Direct marketing and especially email marketing, is all about creating

a dialogue with the customer or prospect.

It is known that people prefer to interact with people that they trust.
As such, it is important in your email communication is designed to
quickly encourage familiarity, interest and trust.
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Make it personal — email recipients are far more likely to open an email from someone they know.

This is true for named individuals as well as corporate brands: if they don’t know you personally do they know
your brand? And if they know neither it is always best to send it from a named individual.

Subject Line"

Make it relevant - and if at all possible get it to generate “curiosity” and/or urgency.

Current views are that a subject line containing a brand name generates better response.

Remember to avoid the “SPAM” triggers such as special offer, discount . . . .

Fold line

Dear Mr Smith,
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Include a specific and relevant “interest arouser” / headline

Ensure there is at least one obvious “click” option in the top half.
With B2B emails text links seem to work better than image links.

Some recipients have a very short attention
span, so make sure they can clearly and
quickly see what'’s in it for them.

Want to know more?

The second part of your email can contain significantly more text:
* Explain your offer in detail
» Encourage recipients to click to gain further information, register
their interest or request a follow up contact
« Use multiple click points with relevant text headlines or images.
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As some recipients will only scan the
full content it is advisable to:
* Bullet point key features and facts
» Use HEADLINES and emphasise
key messages
» Use pictures - it is true “a picture
paints a 1,000 words”.

“Hero” shot top
right — this can be
an image or offer

Long or Short ?

“50% of email
recipients only read the
content visible in the
preview pane.” Post
card formats work well
for B2B.

However do consider . .

50% of email
recipients read /
scan the full email
content

So make sure you
cater for the full
range of readers



