bache, Enventys Partners 

The other thing to note with tests, is that we want to run small tests, like a 
word change or the colour of a button. We do not want to test two 
completely different emails as this won’t give you any clear insight into 
what worked and why. Also, we test one ‘thing’ at a time, not multiple 
things. Comparing multiple variables at once is going to give you results 
that are unreliable as one design feature may hinder the other, and the 
different A/B test combinations may display engagement levels that are 
the complete opposite of your expectations. 

Create 90-day rocks 
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To finalise this chapter, let’s bring all of this learning together to create 
your rocks for the next 90 days. Rocks are kinda like milestones, rather 
than deliverables. So this is where you want to have a clear idea of your 
subscribers, because this is where you want to define a campaign plan 
that is focused on these groups. 

One of the biggest mistakes people make with email marketing is 
something we call “batch and blast”, where you send the same thing to 
your entire audience. That goes against the wisdom of sending the right 
message at the right time to the right person. 

The right person is something you need to define, and after this chapter 
will hopefully have a better idea of the following: 

1. What are your current subscriber demographics? 
2. What percentage of these subscribers are customers, are engaged, 

losing interest or in the dead zone? 

As a result of this you can answer the following: 

1. What content can I create to appeal to this subscriber 
demographic? 

2. When will I create this and how often will I email them about it? 
3. What emails can I create to nurture my customers and engaged 

subscribers? 
4. What emails can I create to encourage my subscribers to re 

engage? 
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5. Do I ask the ‘dead zone’ subscribers to re opt in, or just remove 
them? 

The specific answers are really down to what you offer as a business, and 
who your customers are, but hopefully by asking these questions you will 
start to shape a campaign plan that is defined around your subscribers, 
not just for the sake of sending an email. 

Some key takeaways from Adam Q. Holden-Bache, Enventys Partners 

1. Implement data capture forms. Remember "ABCD" - Always Be 
Collecting Data. Integrate data capture forms in as many placements 
as possible so that you are always collecting new leads and 
subscribers. 

2. Create lead magnets and landing pages. Use content (downloads, 
videos, etc.) to lure in prospective leads and create targeted landing 
pages for each type of lead you want to attract. 

3. Set up basic automated campaigns. Establish a welcome message 
or series, a lead nurturing series, and any other necessary e-
commerce automations, such as abandoned cart. 

4. Review your reporting and analytics. Create a process and 
schedule for reviewing your campaign results and how you want to 
track and report those metrics. 

5. Optimise for mobile. Make sure your mobile emails are fully 
optimised and ensure the experience beyond the email will not 
provide any roadblocks. 

6. Focus on retention. While getting new customers is always nice, 
make sure you have considered your existing customer base and 
their needs. Establish communications that focus on deepening the 
customer relationship by being helpful and educating. 
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Campaign focus (30-day cycles) 

Now you have a better idea of your purpose, goals and your pool of 
subscribers, we now move to creating emails that achieve the desired 
results. 

Types of emails to send  

One of the biggest challenges people face is what to send and when. It’s 
all very well saying ‘send more emails’, but what? The actual WHAT really 
depends on your business and audience specifically, but let’s try to put 
some meat on the bones and help you out. 

Your email planning can generally (again over simplified) be put into five 
camps: 

1. Regular newsletters 
2. Sales and promotions 
3. Seasonal hotspots 
4. Audience-based 
5. Automated/triggered 

Regular newsletters 

You know the ones, the newsletters, company news, events, your regular 
monthly mailshot. This is the most common type of email that you see, and 
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usually consists of a bunch of articles, press releases, awards won etc, 
yawn. 

Sales and promotions 

Maybe you have a Black Friday sale (who doesn’t) or perhaps a sale on a 
specific product line. Not exclusive to e-commerce businesses, as 
MailNinja is a service company and we send sales promotions. 

Seasonal hotspots 

Christmas, Valentine’s, Back to School, etc, to name but a few. These 
happen every year, so the opportunity is always available, whatever your 
industry. 

Audience-based 

Customers and engaged subscribers, rewards for loyalty, refer a friend, 
similar product upselling and cross-selling, rewards for loyalty, etc. 

Automated/triggered 

These are automagically fired off when something happens, like a 
welcome email to new subscribers, or a post-purchase follow up email. 

Now we have some idea of what we can send, next up let’s create a 
campaign content plan. 

Campaign planning 
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Having a roadmap for your email campaigns is super important. Using a 
tool like the MailNinja app (https://mailninja.co.uk/email-marketing-
calendar) you can map out what you are sending and when, and also 
define the audience and purpose for these campaigns. 

Who, what, when - Campaigns need to be given some thought before you 
simply dive in and start sending emails. If you don’t devote time for 
planning, you’ll be sending emails and hoping for a positive engagement 
instead of expecting one. Campaign planning should consider who you are 
sending to, what content you are going to be sending, and when you 
intend to send it. Will it be a one-time email, or an email series weekly/
monthly? 

Email campaigns should never be a present-thinking marketing tactic. 
You have to think medium/long term or else you’re always going to be 
running out of content ideas, or try to force out rushed content as you 
have no reminders set. Like the MailNinja calendar, you need to set dates 
in your diary for when you want to do certain campaign work, such as: 

● Create subject topics for emails 
● Work on landing pages 
● Build an email list 
● Gather images and links to use in your emails 
● Establish your sender identity 
● Draft email templates with CTAs and email signatures 

At least when you iron it all out, you have deadlines to look out for, instead 
of dropping everything at the last minute to get your next email in the 
series out. Keep things consistent, so the quality and timing of your emails 

https://mailninja.co.uk/email-marketing-calendar
https://mailninja.co.uk/email-marketing-calendar
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falls in line with the promise you made to each subscriber on your sign up 
form. 

Monitoring results 

The results of a single campaign, once combined with your data over a 
period of time, can help identify what’s going on, on a far wider scale. For 
example, across your campaigns, we can make the following assumptions: 

Email campaign success = increased email channel success = increased 
email marketing ROI = more bang for your buck 

Email campaign success = increased deliverability = increased inbox 
placement = more people see your emails 

The opposite is also true, poor campaign results will affect your bottom 
line ROI, and deliverability, meaning your domain reputation decreases and 
your emails end up in the junk folders. 

That’s all very well I hear you say, but how can we ensure our campaigns 
ARE a success. Fear not, this is what we want to discuss right here, plus in 
the next section we want to run through some of the fundamentals of 
creating emails that work! 

Measuring success 

So, first we need to determine what success looks like. To truly 
understand how well our emails are performing, we first need to 
benchmark our historic data, and set targets to improve these results over 
time. Walk before you can run, as the saying goes. Email metrics are a 
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good quantitative measure of success. You have positive email metrics, 
which should be as high as possible. Negative email metrics should be as 
low as possible.It may be basic but these are the fundamentals for 
analysing your efforts. 

Some key takeaways from Adam Q. Holden-Bache, Enventys Partners 

1. Determine your goals. You can't achieve your goals if you don't 
have any. Know what you need to accomplish before taking any 
initial steps. 

2. Establish a process. Determine how the campaigns will be 
developed, and create tasks with time frames for each step of the 
process (strategy, design, development, testing/QA, post-campaign 
report analysis, etc.) 

3. Create Templates. Create a custom branded template that can be 
used for all your email communications or create one for each type 
of communication you plan to send 

4. Testing. Create a testing strategy so that you are working towards 
improving your message quality. Focus on improving conversions. 

5. Determine how to measure results. Make sure you are set up so 
that you can track and analyse all points of the campaign, not only 
just the emails, but also web analytics, offline conversions, tracking 
leads that convert via the sales channel, etc. Also fully understand 
your costs so that you can determine campaign ROI. 



