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INTRO
So what exactly is email marketing? E-marketing is 
when marketers use email as a way to:

to email marketing

Think of email marketing as an upgraded form 
of various traditional media. It is the electronic 
equivalent of these three main forms of traditional 
marketing: 

1  DIRECT MAIL 

Email marketing can be used to send promotions directly to the 
customer, just like a postcard or letter.

2 SENDING PEOPLE A PRINT NEWSLETTER

Have you ever considered making your print newsletter digital? 
Many marketers use email as a way to keep their customers 
informed.

3. PLACING AS IN SUBSCRIPTION MAGAZINES AND NEWSPAPERS

When using email marketing, you don’t always have to be the 
one sending the email. Placing ads in others’ marketing emails is 
a way to send your message to a large number of people.

Despite the reluctance by some organization to include email 
marketing in their yearly marketing efforts a few things are certain. It 
offers a high return on investment, it’s an easy way to increase traffic 
to your website and it’s an effective way  of staying in contact with 
past clients.

REACH 

out to current 
customers to 
encourage loyalty 
and enhance 
relationships

ACQUIRE 
new customers 
through promotions

PLACE 

their marketing 
messages or 
advertisements in 
emails sent by other 
people
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WRITE IT

Y
our writing will lay the foundation 
for an effective email marketing 
campaign. Before you jump in though, 
think through the goals of your 
campaign and what strategies you 
can use to achieve them. Start by 
establishing a purpose, then choose 
the proper format and write away! 
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You wouldn’t walk up to a stranger, start rambling on about yourself and expect them to listen. 
The same is true with email marketing. You need to have a purpose before you approach your 
customers. If you don’t know what you want out of a marketing email, the recipients won’t either. 
Always establish a purpose before you begin drafting an email to send to current or potential 
customers. 

SOME COMMON GOALS OF MARKETING EMAILS INCLUDE:

BOOSTING ONLINE SALES

INCREASING REPEAT SALES

GENERATING LEADS

ESTABLISHING STRONG RELATIONSHIPS WITH YOUR CUSTOMERS

INCREASING WEB TRAFFIC

BUILDING TRUSTWORTHINESS AND LOYALTY

GETTING FEEDBACK FROM CUSTOMERS

When you set a goal for your marketing email, you will find it easier to 
write. You will know your target audience, be able to select the 

most effective format and have an easier time choosing the 
right content. 

For example, if you are trying to build relationships 
with your customers, it will be most tactful to 

lose the marketing lingo and include valuable 
information in which they are interested. In 
contrast, if your goal is to increase the number of 
repeat customers, you will want to remind the 
customer of their previous purchase, show them 
something similar to what they bought and 
perhaps give them a discount for their loyalty.

Once you know what you want to get out of 
your email, it will be much easier deciding what 

exactly to put into it. 

ESTABLISH A PURPOSE CHOOSE YOUR TYPE OF EMAIL

EMAIL NEWSLETTER

an email publication sent at regular intervals to a list of subscribers with the intent to inform or 
educate

Advantages

Flexibility: Email newsletters allow you to include a variety of content. You can include blog 
posts, promotions, company news, and more.

Top-of-Mind Awareness: Email newsletters are sent at regular intervals, so they create 
anticipation for the recipients. Customers will be thinking about your brand, and they’ll be doing 
so positively because you’re giving them information in which they want to engage.

Increased Web Traffic: Because many newsletters use content like blog posts and news that 
links back to your website, you are increasing the visibility of your site for your readers. 

Disadvantages

A Poor Sales Tool: Newsletters are effective in building your brand and increasing the loyalty of 
your customers, but they aren’t a good tool for creating immediate sales. The information in the 
email is spread out among many different sections, so the call to action you are trying to give the 
reader may get lost in the clutter.
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DEDICATED EMAIL

also known as a stand-alone email, an email message containing a single offer or promotion

Advantages

Clear Call-to-Action: A dedicated email is built around the call-to-action. There’s no external 
information or cloaking method of giving the information, so you can make it very clear to the 
reader what you want them to do.

