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101

Question 

What’s the #1 most 
important thing with  

email marketing?
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HARD TRUTH 

“Doesn’t matter how great 
your email copy is, if the 
recipient doesn’t know 

you, they probably won’t 
open your email”

Lead Magnet Delivery

Luckily, they’re expecting you! 
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Send 5-7 emails to get  

the best results 

6 Part Email Sequence
Includes these emails: 

1.  Delivery: Here is your Lead Magnet
2.  Authority (who you are and why it matters 

to them)
3.  Testimonials / Case Studies
4.  FAQ’s and answers
5.  Final Reminder
6.  Last Chance

Plain Text Vs. Html Emails
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Plain Text Emails
● More likely to pass through spam filters
● More personal, like an email from a friend
● Don’t look as good as HTML design

HTML Emails
● HTML emails are more likely to trigger 

SPAM filters 

● Design must be optimised for all the 
different email clients, phones, devices.  

● With so many more design components, 
its easier for something to break and the 
design to look terrible
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Check Design On Litmus.com

6 email copywriting 

mistakes to avoid 

Mistake #1: From: ‘Abc Company’

● Emails from a person not a company. 

● Send out your emails with your full name 
instead of your business’ name in the 
FROM field.  

● Doing this will help you connect with your 
readers on a more personal level.
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Mistakes #2: Poor Subject Lines
● Boring
● Spammy
● Not relevant
● Unspecified

Mistakes #3: Not ‘Scan Friendly’ 

Mistake #4: Don’t get to the point!
Avoid long-winded introductions or openings 
paragraphs, get to the point fast and tell 
readers what your email’s about.
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Mistake #5: Multiple messages

•  Avoid covering too many topics because 
doing so confuses your readers (send 
multiple emails if necessary). 

•  Stick to one message and one outcome. 

Mistake #6: No Obvious CTA
● Hide or leave their CTA until the end  

●  Insert CTA in the beginning, middle and 
end.

Spam Words
Email providers are aware of certain words 
commonly associated with spam emails.

If you use any of these words in your email 
copy, your emails may be blocked or 
delivered to your recipients spam folder.
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Complete List Here

Get the whole list here
http://tinyurl.com/spam-word-list

Email  
Subject  
Lines
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Your Email’s Headline  

What Are The Most (And Least) 
Effective Words To Use In 

Email Subject Lines?
  

Adestra Subject Line Analysis Report 
Subject line trends in 2013  

2.2 billion emails analysed

Open Rate
You’ll be judging which words were most 
effective at getting recipients to OPEN the 
email (aka open rate).

To download the full report for free go to:
www.adestra.com
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Choose
When using a date range: 

Words Open Rate
“Daily”

“Monthly”
“Weekly”

Choose
When using a date range: 

Words Open Rate
“Daily” 27%

“Monthly” -26.6%
“Weekly” 27.1%

Choose
When mentioning benefits: 

Words Open Rate
“Exclusive”

“Free”
“Free delivery”
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Choose
When mentioning benefits: 

Words Open Rate
“Exclusive” 12.3%

“Free” -3%
“Free delivery” 50.7%

Choose
When mentioning savings: 

Words Open Rate
“Sale”
“Save”

“Voucher”

Choose
When mentioning savings: 

Words Open Rate
“Sale” 23.3%
“Save” 3.4%

“Voucher” 20%
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Choose
When delivering content emails: 

Words Open Rate
“Alert”

“Bulletin”
“Issue”

Choose
When delivering content emails: 

Words Open Rate
“Alert” 38%

“Bulletin” 15.8%
“Issue” 10.8%

Choose
When delivering content emails: 

Words Open Rate
“News”

“Newsletter”
“Report”
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Choose
When delivering content emails: 

Words Open Rate
“News” 34%

“Newsletter” 0.7%
“Report” -23.7%

Choose
When mentioning media content: 

Words Open Rate
“Video”

“Webinar”

Choose
When delivering content emails: 

Words Open Rate
“Video” 18.5%

“Webinar” -16.6%
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Choose
When using a CTA in the subject line: 

Words Open Rate
“Download” 1.4%

“Get” -8.6%
“Register” -9.6%

Case Study: Obama’s email 

campaign 

Obama 2012 Presidential 
Campaign

•  Most of the $690 million Obama raised online 
came from fundraising e-mails.

•  One email raised $2,673,278 in funds  

•  Notice it follows many of the same principals 
from ‘The Anatomy of Effective Email Copy’ 
template.
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Email Subject Lines
•  1. Fly in for my birthday get-together

•  2. Barack’s birthday party

•  3. This is potentially devastating

•  4. Romney’s Bain secret exposed

•  5. Re: I will be outspent ---- (most 
successful raising $2,673,278)

Email Subject Lines

•  6. Urgent:

•  7. Take this quick survey

•  8. Your seat on Barack’s bus

•  9. To be frank

•  10. An emotional moment in the Oval Office

Email Subject Lines

•  11. Say you’re with me

•  12. Today’s decision

•  13. If we’re drastically outspent

•  14. You deserve a thank you
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•  Now turn to the person next to you and 
share with them your favorite Obama 
subject line for 30 seconds.

Buddy Share

Email 
Follow Up
Sequence

Important Elements
5 Important Elements In Email Follow Up 
Sequences

•  Establish Authority (who you are and why 
it matters to them)

•  Proof
•  Benefits
•  Overcome objections
•  Reminders
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Typical Sequence
Typical email follow up sequence:  

•  Delivery: Here is your Lead Magnet
•  Authority (who you are and why it matters 

to them)
•  Testimonials / Case Studies
•  FAQ’s and answers
•  Final Reminder
•  Last Chance

Email Follow Up Worksheet
Step 1: Answer the questions in the 
worksheet for the next 5 minutes 

Step 2: Find and replace your answers with 
the parameters in the document [we will 
provide a digital copy of the template]

Time to write… 
Time to write … 