Send awesome email

How to create awesome emails 

Now we’re onto the practical part of this book – how you can actually put 
pen to paper (or mouse to screen), and construct the perfect email 
marketing campaign. 

Awesome emails need both time and research, paying close attention to 
the different regions, as well as their overall accessibility (UX). 

First of all, I’ll say that you don’t need to start entirely from scratch. There 
are so many templates and checkers available online (including our own at 
MailNinja). You should take advantage of these so you can get a better 
grip on the basic fundamentals, such as HTML, pixel dimensions, and how 
to implement a functional CTA (call to action). 

Design and layout 

Layout and flow 

Hierarchy and flow 

Align your subject line, preview text, heading and landing page heading. 
The transition from your emails to your website should look natural and 
“on brand”. Things should follow a theme/pattern so your subscribers don’t 
feel at a loss when engaging with your content — this is called Message 
Match. 
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Your emails should also follow a flow pattern — each element should link 
into the next without the reader feeling like they have to pause. Remember 
that people surfing emails have the so-called “10-second attention span”, 
which means that disordered content will not impress. Keep things looking 
simple, natural, and modern. Don’t go overboard with images, and make 
sure your white space and text are split equally. People are picky when it 
comes to deciding whether to continue reading an email, so make them 
want to read on, by keeping content brief, free-flowing, and direct in your 
message/intention. 

Mobile-first design  

Every email you send has to follow an approach that considers mobile 
devices and smaller screens. Although desktop templates are the most 
common styles you’ll see when creating your emails, you should always 
prioritise mobile readers first. On average, more people view emails on 
their mobile devices than any other device, with 41.9 percent opting for 
mobile viewing, and 39.9 percent viewing their inbox from webmail. Your 
design process should begin by testing your finished emails across the 
smallest screen size first (mobiles, then tablets, then desktops), this way, 
you can ensure the experience is seamless on any device, as you’ll be able 
to tell if text and images are visible on a small display, as opposed to 
testing on the largest display only.  

UX for email 

The inverted pyramid (my favourite) 

https://www.emailmonday.com/mobile-email-usage-statistics/
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Your content in this style will start by giving content that grabs a reader’s 
attention. A good example may be a shocking statistic or an eye-catching 
question. As the reader follows your text down, they will process the 
inverted pyramid, whereby the content revolves around getting the reader 
to click on a single focal call to action, usually close to the top of the email 
and centralised, drawing the viewer towards the link, usually a button. By 
the time they have read the first sections of your email, they are then on 
their way to reaching your link, button, or image that tells them to CLICK. 
The inverted pyramid works well as it presents an obvious instruction for 
the reader to click on the CTA, as it will be the only thing left to do after 
scanning the email from top to bottom. 

The Z layout 

This email design structure follows the theory that readers will begin 
reading an email from the top left corner, navigate to the top right corner, 
and will then follow a diagonal pattern to the bottom left corner and then 
to the bottom right. This layout is commonly used by email marketers who 
use images and big bold text, usually to showcase a new product range 
which culminates with a general call to action as well as having sub-CTAs 
along the way. 

The F layout 

An F layout email design structure works best if you want to keep your 
content flowing in an orderly left-to-right fashion. The F layout assumes 
that readers will focus the vast majority of their attention on the left corner 
of your emails. They’ll start at the top left corner and move their way 
down, occasionally taking glances towards the right when they need to, 
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which will usually be no more than twice (once for the opening line of the 
email, and once for the CTA). 

The one-column layout 

If you like the most traditional methods of designing a marketing email, the 
one-column technique will be suited to you. This style works with existing 
HTML formatting, to ensure you have a consistent structure that fits within 
the boundaries of all email clients. 

The fold line 

This is the area of your email that readers will see when they land on your 
opened email. It usually measures 350 pixels by 650 pixels, and it is a 
crucial part of your design, as it operates as a tool to get readers to scroll 
to the bottom. The fold line acts as a guide to where you should include 
different elements within your email. For example, take a CTA - if your 
readers know and love your product, it might be best to have a CTA above 
the fold line, both for added convenience, and because there will be very 
little for your readers to learn about if they already know about your 
product/service. Giving them the CTA in clear view above the fold line 
speeds up the click-through process, and can usually improve your click-
through rates. 

Content structure 

The structure of any marketing email, or any email you send in general, 
should be consistent, on-brand, and easy to follow. When you send an 
email, always try to make the most out of the main elements: the subject 
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line, preheader text, the pixel limits for email clients, space for images, 
email signature, and a well placed call to action. 

Your structure can be tweaked for any email you send, but it is important 
to keep the basics in order. Don’t disregard the subject line just because it 
is not the actual email copy, and likewise do not just forget to add your 
email signature. Without an email signature, your readers or subscribers 
may want to visit your website, or even initiate a purchase, but without a 
signature, there is no clear route to contact you.  

Imagery should not be taken for granted, as visual marketing offers a 
stronger emotional response for the reader. You don’t need to be too 
cautious on how much you incorporate images, as long as you have the 
email copy to go around it, and the HTML coding to correlate with the 
image (in case the image does not load in the reader’s email client, alt text 
gives them the chance to understand what should be in the picture, 
almost like a direct caption of the image). 

Image to text ratios are statistically better when a 60/40 split is used i.e. 
60 percent images and 40 percent text. Obviously marketing emails 
prevail with high-quality imagery because let’s face it — no one wants to 
read a text-only marketing email… That is boring enough to imagine. 
Imagery can be anything you like that is visual, such as photos, GIFs, video 
thumbnails (it’s still not really possible to include actual videos), 
animations, drawings, posters, and logos.  

An image can always enhance an email so that it looks more modern, and 
most importantly, more engaging. When emails are more engaging, your 
call to action or website link will get more clicks, as a higher proportion of 
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your readers are getting past the dreaded fold line and onto the latter half 
of your email copy. 

Conversion-centred design 

When you aim to convert with marketing emails, you should follow the 
ACCCCCC technique: 

Attention 

Have something to turn a reader’s eye, such as colourful imagery, powerful 
graphics or a stand-out CTA. 

Context 

Adding a relevant CTA can convince your readers that there is more to 
learn about your product, service or company (don’t stop the flow of the 
reader). 

Clarity 

Implement value by explaining what your products/services do, and how 
they could help your reader. 

Congruence 

Keep your email copy in line with your main aim (e.g., to encourage 
website engagement). Insert hyperlinks and standoffish CTAs that direct 
readers where you want them to go. They may work best if they lead to 
the same/similar destination as your prominent CTA. 
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Credibility 

Showcase all social proof. Reviews and testimonials go a long way if they 
clarify the needs of other customers being met, along with top-rated 
customer service reviews. 

Closing 

Pay close attention to your CTA. Is it grabbing the reader’s attention well 
enough? Do they have the urgency setting into their head, and do they 
know why it is important they click through now instead of later? Generate 
that urgency with powerful words and FOMO persuasion. 

Continuance 

Not all of your readers are first time buyers. Never forget your existing 
customers, because they are the lifeblood of your revenue. Offer them 
fresh deals and exciting new announcements when you can, or else they 
will go somewhere else that offers more exciting promotions and product 
releases/updates. 

Tailor the layout to your content 

What is your content going to be about? Let’s say you are wanting to 
announce new products or try to lure your readers from emails and onto 
your store, you may find it works best to split up your emails. Avoid clunky 
email design, and instead, focus on making every element as simple as 
possible. Your layout should flow consistently, and engage the reader in 
the areas you want them to see. This will usually be the opening few lines, 
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your CTA, your images, and possibly your email signature if they bypass 
the CTA but still want to get in touch with you or visit your website. 

