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Basic Email Marketing: Writing Emails That Get Results
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• HTML & Text ensures it will render everywhere
• HTML & Text may render both at once
• HTML Only may break and render wrong. 
• Text Only works everywhere
• Text Only cannot utilize link tracking without showing your apps URL
• Text Only does not allow open tracking
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Infusionsoft Subject Lines

• 9 proven techniques to double your sales
• Have you heard about email marketing 2.0?
• Proof: Infusionsoft doubles sales
• Webinar Invite: money making madness
• InfusionCon will be live on the 
• Oops
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Open Rate & 2.7% CTR). - MailerMailer
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• First Name is a great merge field
• Using it in the subject line may be impersonal
• Emails that had only the subject line personalized (12.4% Open Rate & 

1.7% CTR) did worse than those with no personalization at all (13.5% 
Open Rate & 2.7% CTR). - MailerMailer

• 46% of internet users say commercial emails they receive are not 
targeted to their needs. - eMarketer

• Be creative with personalization
• It is a way to stand out. 

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

The Fold

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

The Fold

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

The Fold

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

Now It’s Time To 
Write the Content!
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II need bread 

4: 00 Meeting

Where are the 
 kids? 

Your prospect is not thinking about you…
You better make this worth their time!

Before You Start Writing, 
Remember: 
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Before you even start marketing, you should 
get to know your prospects and customers.

Gather Data on ALL of Your 
Prospects and Customers

Health-Conscious Female
Enjoys Fitness
Over 50 Years Old
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What Do We Know About You? 

Pulled From an Infusionsoft Prospect Record
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“Knowing” Your Prospects and Customers 
Is The Key to Building Profitable 

Relationships With Them

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

“Knowing” Your Prospects and Customers 
Is The Key to Building Profitable 

Relationships With Them
• It helps you connect with them on a personal/

emotional level. 

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

“Knowing” Your Prospects and Customers 
Is The Key to Building Profitable 

Relationships With Them
• It helps you connect with them on a personal/

emotional level. 
• It helps you know what to send

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

“Knowing” Your Prospects and Customers 
Is The Key to Building Profitable 

Relationships With Them
• It helps you connect with them on a personal/

emotional level. 
• It helps you know what to send
• It keeps them wanting to receive “stuff” from you
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Female 20-35
Stay-at-Home Mom
Household Income 45k
Her Insurance has a co-pay

Why Hasn’t She Scheduled Her 6-Month Check-up? 

What If…
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Can’t break away from the kids for your 6 month checkup?

We will watch them for you!

Right now, you can schedule YOUR check-up and receive 50% off each 
of your children’s check-ups.

We’ll even have someone in the office to watch the kids for FREE while 
we exam YOUR teeth.”

Feel good about your smile again. Come in for your 
6 month check-up and we’ll whiten your teeth for FREE.
Plus, when you come in, your name will be entered 
into a drawing for a $50 gift card

OR
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One Size Does NOT Fit All

Non-relevant, non-targeted emails could set you up for
SPAM, opt-outs, complaints, and a poor reputation…

This email was sent to Tyler Garns…a MAN: 
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Non-relevant, non-targeted emails could set you up for
SPAM, opt-outs, complaints, and a poor reputation…
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Time To Determine Your Content 
Note: If You Have Not Launched
Your First Campaign and/or Fixed 
Your Follow-up…Start There!
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What if you wanted to write a newsletter? 

• Talk about the latest industry news
• Share updates that are relevant to your contacts
• Include personal stories and anecdotes
• Be personal
• Make it short or consider linking out the articles
• Have a theme

• Make it all about you
• Make it too long
• Write something just to fill up space

Not This

Do This
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Example: Infusionsoft’s Newsletter
(Also doubled for SEO content.) 

Monday, March 1, 2010



© 2010 Infusionsoft. All rights reserved.

What if you just want to keep in touch?

• Send something relevant
• Include personal stories and anecdotes
• Share your knowledge
• Give them a way to connect with you
• Give them a reason to open your emails

Not This

Do This

• Make it seem like a temperature check
• Keep asking them to buy
• Give up (that’s what everyone else does)
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Example: Infusionsoft’s 52 Week Campaign
(Easily the most responded to campaign we’ve ever had.)
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Example: from Infusionsoft Customer Gregg LaPorre
(A good example of continually providing value.)
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What if you wanted to write a promotion?