Segmentation: By segmenting your audience, you can target individuals’ interests and 
motivations. Dedicated emails are a great way to send segmented messages, because they allow 
you to send only the messages that your audience most wants to read. You don’t have to mix in a 
bunch of irrelevant messages.

Disadvantages

Email Exhaustion: If you’re publishing lots of content that’s relevant to a large portion of your 
contacts, then you may end up sending too many emails to the same person. Open rates tend to 
drop off after two emails per month, so your contacts may get exhausted and stop opening all of 
your emails.

Limited Content: Having a single purpose for your dedicated email will increase the potency 
of the call-to-action, but it also restricts the amount of information you can give the reader. 
Mentioning a similar product or giving a shout-out about some other campaign may make your 
primary call-to-action less clear.they want to be reached by you.

SPONSORSHIP EMAIL

a message sent to another business or organization’s subscribers, often bought and often within 
that vendor’s newsletter or dedicated send

Advantages

Targeting: Sponsorship emails allow you to define the exact target segment you want to reach, 
based on location, interests, size, and more. You are able to reach out to an audience that is not 
your own, and you get to choose who that audience is.

Disadvantages

Cost: Because you are using an outside party to send your message instead of using the media you 
already own, cost will be higher. The cost to spend your message will vary from vendor to vendor, 
but it’s very rarely free.

No Opt-In: If you use a sponsorship email, chances are you’re going to look like an ad. You’re 
putting your information in front of people who didn’t directly ask for it. You’re reaching out to 
new audiences, but there’s no way of discerning ahead of time if they want to be reached by you.
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TRIGGER EMAIL

an email which is triggered by an action, often prompting your contacts to complete that action 
(for example, a receipt, confirmation email, transaction information)

Advantages

High Open and Click Rates: Most recipients of trigger emails open and click through the email 
to complete the action that triggered it. Completing the action engages the reader in your content, 
so trigger emails can be a good medium to include an external call-to-action.

Fosters Customer Relationships: Trigger emails are a second point of contact. The customer has 
already visited your site, filled out your form or bought your product. Now it’s your turn to follow 
through with them. 

Disadvantages

Creates Obstacles: You will lose some customers when you move an action from your website to 
the recipient’s inbox. Either they don’t want to put in the extra effort to complete the action that 
triggered the email, or they simply don’t want you to contact them via email.

 

WRITING STYLE TIPS

Now your email has a goal and you’ve chosen the best format to communicate your message. 
Before you dive into writing your email, check and make sure you are following these guidelines:

DON’T WRITE A NOVEL 

In more ways than one. First, be brief with your information. People spend enough time in their inbox as it is. They won’t 
be bothered with your message if you take too long to communicate it. 

Second, include a call-to-action. Novels are read for the purpose of enjoying the experience. Your email has the purpose 
of getting the reader to your website, selling a product or completing a transaction. Make that clear to the recipient via a 
call-to-action.

BE UP FRONT. 

Make it clear from the start what your email is about. If 
you try to draw the reader in and create an element of 
surprise, there’s the chance that the reader won’t reach 
the point of surprise because they just don’t care enough 
to stick around until that point. 

Also be up front with your opinion. Form your ideas 
about a topic instead of just asking the reader what they 
think. You want to elicit a response from the audience, 
but you don’t want to leave any question about what that 
response is.

DON’T BE TOO MUCH OF AN EXPERT. 

Make sure you are giving the reader enough information to fully understand your message. Don’t assume that they know 
everything about your business. Put your context into context, but make sure you don’t talk down to the customer.

DON’T USE A BLUEPRINT. 

The reader can tell when you’ve plugged your information into a writing template, because they’ll quickly 
get bored reading it. Every message you send is distinct from the next, so make sure that shows in 
your writing.

WRITE TO A PERSONA. 

Marketing lingo is an immediate off switch to most readers. 
Before you begin writing, creeate a buyer persona. If this 
persona aligns with somone you already know, such 
as your spouse, friend or co-worker, then you can 
pretend you are writing to them. Your copy will 
be more engaging, authentic and colloquiel, 
because you’ll actually be writing to the 
consumer.

Avoid any promotional words that may trigger the spam 
filter. You also want to avoid these phrases:

As well as. Say it briefly. Just say “and.” 

