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Introduction

For every $1 spent on email marketing,
$38 is returned.

That ROl is unbeatable across any other
marketing channel. And it’'s why B2B and
B2C brands are putting more money into
email campaigns.

An email newsletter is often the starting point
for marketers looking to form a stronger
connection with their audience and nurture
prospects through the sales funnel.

Containing custom-curated content,
personalized names, branded incentives
and high-quality images, newsletters are
a powerful, templated mechanism for
generating ROI at scale.

So how do you create an email newsletter
that converts? For starters, think of your email
service provider as its own marketing engine.

Let’s look at the newsletter-creation process —

from scratch — as well as examples to help
you visualize each step along the way.

For every $1spent on email

marketing, $38 is returned.
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Grow your newsletter email list

You may be asking, “Wait, how do | even get a mailing list to send a newsletter to?’”
There are a number of ways to go about this. Some of our favorites include:

* Put a temporary pop-up form
on your blog page.

Pop-up CTAs generate 300-500% more
subscriptions than regular CTAs that
appear at the top or bottom of a page.
When we tested this out ourselves, CONTENT AR} [ER
we were able to increase newsletter Join 50,000 of your peers by getting the lstest content marketing
subscriptions by 532%. e ————

* Embed a subscribe CTA into
your normal email comms,

both internally and externally.
The real estate around your email
signature, sign-off and company
disclosure can be leveraged for * Put a subscribe form in your top nav.

newsletter subscriptions, too. o o
Make sure your navigation is sticky, meaning it doesn’t

disappear when users scroll down the page.

¢ Use native embed forms

rather than signup pages. e Host a webinar.

If a user has to click a link and be
directed to a unique signup page, it’'s
less likely they will follow through. But if
you can put the form — a simple “enter
email address here” — directly on a web
page, users can give you their contact
info in fewer steps.

Every single person who enrolls as an attendee hands
over their email address, which can be cycled into your
newsletter mailing list as well (provided you’ve made
this clear to the user).

CHECK OUT THE WEBINAR NOW

First Name Last Name Email Company

CoOEEE CEEE Emrmma s

WATCH WEBIMAR

By filling out this form, you'l alsa be subscribed to Brafton's week etter and be alerted when we share new content Like this,

Wou may unsubscribe from these communications at any time,




Understand opt-in form dos and don’ts

Just because you’re in email contact with It's also best practice for your company
someone doesn’t mean you can automatically because a form fill weeds out spam and
put them into your mailing list. Users have to bot submissions.

opt in under their own free will.
By doing so, your final mailing list will be

That’s why you need some sort of disclosure more intent-driven — not just some robot
informing readers that by filling in their email address that will cause a bounceback.
address, they are making themselves eligible

to receive future email communications. Our standard boilerplate is usually something
This is a regulatory requirement. along the lines of:

By filling out this form, you'll also be subscribed to Brafton's weekly newsletter and be alerted when we share new content like this.

You may unsubscribe from these communications at any time.

Set baseline conversion goals

You know you need a newsletter, but do you know how to measure its success (or failure)?
Your conversion goals are your benchmarks. They help guide your newsletter campaign,
informing you on whether future adjustments are needed or if you’re on the right track.

The core metrics to be mindful of are:

Conversion rate

(percentage of recipients who
completed a desired action)

Open rate Click-through rate

(percentage of recipients who (percentage of recipients
open your email) who clicked on a link within
your email)

EMAILS OPENED UNIQUE CLICKS CONVERSIONS

(DELIVERED

(EMAILS SENT - (DELIVERED
EMAILS x 100)

BOUNCEBACKS) EMAILS x 100)

You can use industry averages to start out. Here’s what you might expect numbers-wise
from your newsletter:

® Open rate: 20-30% e Click-through rate: 15-20% e Conversion rate: 1-3%
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Brainstorm optimized newsletter
content based on audience needs

You know your industry. You know your of text-based links and images that direct

readers. What do they actually want to learn readers to a blog page. Other newsletter

more about? What would they gain from styles may be heavy on authentic

having another email (yours) in their inbox? photography or design. Here’s a rough
sketch of one of our newsletters where we

Your newsletter content is the crux here. first listed out the content that would go into

Traditional newsletters may contain a mix the email, before we began formatting:

Newsletter Lineup

Headliner:
HERE’S PROOF THAT PROMOTIONAL VIDEOS FOR BUSINESS DON’T HAVE TO BE BORING

Additional articles:
AVOID THESE 5 CRIMES WHEN BLOGGING FOR BUSINESS (INFOGRAPHIC)
6 INTRODUCTORY TYPES OF LINK BUILDING THAT ACTUALLY WORK (AND WHY YOUR CONTENT

IS NOTHING WITHOUT LINKS)
4 EXPERT CONTENT STRATEGISTS GIVE THEIR TIPS FOR CONTENT MARKETING SUCCESS
A GUIDE TO EVERY 2018 GOOGLE SERP FEATURE|

INFOGRAPHIC Choose what best represents your audience. For the B2B
professional with no time to read long-form content, perhaps
shorter industry opinion pieces or an infographic could work best
to grab their attention without forcing them to commit too much

of their time.
W,

Conversely, a newsletter is often the platform for giving readers in-
depth content they need but may not find immediately around the
web: You’re sending them high-quality, authoritative content that
resonates, that’s data-driven, that’s waiting right in their inbox.

Also, your newsletter subscribers are deeper in the funnel than
an average blog reader. They, at some point, filled out an opt-in
form and chose to receive your emails. So follow through on that
conversion by matching their newsletter expectations.




Experiment with default newsletter
templates within your email platform

Email automation platforms often come pre-set with several email templates you
can choose from.

Pre-made templates may be your best, most convenient option starting out. They
default to today’s accessibility and responsive design standards so you can be
sure your emails are adapted to a desktop and mobile audience. Templated
newsletters can also make it easier to sync your content with its HTML version,
so that some variation of your email is properly rendered and accessible to all
readers and their email clients.

Layouts e

Multi-Column: Variant 4 Multi-Colurnn: Variant 5 Multi-Column: Variant 6 Responsive 2 Column Responsive 2 Column Basic

i

If you don’t expect to dive into
interactive content or animations that
require advanced coding and custom
design, start with a template and brand
it to your company’s specifications.

B IXXXXX) 6




Custom-design your
template, if needed

You can use several different types of newsletter
formats depending on your audience, time of week,
stage of the funnel, campaign, etc. This is to say,
that subscriber A may not prefer the same layout or
content mix as subscriber B even though they both
fall under the umbrella of “newsletter subscriber.”

That’s why your web dev team can assist in creating
an email newsletter that goes beyond what a default
email platform can provide. Here are several types
of newsletters that we had custom-designed and
templated for future use:

Templates @

AT
LS s
BR: Advanced Nurture - & BR: Advanced Nurture - How to BR: Advanced Nurture - How to
pos y easy technique for create a product demo videa use video at each stage of the
ant markatine that mararatos oomne
-
— — —
w0l
®
BR: Client AWS Followlp BR: Content Catalog Qualifier BR: Database Nurture /15

templates previously performed well.

BR: Advanced Nurture

BR: Advanced Nurture

BR: Ebook Thanks - & Inspiring 3f: Ebook Thanks - 5 Types of

Examples of Healthcare Successful Telecom Marketing

When creating a newsletter for an upcoming email marketing campaign, having
this inventory of templates to choose from makes your job way easier. Nothing
has to be built from scratch and you likely already have some idea of which



Plug in content formats of choice

Once you’ve settled on high-level content types that

your readers are likelier to enjoy and the template

your content will go in, you might need to play I
around with where each feature lives within the

email and why.

Then after a CTA, we switch to two
columns of content, each with a custom
illustration and CTA:

Do you just link to five blog posts and embed one
image? Do you include a CTA after each embedded
feature? What'’s the optimal mix?

For one style of our newsletter, we like to follow a
pattern of columns. At the top we have our title, a
snippet of text and then our first embedded blog
post with a header image.

The Email Drip Campaigns 10 Digital Marketing
Last week we shared advice for Explained Blogs to Follow
c o N T E N T CrE‘ating engaging SOCial chtentJ There's a delicace an o oreating Staying ourmont witl
explainers on drip email campaigns effective emal dip o Jlint; Ul i Wi

M A R K E T E R and display advertising, our 10 e ;___ -

favorite marketing blogs and more! ! | [ FEAD MORE
By Brafton E s e 1=Ty

5 Content Marketing What is Display
Tactics to Phase Out Advertising? A

How to Crush Content Creation on

This Year Beginner's Guide

Social Media in 2019

When it works, social media marketing can feel like magic. Here are some —t —
proven ways to create content your followers will love and share.