Tailor your content to your audience 

Email marketing isn’t about how great you are, and how good your 
products are. Your product might be amazing, but you have to apply your 
email content to your audience. Why will they benefit from using your 
product? What are the USPs? How much of a necessity is the product? 
Tailor your content so that your audience feels as though they’re in the 
right place at the right time. That way, when you implement CTAs in the 
future, subscribers will want to click on them. Your emails should be very 
relevant to why a reader signed up for your mailing list, they shouldn’t go 
on a tangent and start selling a different product range or a different 
venture. 

Nice design vs effective design 

When it comes to nailing your email design, the most important aim is to 
make it work. If you focus too much on making your copy look neat and 
fancy, you’ll never prioritise what is most important in any marketing email 
— getting your point across and giving the reader an opportunity to 
interact. 

Don’t worry too much if your emails are plain, as long as the key design 
elements are there (CTA, email signature, main copy, compelling opening 
message) then you’re good to go. Create a recognisable template, and 
grow your emails from there so readers know it’s you every time. 
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Try to think of where your reader will read the email. Will they be 
reading on the run, in line at the grocery store or Starbucks, in the 
bathroom, at a movie theatre, under their desk while their boss is 
conducting a boring meeting? And plan your design accordingly.  

A clean design with lots of white space and larger text will make all the 
difference when reading on the run. 

— Amy Hall, amyhall.biz 

Using white space 

Focus your email layout so that the quantity of white space is generous. 
The more spaced out your text and images are, the better they’ll look. 
They will always be easier to read, and much harder to miss too. White 
space allows your readers to easily break down the content in front of 
them. When elements are too close together, it can be hard to know 
what to focus on, and things like calls to action can be misjudged or 
ignored as they are scrambled in your email copy. 

Ask any graphic designer and they’ll say, the white space is just as 
important as the actual design. 

— Robin Adams, Chimp Answers 

Templating your emails 
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When you operate a marketing campaign with the promise of delivering 
content every few days or weeks, you need to have a workable template 
to support your time constraints. Creating every marketing email from 
scratch is pointless if you intend to add the same elements, signatures, 
calls to action, and imagery each time. A template helps to bypass the bulk 
of the work each time, not only that, but your emails will be guaranteed to 
always display properly within different email clients as you aren’t in the 
dark about the dimensions of your template. The scale will always be the 
same when opting to build from an amendable template each time you 
want to send an email. 

Make scannable content 

Businesspeople send and receive an average of 121 emails a day. Are your 
marketing emails going to capture their attention in a clogged inbox?  

First of all, you have to ensure your content will make it to the inbox, and 
that means keeping your emails out of the spam folder. A common way to 
keep out of the spam folder is by building an organic email list and not 
buying a list. Another great technique is to use permission-based 
marketing, which requires you to offer an opt-in or email verification 
before someone joins your mailing list.  

Using such a tool simply ensures all of your contacts are both real and 
actively seeking to receive your marketing emails. Now, once you’re in the 
inbox, your main talking point will be the subject line, as this is the first 
thing that will drive key contacts (those who are yet to buy) to open your 
email. Subject lines must be in your face and attention-grabbing. Use 
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power words to encourage the open. Make your readers feel like they 
need to get into your email, as the content can’t be missed. 

As for your actual copy, the main message should be easy to spot for the 
reader. The copy should be clear, concise, and easy to scan. Think about 
your call to action, your main goal, and centre what you say in the email 
around that focus. The last thing your readers want to see is an email 
asking them to do one thing, check out more than one website, read more 
than one story, etc. Keep the main message clear, and you will realise less 
is more. Remember, an 8-second time span gives you less than 50 words. 
Make them count so that the average email user can dissect your content 
quickly enough to decide whether they want to visit your website or head 
back out of your email. 

The average adult is exposed to an average of 247 marketing messages a 
day. Don’t make your marketing emails look salesy! If you’re promoting 
products like a pushy salesman, you’re going to look like everyone else in 
the reader’s inbox.  

An email is much like any piece of written content and there are things 
you can use to make it easier to read — make sure you use bold text, 
italics and especially bullet points. Not only do they highlight the key 
points in the email, but for those who “scan read” and don’t absorb the 
detail, they are great signposts. 

— Robin Adams, Chimp Answers 
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Set yourself apart by applying a personal touch to your emails. Address 
people by name (using merge tags), ask them how their day is going, 
throw out an eye-opening question, a short story, etc.. Whatever strategy 
you implement, steer clear of trying to directly encourage a sale, as it is 
going to put people off if they’re not (yet) in the market for your product or 
service. Nurture your subscribers, get to know them, tell them about the 
history of your business, offer testimonials and insights into your history 
and the people who you employ. 

Don’t make me think 

Your readers don’t want to have to think about what to do after opening 
your email, as it should be self-explanatory. That’s why emails with a single 
CTA work best, as there’s no explanation required. It is more of a “click 
here” instruction, without any instructions, so the reader will click the CTA 
due to a mixture of common sense and consumer impulse. 

The Von Restorff effect 

Don’t use generic email designs that every man and his dog use. Be a little 
more unique, quirky, but make sure you test that your emails work. As an 
oddball, readers will remember your email style more easily than their 
other contacts. Perhaps use a unique colour theme, create a trend, or 
even use things like GIFs and memes to appeal to more of your younger 
readers especially (Although boomers do love to use GIFs these days!) 

I always say to my clients, if the logo was covered up, would they still 
know the email was from you? 
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— MaryAnn Pfeiffer, 108 Degrees Digital Marketing 

Images 

Images in email 

Make sure your images work with all email clients. Look at your test emails 
to check that they look clear, high-quality, and fit within the margins. If 
something looks off, look to scale it down a little if necessary. 

The hero image 

This is the main image that would load for a reader when they open your 
email. Make this image big, bold, impactful — it should direct the reader 
towards your CTA below. 

Make it pop 

Using modern quirks to add more obvious humour is a good strategy to 
use. By using media like animated GIFs, you get on your reader’s level, so 
it’s not seemingly serious marketing. Making it pop can help customers 
relate to you and trust your brand more than the competition. 

Colour 

The psychology of colour 
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Colour matters a lot in emails - It can be the difference between readers 
missing or noticing important CTAs and other key elements in your email. It 
is important to apply contrasting and complementary colours, as people 
can easily spot colours that are opposite. For example, if the majority of 
your email is coloured blue, an orange CTA will be seen surprisingly quickly 
by your readers, as our brains are looking for a change of colour to remain 
stimulated. 

Disruptive design 

You can use any two colours in your email design really, but some colour 
pairings simply don’t work well together — or at least when layered on top 
of one another. A good example is a blue text on a red background, as 
both colours will try to overpower one another, causing strain to the 
reader. 

This website allows you to see if your email colours are easy to read for 
everyone: https://webaim.org/resources/contrastchecker. This website 
will check the contrast between the text and background colours. 

With so many people looking at devices all day we have more people 
wearing glasses than ever before. Keep colour contrast and text size in 
the front of your mind when you're formatting your emails to help us 
glasses-wearing, visually impaired people. 

— Amy Hall, amyhall.biz 

https://webaim.org/resources/contrastchecker
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Fonts and copy formatting 

Formatting copy 

It is much easier for your readers to focus their attention if you change 
either the size, font, or thickness of your key text. A lot of email marketers 
grow the size of the text in the opening message or the CTA as they want 
to pick up the reader’s attention as quickly as possible (8-second attention 
span). 

Split into smaller chunks 

Your email copy does not look good when it is all placed in one chunky 
paragraph! Make the most of your email borders and spread your text out. 
White space is your best friend as it helps readers move between the 
elements of your email without having to pause. 

