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Executive summary

Prospects are more likely to turn into paying 
customers if you tell them what they want to hear 
– that is, if you tell them how your service or 
product will satisfy their needs and desires – and if 
you lay out the path to conversion as clearly as 
possible. So the pressure is on to create emails 
with optimised content that 
engage prospects and motivate 
them to buy. The question is: 
how? 
 
This white paper is about 
optimising your email marketing 
content to increase sales. Put your 
prospects’ concerns at centre-
stage, make the benefits of using 
your product or service clear to 
them and lay out the reasons why 
they should buy from you and 
how.  
 
These five steps can be tailored 
for any industry or sector, and 
once they’ve been put in place, 
you will find: 
 

 More emails being opened 
and read 

 An increase in your sales conversions  

 A reduction in your email list-churn rate 
 

Your Content is as Important as Your Brand 

Content is your email’s first line of attack, and 
ultimately where your subscribers are going to 
draw most of their information from; when the 
expression and formatting of your content is 
carefully chosen, it becomes your most reliable 
method of communication and powerful form of 
persuasion. 
 
Given that you don’t have a salesperson face-to-
face with the prospect to create confidence and 
rapport, the responsibility of convincing 
subscribers that your solution is trustworthy rests 
on the copy’s shoulders. Brand logos, colour 
schemes and imagery can’t do this on their own, 

but if you can demonstrate real experience and 
knowledge clearly through the written word, your 
emails will persuade and inspire others to follow 
your instructions. 
 
Optimising Your Content in 5 Easy Steps 

 
Step One: Get to Know Your 
Subscribers 

The single biggest obstacle between 
you and a sale is not a spam filter 
or poor campaign timing and 
consistency – it’s the subscriber 
themselves. If they don’t 
experience an instant connection 
between your content and 
themselves, they will more than 
likely ignore the email.  
 
Internet users’ email browsing 
habits tend towards skim-reading 
and making instantaneous 
judgements on relevancy. You have 
to find out what they think is 
relevant. The problem here is that 
so many different factors go into 
subscribers’ decision making 
processes that it can be difficult to 

anticipate what kind of email campaign will be 
most successful in generating interest and sales. 
 
We say difficult - but not impossible. To write 
copy that jumps off the page and makes that 
elusive ‘connection’ with subscribers, you have to 
get inside their heads. To help understand your 
customers’ perspectives better, outline: 
 

● What problem does your product or 
service solve? What need are you 
satisfying? 

● Who is likely to need these problems 
addressing? Is it a single market segment 
or do you have to address multiple 
demographics? 

● If you do have to address multiple 
demographics, how do their problems and 
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needs differ from each other. How will 
segmenting your campaigns help make 
them more relevant? 

 
Taking exercise equipment and sportswear for an 
example, a wide variety of people buy in this 
sector but for very different reasons. If you send 
the same generic campaign about exercise bikes to 
a 25 year old working mother and a 60 year old 
retired man, you’re unlikely to get a positive 
response from both of them.  
 
This is because the campaign isn’t keying into their 
individual buying motivations; for one it might be 
a case of self-
actualisation and 
achievement, but for 
the other just a case 
of healthy living. If 
you try to address all 
these needs in a 
single email, you will 
dilute its relevancy; 
if you address only 
one or the other, 
you risk alienating at 
least one segment of 
your subscribers.  
 
Understanding subscribers’ perspectives is often 
just a case of using logic and common sense; once 
you are there, you can start writing content that 
appeals to their needs and desires – which brings 
us on to our second step. 
 
Step Two: Explain the Benefits Before the 
Features 

When you write your email campaigns, do you 
place the focus on what you are selling or the end 
result? If you said the former, you may be 
inadvertently limiting the success of your 
campaigns. 
 
Benefit-led descriptions are more likely to win 
subscribers’ attention than feature-led descriptions 
because they have more ‘what’s in it for me?’ 
appeal.  
 

Essentially, the first thing subscribers want to 
know is how they will be better off after using 
your product or service. So however impressive 
‘Fully-optimised supply chain management’ might 
read on screen, subscribers are unlikely to give 
your solution much consideration if they don’t see 
what real-life benefit they get from it. 
 
Swap feature-led descriptions to benefit-led and 
‘Fully-optimised supply chain management system 
brings you reduced operational costs’ becomes 
‘Reduce your operational costs with our-fully-
optimised supply-chain management system’, 
which keys into subscribers’ desires from the get-
go.   
 
ã Quick Tip!  
‘What’s in it for me?’ is especially important if you 
are selling a product or service aimed at satisfying 
a latent, rather than an urgent need. Good 
examples of latent needs include health & safety 
training, data backup etc. – things that are rarely at 
the forefront of people’s minds but invaluable 
when required. 
 
