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Remember the basics of good email marketing. 

Bring back the easy, fun, sexy and profitable. 

Simplify the process of writing your emails.
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The Big Picture
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• Work with businesses to build deeper relationships 

with their prospects and customers so that sales 

becomes effortless.
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• Work with businesses to build deeper relationships 

with their prospects and customers so that sales 

becomes effortless. 

• Geeked out on email marketing full time 2 years ago. 

• 30+ years across print media ad sales, web design 

and B2B sales (cyber security).
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Context: Three frustrations, wants and mistakes. 

Strategy: Three things - the Who, Why, What. 

Content: Three guides to write your emails. 

Creative: Email format. 

Bonus: Two tools I use.



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002

• Don’t know what to write. 

• Low response (Opens / Clicks) and afraid of 

unsubscribes. 

• Low or no sales attributed to emails.
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• Write emails effortlessly. Not full time. 

• Higher engagement (Opens / Clicks / Engagement) 

and quality audience. 

• Contributes to more sales…naturally.



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002

• Emails as a sales closing tool. 

• Treat subscribers as a “mark” to take money off 

them. 

• No respect - sending content that’s irrelevant to 

them.
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Bonus: Two tools I use.



The Big Picture
Capture

Cultivate

Convert
Strategy

Content

Creative
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Emails 
that 

matter



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002

Prospects / leads Customers
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Pains / Problems

Symptoms

Aspirations

Where they are now and 

where they really want to be

Quick Wins

Tips / Education / 
Ideas to help them 

now

Prospects / Leads
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Customers

- What’s the next step. 

- Show them the path.
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Prospects / Leads: Get them into having a buying 

conversation with you without being pushy or salesy. 

Customers: Get them to buy more or more often.
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Prospects / Leads:

(               ) (               ) (               )
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Prospects / Leads: 

Know: Know who you are and how you can help them. 

Like: Educate, Entertain, Inform - be valuable to them. 

Trust: 

- Show them how you help others like them. 

- Why buying <item> can change their lives for the 

better. 

- Demonstrate your knowledge/skill - teach, share etc.
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Customers: 

Commit: Reminders, abandoned cart (pre-customers) 

Buy more: New offers. 

Buy more often: Replendish, renewal, replacement 

Fans / advocates: Referrals
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Mental availability 

Probability that a buyer will notice, recognise and/or 

think of a brand in buying situations. 
Professor Byron Sharp, Ehrenberg-Bass Institute
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Clear: Use simple language. Know what you want your 

reader to experience. 

Conversational: Write as you would speaking. 

Call to action: Your reader needs to be told what they 

need to do next. Make it obvious.
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Use hybrid emails 
HTML emails but uses minimal image and 

mostly text. Most flexible depending on 

use case.
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Your own space to influence, guide, teach and 

converse.
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Email is a private (1-to-1) two-way communication 

channel done at scale.
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Only email them stuff that they really care about.



Andrew | The Email Guy Masters of Email Marketing (The Sequel) | 25 May 2002

Connecting the dots, strengthen your arguments and 

builds your story.
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Gets you one step closer to the sale.
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Context: Three frustrations, wants and mistakes. 

Strategy: Three things - the Who, Why, What. 

Content: Three guides to write your emails. 

Creative: Email format. 

Bonus: Two tools I use.





#1 Quillbot: Cut your writing time by more than half 

using state-of-the-art AI to rewrite or shorten any 

sentence, paragraph, or article.







#2 Mail-tester.com: Analyse and test your email 

content for spammyness.







Quillbot: https://quillbot.com/ 

Mail-tester.com: https://www.mail-tester.com/
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