Add clear ‘calls to action’ 

Don’t try to emphasise other elements of your email if you intend to 
encourage the click-through from your readers. Your CTA should be easy 
to spot even when squinting (blurred), and it should have the appropriate 
amount of white space so that it stands out as a single button/link/word. 

Don’t underestimate typography 

Not all of your audience is going to have the latest Chrome update or 
version of Windows, so make your fall-back fonts work for these readers, 
such as Arial or Helvetica (anything but Comic Sans). By using web-safe 
fonts, you guarantee that your email design will display exactly as you 
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would like when someone opens your email, whether they open it in Gmail, 
Outlook, Thunderbird, or Apple Mail. 

I cannot emphasise enough the importance of whitespace in the copy 
of an email. On a crowded desktop with a plethora of apps and tabs, a 
document with considerable whitespace gives the reader’s brain the 
mental space to process the information we are presenting. On mobile 
devices, whitespace allows for the pause to process information as well 
as navigate to an action element (link, button, etc.) to interact. These 
are all the actions we want our readers to take, so let them.  

— MaryAnn Pfeiffer, 108 Degrees Digital Marketing 

Words, tone and voice 

Determine these four things 

Who are you 

Are you a for-profit, a charity, or a non-profit organisation? What are you 
selling, and what are you going to do to brand yourself in your copy? Think 
about the story so far, and how you can market that to an audience with a 
common pain-point or need. 

How are you talking? 
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Have you tested your writing style on people first before sending it? 
Sometimes it can help to get a professional opinion, so you know if your 
copy sounds too salesy, boring, or long winded based on your selection of 
words. 

Who are you talking to? 

Establish your target market, know the range of ages, locations, and 
interests of your audience. You need to bring a writing style to the table 
that works for all of your readers, so if you need to segment your email 
subscribers based on different aspects, do it! It is better to be on every 
reader’s level as it helps you sound more human, leading to a more 
comforting and rewarding experience for your readers, a great way to 
encourage better click-through metrics. 

What are you saying? 

Are you using too many words? Are your choice of words simple enough 
for your readers? Remember that those who opt into your marketing 
emails probably don’t share your knowledge and expertise of the industry 
and product you offer. B2B and B2C email subscribers will ultimately carry 
less knowledge than you, the sender, so cater your word choices so that 
your readers can understand what you are offering. Keep it brief, keep it 
simple, and keep it customer-friendly. 

Remember, we are not trying to show off our extensive knowledge of the 
industry or the technology that goes into our products or services. The 
key is to tune your content up or down depending on the nature of the 
reader. If they’re B2C, always pad out your email copy on the assumption 
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they know much less than you. So please try to use simpler words, and 
apply content to the reader’s benefit, not yours. 

Using simple words isn't insulting to your reader. It will make your 
emails easier to read and understand when people are reading on small 
devices, in low light situations or when time is short. 

Using simple words isn't talking down to people. It's giving people a 
chance to read quickly and easily in all situations without their brains 
resisting. The harder it is to read an email, whether it's long sentences 
or compound words that have several meanings or text that matches 
the background colour, the fewer reads your email will gather. 

— Amy Hall, amyhall.biz 

The copy elements in an email 

Subject lines 

Remember the key tips — keep your subject line short and sweet (ideally 
50 characters at most), and make sure you choose words that create 
urgency and a desire to get the email opened. Keep your subject lines 
relevant to the actual email content you have produced, otherwise, you will 
put off your readers. Clickbait is okay as long as you back it up with 
content that delivers on whatever promise you make in your subject lines. 

Preview text 



Send awesome email

Your preview text is essentially a continuation of the subject line, although 
it doesn’t have to link with it or be part of the same sentence. Preview 
texts are great for placing in the first part of your mail email body as 
almost a teaser technique for the reader. You must check that your 
preview text works in every email client. Some won’t display it at all, while 
others will display up to 140 characters. Ideally, you should aim for 
anywhere between 40-100 characters. In the grand scheme of things, you 
will generally receive more room for your preview text than your subject 
line, so use as much of it as possible when you feel it may help. 

Heading, body copy, and CTAs 

Keep your copy clear, and concise, and optimise your email layout so that 
it directs the reader towards your primary CTA, using short headings and 
copy broken up into short paragraphs and bullet points. Separate text from 
images and keep white spacing generous, so that the most important text 
is recognised and prioritised by the naked eye. Less is best. 

Get drafting 

Look for inspiration from other companies, and put your spin on things. 
Don’t copy others, but adapt their layouts to build upon a consistent flow 
of marketing emails for your audience. You will never make the perfect 
email, but the more time you spend drafting, practising, and reciting them, 
the easier it will be to complete them once it comes to sending an email 
out to your readers. Know the basic order of elements, from the subject 
line all the way to your CTA. The rest will flow if you know your sole 
intention for the email. What are your readers clicking on in the CTA? Do 
they go to your website? Buy a product? Establish your aim, and keep 
making drafts for your marketing emails.  
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You can always send a test to your colleagues and friends. That way you 
know whether your draft is too salesy, too big, too small, too wordy, not 
colourful enough, or not impactful enough. From there you can adapt, 
reword and simplify your templates. Often the biggest problem is that 
email marketing gets over complicated when the purpose is pretty simple 
— improve your sales conversions and the nurturing of both new and 
existing customers in your list. 

Get personal 

No reader wants to get a marketing email that doesn’t look human in the 
slightest. Write your copy as if it was you and the reader are having a one-
on-one conversation. Make it a personal affair that lets the reader know 
you are aware of their pain points or purchasing habits, and that you have 
a viable product or service. 

The inbox is a personal space, I’d say an intimate one. When you come 
across a brand or company post on a social media, it’s in a public 
context, it’s a one-to-many message, it’s like walking across the street 
and seeing a billboard or a person talking from a stage. But when the 
same brand comes to my Inbox, they’re talking to me, and my 
expectation is that their message will be relevant for me, or else why 
should they be here? 

— Alessandra Farabegoli, alessandrafarabegoli.it 

Write how you talk 
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If you don’t adapt your email copy so that it represents how you would talk 
in person, your readers are never going to connect with you on the level 
you require them to. Type out your emails while talking to yourself. This 
often prompts you to write more like a human and less like a pushy 
salesman. If you’re not a pushy salesman in the real world, then you 
shouldn’t try to become one simply because you are behind the safety of 
your screen. People like companies that have a distinguished brand, who 
know their customers well enough to make their emails feel like a casual 
conversation. 

One of my secret editing tricks is to read my emails out loud. Then I 
hear the cadence of the conversation and can hear when it needs a bit 
of polishing. 

I also edit from the bottom up going backwards up the page to see if I 
missed any periods, commas, or capitalisation. 

— Amy Hall, amyhall.biz 

Add character — don’t be a robot. Send from you, write like you, be you! 
Trying to copy somebody else’s writing style isn’t a healthy marketing 
tactic. It can get you in trouble with copyright issues, and you’re never 
really thinking of fresh ideas, rather, you are relying on everyone else to 
inspire your ideas, which is not a consistent way of bringing something 
new to every email. Write how you would speak. That way you’re speaking 
on behalf of your brand, your entity, and the person behind your product/
service. That’s who your readers want to hear from.  
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Positioning yourself in that way creates a disconnect in perception if you’re 
selling a product because people want the product to be what’s going to 
save them, not you. 

People sign up for marketing emails because they hope the content will be 
useful to them. They think it is going to save them and solve a big pain-
point or problem they are facing (in the form of a great product or service, 
of course). Your job is to be their hero, not your own. The moment you 
start talking about how great you are, you will see readers losing interest, 
and your average open duration for emails will decline. 