And/Or. Pick one, or you risk sounding uncertain.

Value. This word has lost its value. Be more specific.

At the end of the day. The most cliché phrase of 2006.

Individual. Chances are he or she has e a name. Use it.

WORDS NOT TO USE
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WHAT TO BE ALERT FOR WHEN REVISING

Your work isn’t over until the last “your” is changed to “you’re.” When revising a marketing email, 
edit for more than just grammar. Here are some other things to look out for:

REPETITION. Repeating something multiple times makes your email longer and less engaging.

SPECIFICITY. When possible, always use specific numbers, dates and other facts. Vagueness 
has less of an impact.

CLARITY. Make sure the most enticing argument shines through. There may be three different 
reasons why the reader should follow through with the call to action, but focus should be 
placed on one of those reasons.

FOCUS. External information should be kept if it gives important context to your argument. 
If it doesn’t then delete it. You don’t want to distract the reader.

Your first draft should never be your last. Sometimes, your fifth draft shouldn’t even be your last. 
Revision is a lengthy step in the process of sending a marketing email, so plan for it. 

1. DELETE, DELETE, DELETE. Cut out the fat. 
Delete unnecessary words from sentences and 
unnecessary sentences from the full copy. 

2. TAKE A BREAK. Walk away and come back 
later. Your mind will be refreshed, and you 
will see it differently than you did before. This 
is especially important right after you have 
finished the first draft.

TWO REVISION STRATEGIES

THE LAST STEP: WRITING A SUBJECT LINE

You may forget about it until the last second, but the subject line is the very first thing your email recipients read. It can make 
the difference between an opened e-mail and a trashed one. 

The key to getting your email opened is to engage the recipient. Here are some strategies for gaining his or her attention:

INVITE THE EMAIL RECIPIENT TO GAIN A BENEFIT. People aren’t going to open your email, unless they 
know that there’s something in it for them. One great benefit you can include is an educational opportunity.

 Open: Want Cool Online Advertising Like This? 

   Delete: Online Advertising is Cool

MAKE IT UNIQUE TO YOUR RECIPIENTS. If you’re sending an email to a list, there are some common interests 
within that list. Use specific adjectives and descriptors to peak the recipients’ interest and avoid being vague.

 Open: Introducing High Speed Wireless Internet for Small Businesses 

   Delete: Check Out Our New Internet Services

AROUSE CURIOSITY. Use people’s natural tendency towards curiosity. Include an element of wonder in your email 
subject, and people want to see what’s inside. Just make sure your email subjects aren’t spammy or misleading. Following 
through with your promise is key to creating a good relationship with your recipients.

 Open: What Xboxes and Snap Bracelets Have in Common 

   Delete: MayeCreate and Tranquility Attended the Columbia Business Showcase

CONVEY URGENCY. Nobody wants to miss out on that once-in-a-lifetime opportunity. If you have a limited-time 
sale or limited quantity of a product, let your email recipients know. Again, make sure you aren’t misleading.

 Open: 20% Off for the Next 12 Hours 

   Delete: Get 20% Off

TELL A STORY. People love stories and consume them in many different ways. Introduce your email as you would a 
story to get people to read the rest.

 Open: A Tale of Two Businesses.  

   Delete: How MayeCreate and Tranquility Work Together.

HAVE FUN. People enjoy creativity. If your email sounds fun, they may open it simply for enjoyment.

 Open: Our 2013 Business Card Beauty Pageant Results  

   Delete: The Best Business Card of the Year
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TIPS FOR SUBJECT LINE WRITING

There are a few common mistakes that marketers fall into when writing their subject line. 
Whenever you are drafting this part of your email, keep these tips in mind:

AVOID CLICHE MARKETING TERMS

Common ones include “act now”, “limited time”, “free” and “special offer”. These words will 
do one thing – land your email in the spam folder.

AIM FOR 50 LETTERS OR LESS

 Any more, and you risk part of your subject line getting cut off.

DON’T USE TOO MUCH PUNCTUATION

Steer away from exclamation marks, all capital letters, dollar signs and other cluttering 
symbols. You don’t want to make the recipient feel like you are yelling at them.

