
Overview presentation for 

Capture, Convince, + Close 
making your email more effective 



Who we are 
Create engaging emails, websites, + mobile 
applications 

The stats: 
• 14 years in the business 
• Over 50 email clients 
• 1100 individual marketing campaigns sent by Whereoware 

last year 
• 14 certified email specialists 
• 3 fulltime email designers 
• Silverpop’s 2013 consulting partner of the year 

 
 

 Bill Haskitt, 
Partner + heads 
marketing dept. 



A few of our clients… 



CAPTURE 



Opt-In Placement 

56% Hide Opt-In at the Bottom 



Opt-In Placement 

516% Increase For Top of the Page Opt-In 



Opt-In Placement 

Opt-In at 
purchase or 

account creation 



What are Pop-overs? 

These Not These 



Using Pop-overs 

Using Pop-overs creates 200-400% lift 



CONVINCE 



Convince: value proposition 

• Why should your audience engage 
with you, instead of other 
websites? 

• Some common value props: 
– Newness 
– Quality Information 
– Timeliness 

• Does it have appeal + uniqueness? 
• Be clear and concise: what are the 

benefits to your audience? 
 



Convince: the big three “S”s 

Subject line 

Snippet text 

Sender 

 Sender: recognizable + trustworthy? 
 Subject line: 50 characters or less, contains the value prop, front-loaded 
 Snippet text: move housekeeping items, contains the value prop, front-loaded, 

include CTA 



SENDER 



Convince: sender 

Does the from name and email relate to the list capture method? 
 

On J.Crew’s website 

At point of sale 

Through a 3rd party blog 

CB2’s website 



Convince: sender 

Test:  
A. From: PaperStyle.com   
B. From: Paper Style Customer Service 

20% lift in open rate  



Convince: sender 

Test:  
A. From name: Jason Grant  

From Email: Jgrant@company.com 
B. From name: Jason Grant 

From Email: events@company.com 

70% lift in open rate  



SUBJECT LINE 



Less is more 

18 



Convince: subject lines 

15.2% 
17.1% 
15.6% 
13.5% 

Subject line 
☞ Save Big with Free Freight on Easter 
Free Freight on Easter 
✄ Cut Freight Costs with Free Freight 
Spring Special: Free Freight on Easter 

Open rate 
A 
B 
C 
D 

27% lift  



Convince: subject lines 

9% 
9% 
9% 

10% 

Subject line 
The Fall Collection is Available! 
This just in! New fall fragrances 
Introducing NEW scents for fall! 
NEW! 6 Fall Fragrances 

Open rate 
A 
B 
C 
D 

11% lift  



Convince: subject lines 

34% 
35% 
32% 

Subject line 
Our Largest Sale of the Year – happening 
now 
Over 400 items up to 75% off  
You asked for it: our annual sale is back!  

Open rate 
A 
B 
C 

9% lift  



SNIPPET TEXT 



Snippet text 



Convince: snippet text 



Convince: snippet text 



Convince: snippet text 



COPY 



Convince: copy 

Body copy is 
compatible 
with the 
subject line. 

Email communicates 
instead of markets. 

Logical thought 
sequence. 



Convince: copy 

Quantify claims 
or back them 
up with a 
trustworthy 
source. 

Pass the ‘so 
what’ test. 



Convince: copy 

Quantify claims or back them up 
with a trustworthy source. 



Convince: the “so what” test? 

Subject Line: BPC Applauds Passage of Student Loan Reform 



Convince: the “so what” test? 

Subject Line: BPC Applauds Passage of Student Loan Reform Proposed Subject Line: New Bill Keeps Student Loans from 
Doubling  

BEFORE AFTER 



Convince: the “so what” test? 