The email is about the person that is reading it, no one else. They are 
taking time out of their day to open an email, because they believe it might 
be worth the read. Save them with a free trial, a product announcement, a 
testimonial to inspire them. Sometimes you might be marketing to 
business owners, fathers, mothers, teachers. If you can be their hero by 
using email to explain the benefits of a product to them, they might be 
able to become a hero themselves, or a hero to the children, or the 
workforce around them.  

Always put the reader’s mind first. Drop yourself in their shoes. Are they 
looking for promotions, new product upgrades, insights into your industry? 
If you don’t know what they are looking for, you need to use market 
research and surveys to find out, so you can grow into the hero they are 
looking for. 

Email isn’t sales, but your copy is 
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This statement somewhat defines email marketing. The main aim of email 
marketing isn’t to sell, sell, sell. It's to nurture new relationships and 
existing customer relationships so that they continue to come back and 
buy from you. Don’t make it obvious you are trying to sell until the reader 
is well into an email, or even better, several emails down the pipeline of 
your email marketing campaign. 

Your copy is where you sell. Think about the elusive CTA. It is your selling 
tool. It takes readers to your website or store. The subject line shouldn’t 
look like a sales pitch, it should be a direct and forward message that 
sparks interest for the reader. You can mention promotions in your subject 
line (of course), but this should only be for those who have signed up 
specifically for offers, or if what you are selling is hard to miss or a one-
time thing. 

Make the reader feel curious when they see your subject line. A subtle 
message which lures them in is far better than a blatant sales grab. The 
former is more charming, and encourages the open to a bigger variety of 
readers i.e. regardless of whether someone is looking to buy today, 
tomorrow, or not at all in their current situation. 

Sell your story 

Think about the last time you bought a product that worked well for you. It 
improved your routine or day-to-day life. Use your own experience as a 
way to tell a story to your readers. This will help build the emotional 
connection needed to keep customers returning, instead of them being 
one-time buyers. 
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As a story-teller, your copy will sell to readers when they can actively 
relate to it, otherwise known as the “mirror effect”. Use techniques such as 
success and failure, where failure is the reader with the ‘common problem’, 
and the success is what they could benefit from by using your product/
service. Utilise the matching state technique too. By forming a match, you 
portray emotions, situations, and problems that you believe the reader is 
always feeling. For example, they may be putting off buying winter clothes 
as they usually buy in-store. You could match these emotions and offer 
the solution of a next day delivery service for online winter clothes 
shopping. 

One of my most successful emails for a Web Dev company that had a 
very narrow niche was to tell a story of Linda, a friend of the owner of 
the Web Dev company. I told the story from the POV of the owner of 
the Web Dev owner... the conversation between Linda and her lasted 
through 6 emails and it covered all the major questions the company 
had identified that all potential customers asked. It was very well 
received by her warm leads and got her 3 new websites that month, 
which was all she could handle. 

— Amy Hall, amyhall.biz 

WIIFM? 

You can try to sell yourself and your product or service all you like, 
however, if you don’t second position your subscriber and answer the 
fundamental question of ‘what’s in it for me’ (WIIFM), you are simply 
focusing on yourself and not on your subscribers. 
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Your product/service should be built around the people you are trying to 
help. Stay humble, and prioritise your subscribers’ thoughts, needs, 
feelings, and emotions. Before you think about your business needs, your 
customers have to come first. 

What’s in it for me? A checklist 

When we deliver our content in push mode, as in emails, this becomes 
an unexpected presence in the daily lives of people: hence the need to 
be perceived as significant and relevant. 

What follows is my checklist of the possible reasons why our potential 
readers should or could consider our emails as interesting and useful. 
Could at least one of these be their spontaneous reaction? 

● You make me laugh 
● You move me 
● You make me feel a better person 
● You make me dream of escaping from everyday life 
● You give me the excuse to forgive one of my flaws/faults/

weaknesses 
● You make me (really) earn/save 
● You make me play/measure up/compete with others 
● You show me how to solve a practical problem (but it must be 

mine and I have to feel the pressure) 
● You teach me something original and make me look good with 

others 
● You save me time by offering me tips/methods/solutions 
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● You make me discover something new, you give me new ideas 
(about style, cooking, traveling, design) 

● You make me feel included (in a community, in a cause) 

The perceived average relevance of our content will heavily influence 
the visibility of the subsequent contents. So, if our subscribers feel that 
7 or 8 out of our 10 newsletters are worth receiving, they will continue 
to read us. Maybe they won’t always read the newsletter thoroughly or 
focus on every detail, but we can be sure that they will at least open it, 
and they will forgive us the 2 or 3 times in which our emails are 
irrelevant to them. If the ratio is reversed, our messages will soon end 
up in the oblivion of unopened mails, eventually ending in the Spam 
folder. 

— Alessandra Farabegoli, alessandrafarabegoli.it 

The 4 reasons people buy 

Humans buy products and opt into services for four simple reasons: 

Having 

If we see something we don’t have, and we like the way it looks, works, or 
appeals, we will buy it. This is seen as a non-emotional trigger, as we are 
simply satisfying our consumer-minded needs. The same principal works 
in emails. If you offer the right product to your target audience, people will 
eventually impulse buy as they see it is an important product they don’t 
yet own. 
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Emotional response 

We buy products and use services because they trigger our emotions. In 
email marketing, social proof and images often work best to portray 
emotional attachments to products. If a product fixes a big problem of 
ours,  if it helps us stay happy or occupied, or if it stops us from becoming  
sad or bored, we will almost certainly buy it to fill that emotional void. 

An average day 

This is the main reason we normally buy premium products and items that 
are technologically advanced. Think about something you do every day, 
such as in your job. If you are a digital designer or professional photo 
editor or logo designer, your job is made much easier with say, a Mac for 
example. A Mac offers far better specs than most mid-range laptops, and 
it has the whole unit stored in a compact, thin screen as opposed to a big 
box like most PCs. You get the best of both worlds, resulting in a quicker, 
more seamless, and often more productive result from carrying out the 
same tasks you would do every day anyway. A good quote to remember 
from the Apple example is “Apple computers work better, so you can too.” 

Good vs Evil 

Email marketing can help you promote products that are part of a better 
cause. Take electric cars for example — they are good because they offer 
an electric alternative to the evil petrol/diesel cars which are damaging the 
environment. Although this is just one example, think about whether 
consumers can boast about owning your product. Is it solving an issue in 
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the wider world, in the economy, or even in the office or at home? People 
love to show off their favourite products/services, so promote your 
products like they are the good (solution) fighting against the evil 
(common consumer pitfalls and pain-points). 

The five stages of awareness 

Consumers will be aware of you, but the extent to which they know about 
you and your products can greatly differ depending on your industry 
positioning. There are five stages to consumer awareness: 

Unaware 

These consumers don’t know who you are as a brand, and also don’t care 
about what you have to offer either. Think of this stage as the spam emails 
you receive in your spam folder. You don’t know how they got there, but 
you just want them deleted. 

Pain/problem aware 

They know they have a pain-point, but they aren’t aware of any solutions 
or products that can fix it. A good example may be self-driving cars. 
People wish they didn’t have to drive around everywhere, but not 
everyone is aware that you can buy autonomous cars. Many are still in 
development/testing, but the likes of Tesla do offer this. Often people who 
buy Teslas are pleasantly surprised when they discover they can drive 
themselves — the main appeal is the electric power which is cheaper and 
cleaner to run. 

Solution aware 
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Consumers are aware that solutions exist to their problems, but they aren’t 
aware of yours. Often good SEO combined with a captivating landing page 
can help you get noticed better here. People will be Googling for the 
product they have in mind, seeing the competition, but they may never 
find your product. Your job is to rank yourself at the top of the search 
results, so you can quickly get consumer contact details, so you can 
deliver content that goes to the right people at the right time. 