MAKE CLARITY A PRIORITY OVER CLEVERNESS

You want to make sure that your subject line reflects the content of the email. Otherwise, 
people who open it may feel disappointed. 

DESIGN IT

A 
well-polished email campaign not 
only has great writing but also 
entices the email recipients through 
great design. You don’t have to be a 
graphic designer to put the finishing 
touches on your email. Just follow 
some simple guidelines and consider 
using an email template service for 

the technological details. 
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EMAIL LAYOUT TIPS

Emails must be built using tables. They also have certain requirements when being built to 
display properly on all computers. To make sure that your email doesn’t break in some of your 
recipients’ inboxes, keep it simple. Here are some other guidelines you should follow when 
designing your email:

A. DON’T EXCEED 650 PIXELS WIDE. Most email clients are capable of displaying emails up to 600-650 pixels. 
Unless you want part of your email cut off, restrict the width to these parameters. 

B. POST A LOGO OR TEXT LINK TO YOUR WEBSITE. Your email should be an extension of your online 
marketing efforts. Don’t design your email to look exactly like your website, but make sure there isn’t a disconnection 
between your email and website and that people can find more of what they’re intereseted in on your site.

C. INCLUDE A TABLE OF CONTENTS 
FOR DATA-HEAVY MESSAGES. Especially 
handy for newsletters and long emails, an index 
makes your email easier to navigate. If you link your 
index, then people will click on it and be carried 
through to your website.

D. CLEARLY DISPLAY THE UNSUBSCRIBE 
OPTION. You don’t want to cause frustration 
for uninterested recipients. Simply, name your 
unsubscribe button “Unsubscribe” and put it at the 
footer of your email.

E. HAVE A CLEAR CALL-TO-ACTION. 
Don’t make the reader guess what to do with your 
email. Make the call-to-action clear by making it 
large and including an accompanying image. 

F. INCLUDE SOCIAL SHARING OPTIONS. 
Econsultancy reported that when emails include 
even one social sharing button, they have 30% higher 
click-through rates. Emails with three or more social 
sharing options have a 55% higher click-through 
rate.

G. PROVIDE A PHYSICAL ADDRESS. An 
address will help recipients determine if you are a 
real company, but it will also keep you compliant 
with the CAN-SPAM Act. This is a law that outlines 
rules for commercial email.

H. STICK TO SIMPLE FONTS AND COLORS. Don’t overwhelm the reader with too much visual language, 
clashing colors or inconsistent fonts. Choose three complementary colors and two fonts to keep it simple.

A

B F

C

D

E

G

H

USING IMAGES

Images are a great way to make your e-blasts more engaging. If you overdo it, though, they can 
have converse affects.

DO:

Include the basics in text format. Many email 
clients display emails in plain text format by 
default. This means that your images won’t 
show up unless the recipient requests that 
they do. You want to make sure that all of 
your vital information is viewable without 
images.

Use alt text. Alt text appears in place of 
images that don’t show up, preventing you 
from leaving holes in your e-blast.

Maintain a good ratio of images to text. 

Many spam filters catch emails with an 
unbalanced ration of images to text. So 
make sure your email is neither all text nor 
all pictures.

DON’T:

Use large images that take forever to load. 
People will likely leave the email rather than 
wait for your images to load.

Design your entire email as an image. Again, 
many email clients show emails in plain text 
format by default. If you design your email 
as an image, some recipients may think you 
are sending them a blank message.

Overuse stock photos. Using stock photos 
in an email campaign is impersonal. You 
want to create a relationship with your 
customers and show that you have a unique 
personality.

Distract from the content. Images should 
complement, not distract from, the content 
of your email.

http://econsultancy.com/us
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CONSIDERING EMAIL TEMPLATES

An email template is an email layout that can be used over and over with different information. 
Email templates can save businesses time and provide email recipients with consistency. 

Many email marketing providers - like Emma and Mailchimp - come with pre-designed email 
templates. E-marketing services also help build a database of contacts, host images on their server, 
track your success, test your email before 
it’s sent and include a link to view the 
email in web format if it is not displaying 
correctly in the recipient’s inbox. You can 
use a pre-designed template, or you can 
create your own. Once you have a template 
for your newsletters or other regularly 
scheduled emails, you will be able to plug 
in your information for each new email 
and hit send. Email templates keep track 
of your layout, fonts, colors, buttons and 
more.

