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Know Your Target Audience  

 Buyer Personas 
 Personalize the target 

audience 
 What do they read? 

Watch? Listen to? 
Where do they live? 
What do they drive? 
Hobbies? Interests? 



The Sales Funnel  

 Top of the funnel > Cold 
prospects > Leads are 
unaware 

 Middle of funnel > 
Warm prospects > 
Leads are aware but 
need convincing 

 Bottom of the funnel > 
Hot prospects >     
Leads are aware and 
interested but need 
persuading to take 
action 



Creating Sales Messaging 

 What message is most 
appropriate to convey 
to the target audience 
when… 

 They’re cold? 
 They’re warm? 
 They’re hot? 



The Four A’s    

 Advertising works on 
four levels 

 Attention 
 Awareness 
 Attitude 
 Action 

Presenter
Presentation Notes
Gain Attention – breaikng through the clutter of all those other advertising messages
Build Awareness – Move the product from merely being noticed to being remembered
Shift Attitude – Build a positive attitude toward your product…make people feel good about it
Motivate Action – Buy the product, go online for more info, etc.



Cold Prospects 

 Need to grab their 
attention 

 Need to be heavily 
incentivized to induce 
trial of product 

 Need to tell them 
WIIFM? 
 



Warm Prospects 

 Need to build 
awareness by 
providing more 
information 

 Need to shift attitudes 
and make them feel 
positive toward your 
product 

 Offer 
 



Hot Prospects 

 Need to motivate 
action and persuade 
target to buy 

 Need to provide 
incentive to buy 
now…strong 
offer/deadline/limited 
quantity 

Presenter
Presentation Notes
These buyers know and like your product/brand but need that extra push to take action



Structuring the Email 

 From Name – always 
use a person’s name or 
a company name that’s 
authentic 

 Reply to Email – Email 
address of from name 

 Subject Line – Less than 
45 characters that 
provide a true 
description of what the 
email’s about 



Structuring the Email 

 Subject Line – AZ golf is 
on par with the best. 

 Email Headline – Make 
it compelling! 

 Email Body – The first 
two sentences should 
relate to the email 
subject line and provide 
a benefit statement 

 Stay on point. One 
message works best. 



Give It Visual Impact! 

 One big image is visually 
compelling. 

 Copy with images get 
94% more total views.* 

 It pulls the reader in and 
makes them want to 
know more. 

 Give it some space. 
 

*jeffbullas.com 



The Benefit – Your New Best Friend 

 It’s not enough to tell 
readers what your 
offer is. 

 You must demonstrate 
how it will benefit 
them. 

 An easy way to do this 
is to state the offer 
and follow it up with, 
“so that you can ____” 



Benefit Example 

 “Try our free fare-
tracking service so that 
you can be informed 
weekly of all the 
unpublished, hard-to-
find bargain fares to 
Boston – without 
having to scour the 
web.” 



But What If I Have A Lot Of Info To Convey?  

 Use subheads or 
blocks of color to 
break up long copy. 

 Use bullet points to 
make it digestible. 

 Bold really important 
things, like an offer or 
a deadline. 



Always Provide Value! 

 Give readers 
something of value in 
return for their 
undivided attention. 

 Useful information…a 
special 
offer…something 
free…BOGO’s.. 



What’s a Call to Action? 

 Call to order 
 Click for more info 
 Fill out BRC 
 Bring in coupon 
 Provide contact info in 

exchange for 
something 

 Come to open house 



More Email Structure Stuff  

 Create a unique 
tracking URL for all 
links in the email 

 Include a 
signature…make sure 
the from name signs 
the email using the 
name that is in the 
“from” address 

Presenter
Presentation Notes
Tracking URL for all links is very critical so you can see how many people converted on the email’s call to action



Grammar and Typos  

 It’s okay to start 
sentences with “and, 
but, or” 

 When in doubt KISS 
 Always spellcheck 
 Read it out loud 
 Use a design grid 
 Check kerning and 

leading 



The Last Nuts and Bolts 

 Test the campaign…ask 
others to proof it and if 
it’s clear and easy to 
understand 

 Measure results 
 Refine the 

messaging…fix emails 
that have low click-
through rates, 
conversions or high 
unsubscribe rates. 
 



More Great Examples 

 http://blog.hubspot.com/marketing/email-
marketing-examples-list 

http://blog.hubspot.com/marketing/email-marketing-examples-list
http://blog.hubspot.com/marketing/email-marketing-examples-list


THANKS! 
ANY QUESTIONS? 
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