Product aware 

People have seen your emails, researched your product, and have a 
vested interest in buying, but there is one catch — they have other 
options. When people are product aware, the only thing stopping them 
from buying yours is the availability of alternatives. Unless your product is 
visibly better or far cheaper, it might not get the favouritism it deserves. 
That’s why you should use email marketing to take your readers through a 
product tour, explaining the benefits. Once you have sent enough emails, 
often a discount or incentivise the purchase with a free gift or membership 
period. 

Most aware 

People know your solution and how it fixes their problem. By this stage, 
they have chosen your product as the best to fit their taste. From here you 
have to persuade them to continue buying from you, as well as encourage 
them to tell their friends to check out the product too. 
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The awareness cycle starts at stage 1, and this is where most people sit. 
As you work your way down each stage, the target market begins to 
reduce, until you reach stage 5 where you have your eventual buyers. The 
stages of awareness help you understand the points at which irrelevant 
browsers turn into prospects, and when prospects turn into genuine leads. 

The power of persuasion and influence 

The influence you have on consumers takes the following seven formats: 

Commitment 

You have a better influence on consumers who regularly buy from you. 
This advantage will help when products update or develop. 

Consistency 

Your marketing emails will influence your subscribers if they are sent 
regularly, and the content is always fresh. 

Liking 

Establish your brand as something people can relate to. Act friendly, and 
get on your customer’s level, that way they’ll like you better as a business 
and seller. 

Authority 
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What strategies are you taking to market better than your competition? 
Are you targeting your email subscribers more accurately based on tags/
segmentation etc? 

Scarcity 

Can your product fill a gap in the market? How can you get your product 
noticed as something short in supply when demand is so high? Scarcity is 
when supply exceeds demands, so the competition may be limited. 

Social Validation 

Are you using imagery and social proof to market your products? People 
want to see actual customers ratings or else they have no evidence to go 
off. Influence grows when you offer positive reviews and client stories to 
your readers. It helps build trust and a likeness to your brand. 

Reciprocity 

This style of marketing often comes in the form of your sign-up pages.  
The “if you scratch my back I’ll scratch yours” approach works well if you 
want to get the elusive email address. All you have to do is reward the 
subscriber, and they’ll love you for a little while. That’s when follow-up 
emails are needed to maintain interest and desire to then buy your 
products. Get personal, and fill that gap for the consumer, so you 
persuade them that you’re more than the one-time reward. 

First-person perspective 
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If you’re sending out emails with a little treat inside, you might find your 
open rates improve if you keep your subject lines in the first-person 
perspective. In the first person, you will be essentially speaking the mind 
of the reader, which can make the jump quicker from them seeing your 
email in their inbox, to them opening up to see your main copy. 

Write, hack, rewrite 

Remember that we humans have very short attention spans — it has 
decreased from 12 seconds to just 8 seconds in the last 20 years. This 
shortening span of attention should be at the front of your mind every time 
you draft an email. Are there any words that don’t need to be there? Filler 
words include: anyway, therefore, just, basically, alright, so, and like.  

Keep these omitted, and you’ll find more room for action words in your 
subject lines and more space to separate your email elements. An email 
with too many words can be misread by your subscribers. They may never 
reach the fold line, your CTA, and they may never truly realise your main 
message or reason for sending. And that’s what you want to avoid when 
drafting the perfect email. 

Avoid spammy words 

The use of spam words — even though it might seem like a great quick 
sales tactic, is not healthy for your deliverability. Spam words are going to 
get you flagged by your subscribers, and even a couple dozen complaints 
can get you blocked from sending emails temporarily from email clients. It 
is important you know what spam words are, and how to avoid them. 
Perhaps the most tempting place to fill in spam words is in your subject 

https://www.simplycast.com/blog/100-top-email-spam-trigger-words-and-phrases-to-avoid/%23post
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line, this is because we associate subject lines with attention-grabbing. 
Common examples include: 

● Free 
● No risk/risk-free 
● Lowest price 
● Winner 
● Unlimited 
● $$$ 
● 100% 
● Legitimate 
● Not a scam (ironically this is used more than you would think)! 

A great way to find more spam words is to check your junk folder. There 
will be unsolicited emails in almost every well-aged email account, so take 
inspiration from those types of emails, and don’t use the spam words they 
are using. By staying clear of spam words, you can ensure your metrics 
stay on the front foot. Avoiding spam keeps you in the inbox folder, and we 
all know that emails hitting the inbox receive overwhelmingly higher open 
rates than those that don’t. 

Get the tone right 

Whenever you want to send out a new email, it is useful to establish what 
kind of tone you’re going to implement. The tone is important if you want 
to have content that caters to all of your readers, and not just a specific 
subset. 

There are four main brackets for tone: 
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Funny vs serious 

This is all about whether you want to incorporate humour with your 
readers. Is the email important? Keep the humour on the down-low if you 
want to keep your readers on the same page as you. A serious email might 
be that you are having to shut down a store because of COVID. This isn’t 
funny, and it is certainly a serious matter that can’t be protected by 
humour alone. 

Formal vs casual 

Your tone here may lie in the age of your audience (old vs young), the 
service you are providing (cheap vs expensive), or the kind of customer 
service you portray as a brand in general. Often chatty tones work well in 
emails because they put the reader on the same level as you. On the other 
hand, a more formal tone can often work well if you would like to display a 
professional stance i.e. using full words and avoiding slang. Either style 
works, you just need to match your brand, audience, and general style of 
customer service, so that the level of casual or formal works best for your 
readers.  

Respectful vs irreverent 

Are your readers going to take offence easily? It might be more effective if 
you take your writing style over the edge, especially if your products/
services fix common issues like pollution (bad-mouthing litterers isn’t the 
most disrespectful thing in the world, right)?. As long as you know when to 
respect your readers, you can ensure your brand image remains intact. 
Respect should be shown to all of your subscribers, as they want to hear 
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from you, but sometimes it can be useful to be somewhat controversial in 
your emails, especially if you want to gather plenty of attention. 

Enthusiastic vs matter-of-fact 

Are you conveying excitement to the reader in your tone of voice? 
Sometimes if you are just stating the facts about your organisation and the 
service you offer, you may be seriously boring your readers. Customers 
thrive on hyped products So unless what you are marketing is essential or 
life-saving, then you need to bring the hype from your end. People can’t 
hype up your brand or product if they don’t know how good it is to them, 
or how well it has been developed to serve beyond its purpose. 

Be direct, be provocative, be disruptive 

You have to demand the attention of your readers in the first few 
moments. Once somebody clicks to open your email, you won’t have long 
to persuade them to stay. Sure, for returning customers or general 
readers, they may allow more time as they know and trust your brand and 
the content offered every day, week, or month, but for new email 
subscribers, you have to make the first line count. Don’t use a barrage of 
filler words as that is boring. Ask the reader an insightful question, offer 
shocking statistics about your industry or a pain point everyone in your 
target audience is facing or has faced. 

Sell the benefits not the features 

If you are ever going to sell your product in an email, don’t focus on how it 
works. Features mean nothing to your readers — they don’t hold extensive 
knowledge of the industry or the design process of your products so they 
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aren’t going to care for the functions of your product either. Your product 
is expected to work and work well. If it doesn’t you’ll get pushed out by 
your competitors. 

Focus on how your product will enormously benefit and impact the life of 
the reader if they were to buy it. Think about common pitfalls and pain-
points that your target audience has, and craft a solution around that in 
your own words. For example, an iPhone allowing you to download 
unlimited applications is a feature. A benefit of the iPhone would be that 
you can download communication apps to connect with your family, 
friends, and favourite entertainers at the click of a button. The difference 
is that benefits are more personally relatable — they offer a more direct 
insight into how customers can do things differently, more efficiently, and 
in a more enjoyable way. 