An important part of building your 
business’s brand is being consistent. 
Email templates are a way of creating 
consistency in your email marketing. If 
you change your layout every other email, 
your recipients will get confused. Keep 
your image constant to encourage loyalty 
and ensure that the reader knows who’s 
sending them emails. 

SEND IT

T
he way you send your email can be 
just as important as the design and 
writing. This step in the process 
should also be given some time and 
thought. When sending, ask yourself 
those five infallible questions: Who? 
What? When? Where? and How? 
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THE KEY TO CREATING YOUR EMAIL LIST: ASK

Whether you’re prospecting via email or communicating with a current client, you need to build 
a list. Simply putting a sign up link on your website doesn’t cut it for everyone. You have to be 
proactive and ask your contacts join your email list.

Think of how you interact with your current clients or how you prospect for new ones.  These 
activities are great places to start building your list.

POINT OF SALE This is an easy transaction. It takes very little effort on their part to sign up!

VIA EMAIL Email is a fairly easy transaction but doesn’t yield as high of results as point of sale. 
In this scenario, the person who signs up must physically take action. If they don’t sign up 
after the first email don’t fret, send the request again.

IN OTHER MARKETING PIECES This is a great way to build interest for your resource, though 
the conversion to signup is more difficult. Consider pairing this method with a contest or 
incentive.

AT TRADESHOWS Emailing after a tradeshow is a great way to keep in contact with prospects.

CONTESTS This method is often used at tradeshows and can be successfully employed 
through all other mediums to increase signups.

DISCOUNTS Offer a coupon or discount if a person signs up. This may increase the conversions 
of email, general marketing and tradeshow efforts.

KEEPING TRACK OF YOUR EMAIL LIST

Once you start building your email list, you may have trouble keeping track of all of your contacts. 
Keep a running spreadsheet of your various email lists. Then when you’re ready to send an email, 
you can just copy and paste the email addresses to send. 

You can download MayeCreate’s Email Contacts template and use it to store your contacts. 

TO ADD A NEW LIST CLICK 
SELECT A NEW PAGE HERE.

ENTER A LIST NAME HERE

ADD EACH CONTACT INTO 
A NEW ROW
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SENDING STRATEGIES

If you’ve written, laid out and revised your 
email, there’s a few more things you should 
consider before hitting send.

THE SENDER NAME.

Don’t send your email from donotreply. Do Not 
Reply does not exist, and recipients know that. 
Create engagement with your customers by sending 
your email from an email address that will communicate 
with anyone who replies to the email. Ideally, the sender 
name should include your business name.

A TEST EMAIL.

Never send an email without testing it first. Send your email to coworkers and test 
different email clients. This is a sure-fire way to find mistakes.

THE SEND TIME.

Choose a logical time to send your email. To find the magical time to send your email, test 
it by sending different times of the day and week. Many business emails are best sent on 
Tuesday and Thursday mornings, but every business is different.

CONCLUSION

E
mail marketing connects your 
business or organization directly 
with the customer. By using effective 
e-marketing strategies, you can reach 
the current or potential customer right 
at their inbox. 

In this e-book, we went the process 
of creating a sound email marketing 
campaign from strategizing to analyzing 
results. We showed you have to use 
writing as a way to achieve your goals, 
how to design your email to present a 
clear message and how to send it in a 
way that builds trust with the recipients. 
We also discussed different ways 
to measure the results of your email 
campaigns and how those results can be 
used to shape your future campaigns.
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CONSIDERING MAYECREATE?
Contact us for a free initial 
consultation to talk about how you 
can use online marketing to grow your 
business. 
 

573-447-1836
info@mayecreate.com

www.mayecreate.com

TWEAK YOUR EMAILS BY THE NUMBERS.

Most email marketing programs offer a barrage of 
metrics to meansure the success of your campaigns.  
Discover the value of each of those metrics and 18 
ways you can tweak to imporve in this 21 page e-book.
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