• Make the offer very clear
• Make it easy for the person to buy
• Give them a reason to buy
• Follow-up quickly with the purchase
• Learn those copywriting basics
• Ask for the sale

Not This

Do This

• Keep sending the same email over and over
• Seem desperate (ex. end of the month sales) 
• Train your contacts to wait for a sale
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Example: Promotional Email for a Retail Company
(It works, because this is what the prospect expects to receive.) 
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Example: Infusionsoft Promotional Email
(Needs more content than most promotional emails.) 
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What if you wanted to host a webinar?

• Make the details as clear as possible
• Let them know upfront whether there will be a pitch
• Consider offering a free gift for attending
• Give them some idea what will be discussed
• Follow-up immediately with a reminder sequence
• Stick to the content you say you’ll use

Not This

Do This

• Send out the email too far in advance
• Make the email too long 
• Start your webinar without first testing everything
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Example: Infusionsoft’s Standard Webinar Copy Layout
(We always include critical details and bullet points.) 
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Is my content Spam?
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Spam - It’s not just avoiding the word free.
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The Email Deliverability Flow
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The Email Deliverability Flow
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The Email Deliverability Flow

Analyzing...
Analyzing...

Clean Content
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The Email Deliverability Flow

Who goes 
there?
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The Email Deliverability Flow

Who goes 
there?Hi Maria
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The Email Deliverability Flow

Who goes 
there?Hi MariaCome on in!
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The Email Deliverability Flow

Analyzing...
Analyzing...

Clean Content
Inbox!
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The Email Deliverability Flow
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The Email Deliverability Flow

Analyzing...
Analyzing...

Looks Phishy
Bulk Box!
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The Email Deliverability Flow
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The Email Deliverability Flow
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The Email Deliverability Flow

I DONT LIKE 
THEM!
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The Email Deliverability Flow

I DONT LIKE 
THEM!I will make sure they 

don’t come back.
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Spam Themes
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Spam Themes
• Talks about lots of money (.193 points)
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Spam Themes
• Talks about lots of money (.193 points)
• Describes some sort of breakthrough (.232 points)
• Looks like mortgage pitch (.297 points)
• Contains urgent matter (.288 points)
• Money back guarantee (2.051 points)
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Spam Themes
• Talks about lots of money (.193 points)
• Describes some sort of breakthrough (.232 points)
• Looks like mortgage pitch (.297 points)
• Contains urgent matter (.288 points)
• Money back guarantee (2.051 points)
• Why Pay More? (1.249 points)
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What You Need to Know About SPAM: 
•86.4% of all email is considered SPAM*

•What’s safe today may not be safe tomorrow

•If it LOOKS like SPAM, it could get flagged as SPAM

•If it’s not a targeted message, it could be flagged as SPAM 

•If it can be taken offensively, it could be flagged as SPAM

*Message Labs (Symantec)

•SPAM filters look at the subject line AND the 
 body of the email

•Certain words are considered SPAM words
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SPAM Words to Avoid
Act Now  Money Back   Sign Up
Credit  Limited Time           Save
Opportunity  Guarantee   $
Cash    Offers    Risk Free
Bankruptcy  Order Now   Stop 
Earn   No Fees            Unlimited
 
Ironically, SPAM is a SPAM word: 
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Inboxes are blowing up
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How are you 
being perceived?
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When legitimate email senders abide by the 
rules of sending email, they build trusted 
reputations and their email behavior becomes 
easy to predict. If a typically good, or reputable, 
email sender sent a slew of email all at once, 
reputation databases would not flag the sender 
as a potential spammer because their past 
behavior was so pristine. Predictive Sender 
Profiling, however, profiles behavior 
independent of the sender’s past activity and 
would detect this uncharacteristic behavior and 
act accordingly by blocking unwanted email.
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“ESPs can do many things but your content and 
frequency aren’t among them. What/when/how you 
mail is largely dependent on your deliverability.”

"Just like DKIM, domain-level reputation is on the rise. 
For portability’s sake, make the From: and Friendly 
From as consistent as possible."

"Permission is not enough; list engagement list is the 
key to deliverability. ISPs have stated they’re 
measuring such things as viewing time."
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* You can expect to receive one email per day 
for each checkbox above, except for Special 
Offers which sends rarely.
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Your Reputation is
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Your Reputation is
• Number of Spam Complaints
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Your Reputation is
• Number of Spam Complaints
• Consistency of sending
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Your Reputation is
• Number of Spam Complaints
• Consistency of sending
• User Engagement (opens/clicks)
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