Proposed Subject Line: New Bill Keeps Student Loans from Doubling  

Header contains 
value prop 

Better teaser in CTA 

One clear message 
is better than two 

Subject line contains 
value proposition 



Convince: communicate instead of market 



BEFORE AFTER 

Convince: communicate instead of market 



Back up claims 

Add  call-to-action 
that supports the 
value proposition 

Make the value 
proposition clear 

Use images to 
support the value 
prop 

Convince: communicate instead of market 



Convince: communicate instead of market 



Convince: communicate instead of market 
BEFORE AFTER 



Convince: communicate instead of market 

Reiterated call to 
action at bottom 

Secondary  
call-to-action 

Preheader text 

Value proposition at 
top of email 

Clear call-to-action 

Claim-supporting 
content 



Convince: communicate instead of market 



BEFORE AFTER 

Convince: communicate instead of market 



Convince: communicate instead of market 

Secondary content 
moved to bottom 

Preheader text 

Value proposition at 
top of email 

Clear call-to-action 

Claim-supporting 
content 

Single column + big 
call-to-action = 
mobile friendly 



Convince: communicate instead of market 



Convince: communicate instead of market 
BEFORE AFTER 



Convince: communicate instead of market 

Preheader text 

Content shortened. 
Full versions hosted 
on landing page 

Clear call-to-action 

“S-Curve” 
encourages scrolling 



LAYOUT + CTA 



Convince: the layout 

Layout 

S-curve 

450 px 

 Create a good eye path 
 Email should be less 

than 600 pixels wide 
 Combat image blocking 

poor use of 
alt-text 



Close: CTA 

Call-to-action 

 Single prominent CTA 
 Tells the user what it will 

accomplish 
 Includes the value prop 
 Looks clickable 



A/B test streamlining calls-to-action 

A B 

Email 
Multiple CTA 
Simple CTA  

4.83% 
5.61% 

A 
B 

16% lift  

Which CTA won? 
Click rate 



22.2% 
18.6% 

Adding value prop to the call-to-action 

Click rate 
A 
B 

+19% 

A 

B Email 

Shop Now 
Shop W/Free Shipping 

Which CTA won? 



MAKING IT MOBILE 



12-month change in opens 



Mobile e-mail users are growing 

78% 

22% 

Mobile email use
Desktop email use



Mobile problems…. 



Mobile problems…. 



So many screen sizes 



Scalable vs. responsive 

• Scalable 
• One version of the email 
• Email renders well 

regardless of the device 
used to read it 

• Single column design 
• Larger fonts 
• Touch-friendly buttons 

• Responsive 
– Multiple version of the 

email 
– CSS media queries auto-

adjust email depending on 
the device used to read it 

 
 Best If 

You don’t have a ton of resources, 
but need to go mobile. 

Best If 

Heavy mobile audience; mobile app; 
technical resources to make it happen. 



Looking at your stats 



iPhone vs. Android 



Mobile friendly design 

Streamlined messaging 

Larger font size 

Skinnier email design 

Touch-friendly CTA 



Mobile friendly design 

Larger font size 

Skinnier email design 

Touch-friendly CTA 



Yikes! How would you fix it? 

Larger font size 

Touch-friendly CTA 



Mobile 

 
Scalable or responsive? 
Have you tested it across platforms? 
Is your font large enough to see even if resized? 
Is the email 320-550 px wide? 
Is your CTA touch friendly? 
Is the message streamlined? 
 
 
 



It doesn’t end with the email 



Key takeaways 

 
• Is it obvious where visitors should sign up 

for email? 
• Sender – keep it relevant 
• Subject lines – keep it short, include value 

prop, front load 
• Snippet text – support the subject line 
• Using copy effectively – passes the ‘so 

what’ test 
• Mobile friendly = cleaner design, skinnier 

emails, larger fonts + CTAs 
• Start Testing! 



Questions? 

Bill Haskitt 
bhaskitt@whereoware.com 
703-889-1212 
 

GET IN TOUCH 

Website: www.whereoware.com 
Twitter: @whereoware 
Facebook: www.facebook.com/whereoware 
Blog: www.whereoware.com/blog 



Time for a few more? 







Zoomed In  
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