Step Three: Cut the Jargon 

Recent research from Content Delivery & Analysis 
Ltd. in their ‘Online Language Pathways 
Whitepaper’ claims, ‘The language that brands 
employ...can be too formal (technical, un-human, 
productised) – and this can alienate people’.  
 
Excessive use of technical language and acronyms 
can be a big put-off for subscribers when they try 
to make a connection with your email marketing 
content. Don’t forget that your prospects might be 
approaching your product or service from a 
completely different perspective to yours and 
might not have any background in what you’re 
talking about.  
 
Explaining how your product or service works in 
layman's terms (whilst being careful to avoid 
insulting your readers' intelligence) runs much less 
risk of losing subscribers’ interest because they 
can’t understand it. 
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Using everyday terms has the added benefit of 
helping to create a more personable ‘voice’ in your 
email campaigns, one that readers are more likely 
to relate to. Although there’s no physical 
salesperson making the pitch, the email should 
read as though it has come from a real person, not 
just a department within your company. Make 
appropriate use of relaxed, conversational language 
and engagement will increase automatically. 
 
Step Four: Keep Important Information 
ôAbove the Foldõ 

Many subscribers are now able to preview your 
email content in preview 
panes which display the 
uppermost part of 
emails. This allows them 
to vet email content 
before opening or 
deleting it. Faced with 
this preview, recipients 
are going to make a 
snap decision whether 
to read it or bin it. 
Therefore, all the 
important information 
in your email should be 
displayed somewhere in 
this preview pane in 
order to persuade 
subscribers it will be 
worth their while to 
continue reading. 
 
View the preview pane 

not as a stumbling block but another opportunity 
to attract recipients. Within this preview pane, it is 
recommended you include: 
 

 A benefit-led headline describing what it is 
you are offering 

 Important dates and locations, if they 
apply 

 How recipients can follow the email’s 
instruction (calls to action) 

 A line of plain text at the top of the email 
instructing recipients to visit a web-based 

version of it if there are any formatting 
errors, along with a link to the page 

 
ã Quick Tip!  
To see how much of your email will display in the 
preview pane, send a test email to Outlook, 
Thunderbird and other email clients with the 
preview pane feature. Assess what impression a 
recipient would get from the preview pane and 
make adjustments accordingly. 
 
Step Five: Prime Your ôCalls To Actionõ 

Say an email has just arrived in your inbox and 
something about the subject line intrigues you. 
You decide to give the content a chance, open the 
email and that turns out to be good too: 
informative, easy to read and entertaining. You’re 
interested enough in the product to want to be 
taken to a web landing page or even given an extra 
incentive to buy, when at the foot of the email you 
see a little box that says: ‘Ring 0800 XXX XXXX 
for more information’.  
 
You decide that the product looks interesting, but 
you aren’t sure if it warrants a phone call so put 
the email to one side. By this point, the sale is 
potentially lost for good already. 
 
There are worse calls to action out there but this 
one typifies the kind of non-committal approach 
that is all too common and risks throwing away 
valuable opportunities because it deflates the 
reader’s interest. Subscribers want to know what 
the next step is and the easiest way to get there 
because they don’t always have time to explore 
themselves, so your instructions should be clear 
and purposeful. 
 
ã Quick Tip!  
Don’t forget to use the benefit-led approach when 
writing your calls to action e.g. ‘To learn the five 
secrets of healthier living for free, click on this 
link’ to add extra incentive. 
 
Conclusion 

Optimised content inspires confidence on many 
levels and consumers buy from those they have 
confidence in. That’s why it’s imperative you 
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spend time thinking about how your content 
communicates the benefits of using your product 
or service and buying it from you.  
 
The five steps we have provided here are as close 
to a precise science you can get in writing 
emotionally and intellectually engaging content. 
Use them as the groundwork to build your email 
marketing on, and you will see your campaigns’ 
sales conversions increase dramatically as a result. 
 

 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

eMailCampaigner is a practical solution to your 
permission based email requirements that helps 
you manage, create and monitor your e-marketing 
program. 
 
Let us show you how you can: 
 

 Dramatically reduce costs through 
switching from direct mail to email marketing  

 Use advanced reporting in real-time to enjoy 
a faster sales process  

 Increase profitability with highly targeted 
campaigns  

 Reduce production time spent creating 
projects with our friendly template system 

 
Just some of the great brands that trust us to 
achieve their marketing objectives: 
 

 

 

 

 

 

 

 

 

 

 
 
 

 
Call us on 0870 770 4990 to find out how we can 
help you meet your business objectives or visit 

www.eMailCampaigner.com to find out more 
today or contact 
 
eMailCampaigner.com 
A product from Doctor Net Limited 
Pleer House, 1 Fennel Street 
Manchester, M4 3DU 
T: 0870 770 4990 - F: 0870 770 4991 
 

http://www.emailcampaigner.com/