How to write awesome headlines 

The ROT formula is sort of like an extension of ROI (return on investment). 
The difference you gotta know here is that ROT (return on time) is a metric 
to value time invested, instead of actual money or capital. 

We know that money is something we can recoup and get back over time, 
but time itself cannot be reinstated. Return on time should be a measure 
you use to ensure marketing activities are actually worth your time. Writing 
an awesome headline may mean you need time to think of topic ideas, 
power words to include, whether to personalise or not, etc. By spending 
too much time on creative flicks such as wondering what to put as a 
subject line, what to use as a CTA, and how to incorporate images, you are 
investing too much time for little return. Leave this to your colleagues, as 
the creative part is more of their remit. 
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If you get stuck between two or more subject lines, do some A/B testing. 
Try two or more of your options, so you can see which ones are worth 
your time based on the revenue they directly/indirectly generate from new 
and existing customers. 

Short word hacks 

The use of short yet compelling words in your headlines will always help 
gather the right kind of attention. You don’t have to use dictionary-defined 
words to get a punchy headline, so use slang and shortened versions of 
words too. Some examples are below: 

Aha, alert, eek, hmm, shh, uh, umm, sick, oh my, SRSLY, hey, warning, 
bam, boom, fab, new, hah, man, #FAIL, yep, yes, sure, absolutely, indeed, 
surely, aye, yah, ick, rad. 

AIDA 

The AIDA model is probably the most popular model used by copywriters 
to help write more effective marketing copy. 

Here’s a breakdown: 

Attract attention 

The only way to gather the right kind of attention is through effective 
advertising. Think about where you can promote your brand/product to 
get hold of the right kind of people. Facebook is great if your product 

https://paper.dropbox.com/?q=%2523FAIL
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appeals to the masses, while Spotify or SoundCloud might work best if 
your target audience is younger and more tech-savvy. 

Maintain interest 

Once you have captured the attention of your readers, the next step is to 
maintain that interest for a prolonged period. The most common 
techniques include personalised emails, a welcome series, or some 
relevant CTAs to get your email subscribers over to the website, where 
they’ll learn more about the general benefits of your product or service. 

Create desire 

Maintaining interest is a key stage of the AIDA model, but it is meant to be 
the most temporary, as interest is a variable mental state, especially when 
it is for new products, innovations, and suggestions. You have to create 
the desired effect, so your readers convert into the buyers you are 
wanting them to be. Think about when you scan through a shopping aisle 
or on Amazon. There may be dozens of products that interest you, but you 
only get that desire to buy from the odd one or two products.  

Position your products as the best in your market, highlight the benefits, 
and make them look visually appealing to your readers. Without visual 
marketing, your readers won’t feel the desire to buy, as they can’t see the 
product helping in their day-to-day life, or fixing that problem they face all 
too often. Think about targeting your emails towards the readers that have 
already visited your website frequently.  
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By sending out a FOMO message to these readers, you can persuade 
them to take action as they will begin to realise they are missing out on so 
much by not owning your product, or not using your service. 

Take action 

This last stage is crucial if you know you have readers ready to buy — all 
you need to do is make that process obvious, quick, and convenient for 
them. Remember to optimise your CTAs in any emails so they get the 
subscriber where they need to be. Broken links and slow loading times can 
quickly set you back to square 1, and you don’t want that. Make the 
checkout process quick and simple, and if you want to boost first-time 
sales rates amongst your subscribers, perhaps embed a discount or 
promotion in your emails to further enhance the benefit to your email 
subscribers. Email marketing is a fantastic direct funnel for optimising the 
AIDA approach, as you can track customer engagement from your CTAs 
and referral links, and match this with your website/store engagement via 
abandoned cart emails/product recommendation emails, and many more. 

Influence and persuasion 

Words that can be interpreted differently, otherwise known as semantics, 
are an effective way to catch your reader at the right time. Think of it as a 
fitting word, phrase, or sentence for a certain time or scenario. Semantics 
can be great for adding in words that may portray a different meaning to 
what your readers are expecting. For example, you can call someone an 
angel, but it doesn’t mean they have wings, it just means they have 
kindness like no other. 
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If you are offering a service in your marketing emails that involves a more 
imaginative consumer (like website design), you may use the word 
“create”, as it can mean lots of things, such as build, imagine (mental 
picture), make, construct, etc. It teases the reader’s understanding of the 
word, and helps them stay engaged with the text.  

Using words that work can also be useful if you want to play a pun on your 
readers, such as “Diet slogan: Are you going the wrong weigh?” - Readers 
expect you to use the word “way”, but the pun of adding the word “weigh” 
fills the reader with a sense of humour they didn’t think was possible, 
while also touching them on a more personal level. The diet pun helps to 
add emphasis to the word weight, it isn’t pointing out the reader weighs 
too much, but it is a rather smart way of saying “look at yourself, you might 
want to try out this diet, it may help you a lot”. 

Why people don’t buy 

The process of using marketing to sell your products should always be 
simplified as much as possible. Think about how the consumer’s mind 
works if they are in your online store. Are they always going to know what 
they want? Are they searching through the same products, or is their 
search pattern more varied and generic? You should try to track how your 
website visitors engage in your store. If they are subscribed to your 
emails, this can be a great opportunity to simplify the transaction process. 
Give them a two-click return to where they were searching, offer them 
product suggestions via email, and if they left an item in their basket, don’t 
let it go to waste! Abandoned cart emails have a conversion rate of 2-3%! 

These emails can be automated for when visitors leave your site, and you 
should make the buying process as quick and simple as possible so that it 
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doesn’t take up much of the reader’s time. It should take a couple of clicks 
for you to guide the buyer from heading to the checkout, to entering their 
delivery information, and then confirming their payment details. Don’t 
over-complicate the process, and when you know somebody is interested, 
welcome them back with your automated emails. If they leave your 
website without buying, it is often a mistake that they haven’t bought, and 
they can’t find your specific product on the second try! 

Influential language patterns 

The way you use language in your emails has to follow the influential styles 
shown above. If you don’t display commitment, your readers will doubt 
whether you are in this for helping people, or simply to turn in a profit 
(obviously you want both, but your email subscribers couldn’t care for how 
much money you make). Influential language patterns are when you 
choose the right words to convey your purpose to the reader. It isn’t about 
how great your product is, it’s about telling your readers, “Hey, I know you 
have this problem/this requirement/this need, and this product/service 
could fix that Do you want to learn more?”. 

Emotions drive actions 

Think about YouTube videos and their captivating titles. A great example is 
when people make productive videos of them trying/doing something new 
e.g. “I DROVE THROUGH 10 COUNTRIES AND THIS HAPPENED…”. This 
creates an emotional response to the user as they will want to open up the 
video and see what happened. 

The same applies to your subject lines.You have to make the reader want 
to know what you are talking about. Here are some examples: 
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● “This guy made $50,000 using our service. Could you?” 
● “Quick, you’re missing out on these top trends!” 
● “Click here to see how we can make your day” 
● “Need a break? We can help” 
● “Our new premium range is probably perfect for you” 
● “What are our customers saying about (insert product name)?” 

Emotional triggers 

Emotional triggers have been reported as a way to make profit gains 
during marketing campaigns. Around a third of marketing managers 
reported making more profit from their marketing activities after 
increasing their use of emotional words and triggers in their content. Some 
of the top online buying emotional triggers include “free shipping”, “free 
returns”, and “more payment options.” Notice a recurring pattern? That’s 
right — anything that is free will instantly lure readers. If you can afford to 
give away free stuff, even if it is just free shipping, it will work far better 
than advertising any kind of discount. Discounts do work, but everything 
feels better when you know it’s free. The euphoria of having free postage, 
free product, etc., overrides the euphoria of receiving a discount of 10% 
off. 

Emotional triggers are used to evoke these emotions below: 

● Trust 
● Value 
● Belonging 
● Happiness 
● Love 
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● Curiosity - don’t read this, what’s this, try this 
● FOMO - don’t miss out, last chance 
● Shock/surprise = great subject lines grab attention 
● Exclusivity 
● Competition 
● Guilt 
● Anger 
● Pride 

Hypnotic language 

Hypnotic language is another term for grabbing, and then maintaining, a 
reader’s attention. When a reader is hypnotised, they lose track of time 
and will only focus on what is in front of them. Your emails should be able 
to hypnotise your readers as the choice of words, images, and fonts 
should be unique. Always think in the reader’s mindset. What do I want to 
hear about? What products have I been wanting for a while? What do I 
want to learn?  

Get into the reader’s ego, appeal to their needs, and use the most 
important emotion — love. People buy from people they love. Your brand 
should come across as a good group of people, who genuinely care about 
helping your customers. Consumers love sellers who care for more than 
just the sale. 

Hypnotic language can usually be formed best from when you speak it. 
Writing is less compelling, and can sometimes lack the personality 
required to grab a reader’s attention. Record yourself speaking to a 
colleague and tell them about your products and how they can help them. 
This strategy helps you bring out your emotions, and the passion required 
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to bring meaning to what you want to express to the reader. You’ll find 
your writing flows better if you copy what you say in a conversation. You 
are connecting with the listener, reacting to their body language. In-
person, you can tell when someone is visibly interested. 

Appeal to the senses 

Not every reader is going to grasp your purpose the same way, and not 
every customer is going to buy from you because you appeal to their 
visual needs. 

The senses should be playing a huge role in deciding how you are going to 
set up your email design. Often readers learn about you better when you 
use more than the words you want to say.  

● Some people engage better with visual content (pictures, 
animations, GIFs, colour, funky fonts, etc).  

● Lastly, kinaesthetic learners will engage best with emails that offer 
an interactive experience. Offer a trial experience of your service, or 
if you have a physical product, perhaps offer a gift for new email 
subscribers. A hands-on approach can often help your potential 
customers get a sense of how the product can improve their life or 
improve their mood. 

Using action words 

Grabbing a reader’s attention in a subject line is often over-complicated by 
marketers. The easiest way to get attention is to use action words — the 
FOMO feeling should be something you aim for in every marketing email, 
and it can only really be done in the subject line and the CTA. Action words 
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imply urgency and tell the reader to click-through before missing out. You 
could think of it as a now-or-never approach as if you can’t grab their 
attention from an urgent subject line, they simply may not be ready yet or 
be interested in buying right now. Here are some examples of action words 
for your subject lines and CTAs: 

● Now 
● Exclusive 
● Scarce 
● Rare 
● Immediately 
● Instantly 
● Hurry 
● Only 
● Limited 
● Limited-edition 
● Temporary 

Embedded commands 

Sometimes your readers don’t know your brand or product well enough to 
embrace the benefits themselves. Email marketing is your chance to 
encourage them that your product/service will make them happy/change 
their life/impress them/make them happy. They don’t know that yet, so 
back up your embedded commands with relevant images, social proof, 
and spot-on statistics. 

Open questions 
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Get your subscribers curious, don’t ask questions with an easy answer, as 
this simply halts their attention span. Instead, offer questions and queries 
that make them think, ask questions that make them stay on your emails 
longer, as they will be more open to scrolling down your copy. Once they 
have reached/seen your CTA, it can be much easier to get the click-
through. That is where you ask the closed question, e.g., “want to learn 
more?”, “ready to begin?” “want to try for yourself”. A subject line with an 
open question grasps the attention, and an effective CTA with a closed 
question will generate interest and hopefully encourage action to be taken 
more easily. 

Open loops 

When you read sales emails or posts on social media about amazing new 
ideas or money-making methods, there is a trick called open loops that 
keeps you wanting to read on. The idea of “dangling the carrot” is often 
used. As people, we love a good mystery, secret, unveiling, teasing, etc. 
Open loops are a way to make your emails overly enticing without actually 
giving much away. Think about your best product or your most popular 
service. What is so amazing about it when consumers use it? Focus on the 
benefits, but reveal them slowly to your readers so they are looking to 
learn more after each line of your copy. Keep the product itself a secret if 
you feel it will help, and implement a CTA to your store or website for your 
readers to find out the full details. When we want to reveal something 
badly enough, we will click wherever it leads us to find out the full story. 

You know that TV program you’re addicted to on Netflix that you can’t 
stop from going to the next episode?... It’s using a loop. It’s a marketing 
technique as old as time. Tease them with something, but make them 
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have to do something (open the email/watch the next episode) to get 
resolution. 

— Robin Adams, Chimp Answers 

Power verbs 

It doesn’t take much to get a reader on your level, but email copy can be 
hard if you are unsure of how to create a relatable mindset. Power verbs 
are a great tool to get in the head of your readers. These are often used to 
bring out an all-too-common scenario, a problem, a vision, a point in time, 
etc. You should use power verbs as you can help readers think, feel, 
imagine, picture, envisage, check, see, smell, walk, etc. These are, 
however, just words on a page if the scenario or problem you throw at 
them doesn’t fit with the audience. For example, a tech-savvy content 
creator will relate much better to a scenario involving a buggy laptop that 
keeps freezing on them while they try to edit a video.  

What they won’t relate to is if you ask them to imagine a laptop that keeps 
freezing while they’re trying to call their grandparents. Although it is the 
same problem, you have to apply it to the reader’s situation. A video 
editing session being interrupted probably affects them a lot more than 
when a Skype call lags. Your super-fast laptop is going to help them speed 
up their editing sessions, but they couldn’t care that much if their Skype 
calls improve in quality. Sure, it sounds nice, but it’s not where their 
passion and hard work lies, and that’s why you always want to relate to the 
big problem they face. 
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The power of reframing 

As a business, you offer solutions to problems. Sure, your email 
subscribers want a quick fix to their problems, but it might be better to 
give them a different view of their problems, so they feel more like a 
challenge or a goal. Often people with problems feel more embarrassed 
and hesitant to share them. But with a challenge, we become more 
motivated to overcome it. 

The same applies to email marketing. If your product/service isn’t selling, it 
might be the way you are promoting it. Sure, a cheap car might seem 
appealing to readers, but it isn’t going to make them feel proud about 
owning it. After all, it is just a cheap car with no appeal. Instead, turn the 
problem of owning a bad car into a challenge you can overcome with it — 
something as simple as “more seats for your friends than a Lamborghini”. 
This works because it helps readers realise how simple yet rewarding your 
product can be. It’s not about the product fixing the problem of them not 
owning a car, it’s about overcoming challenges they didn’t know existed. 

Add the sentimental value to your products. If what you sell is free, don’t 
overload your email subscribers with that message. Tell them that it’ll get 
the job done for them, every time, without fail. You can rely on a product 
that helps you when you need it, to overcome that challenge, to progress 
your day, etc. 
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Closing thoughts 

So, there you have it! 

I hope by reading this book you’ve learnt something new and can now 
apply some of that learning to your own email marketing to get better 
results. That was the goal. 

Keep in touch, and send me your progress, we can feature you on our blog 
to showcase what you did and how you did it, so other people can learn 
from your journey. That’s what life is all about right, passing it on? 

Doug, MailNinja 
doug@mailninja.co.uk 

mailto:doug@mailninja.co.uk
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