L e ) BRAFTON
FUEL YOUR BRAMD

This is just one option we use. What form your newsletter takes is up to you. Just keep in mind
that the more types of content you include, the more diligent you’ll need to be in ensuring each
link works, all graphics and text properly render and that any imagery or video is accessible.

E eeoo0000 8



Drop in clickable CTAs
and proper hyperlinks

This step may seem intuitive in thought, but, depending on
your email automation platform, your newsletter may not
automatically include things like metadata, links that open
in new windows, CTAs that direct readers to a gated page,
etc. These are often tasks you need to manually insert,
double check and test for.

Here’s how Pardot enables users to easily adjust text,
graphics and links:

& CDITOR @ <> HTML & PROVICW = TIXT ©

How to Crush Content Creation on
Social Media in 2019

When it works, social media markeling can feel like magic. Here are some
proven ways to create content your followers will love and share.

With CTAs, opt for clickable buttons that follow your branding
guidelines, rather than a simple blue hyperlink. For clickable
images and article titles, ensure that you’re plugging in the
right links, which can be done within your platform’s text editor.

There’s nothing worse than putting together a top-notch
newsletter with beautiful visuals only to find out that it’s
practically useless to readers because there are dead links
and incomplete conversion pathways.

READ MORE

-

Link Editor 2

Link Text

Read Maore

Link

https: /{www.brafton.com/blog/social-me




Add personalization tokens or variable tags

These features are what make your
newsletters feel authentic and individualized
to each recipient, rather than another
spammy email blast.

Personalization tokens are a mechanism for
making each email customized by filling in

Advanced Subject Composer

|
Subject

Hi 9 % first_name% % - How to crush content creation on social me @

‘ + Insert Variable Tags + Insert Dynamic Content

Cancel Save

Pardot Variable Tags

Bw Spending

City

Comments

Company

Contact Us Notes
Country

Create A Strategy
Create A Strategy Goals

Create A Strateav Industrv

=

a specific property with pre-set information.
For instance, in the example below, we
personalized the recipient’s name in the email
so that it actually says their real name, not a
generic “Hi reader” or “Hi valued customer.”

Subject:  Hi Blake - How te crush content ereatien on social media in 2019

The

CONTENT
MARKETER

Last week
ating enga
plainers ai
display ad
marketing

By Brafton

Pardot refers to these as variable tags. You
decide the variable, in this case, the subject,
or recipient. Then the system crawls your
email list to autopopulate your email with
each recipient’s first name.

You can customize by different tags, too, like
industry, country or whatever information you
have on record about a subscriber.

Personalization tokens are incredibly
important, as studies repeatedly prove.
Consider that:

N

Personalized emails drive 14%
higher click-through rates.

\ Personalized subject lines are 26%
more likely to be opened.

51% of digital marketers say
personalization is their No. 1 priority.

10




Write your subject line
(now redo it a few times)

Subject lines are very much a zero-sum game. They’re either very good, or they’re entirely
unclickworthy. And in the realm of email marketing, subject lines cash your checks.

Here are a few quick guideposts when coming up with your subject lines:

35% of emails are opened The average subject line is Numbers and Title case
due solely to the subject line. 7 words long. typically perform best;
symbols and spam words
perform worst.
In general, make sure your subject lines are truly »

representative of what the email contains; no bait

and switch. Below are a few of our more recent ) L (
[ ]

newsletter subject lines, which, as you can see, are
often how-to, best practices or list-based formats: -

5 of the best types of content to post on LinkedIn in 2019 o inbox

How the evolution of handheld technology affected content marketers
(infographic) ©

How BuzzFeed mastered content creation ™ Inbox x

When you think you have a great subject line, spend five more
minutes tweaking it. It’s worth it.

B e0000000000 1



Preview your newsletter template
as your audience will see it

As you round out your newsletter and begin putting the finishing touches on it, put yourself in
someone else’s shoes. You may actually be too close to the content and unaware of how it’s
perceived by others, especially your prospects.

Use the “Preview” function in your email platform to accomplish this. In Pardot, you’ll see:

® MR @ < HTML R TXT O What’s cool is that you can click on

the dropdown menu and view your

To:

izl e newsletter from the vantage point
s of various subscribers, such as an
CONTENT i crsssing socnl content, ex. official prospect tied to your Salesforce
MARKETER 5o i o 1o database. With this view, you virtually

By Braftor

become your reader. This should help
you catch any lingering but previously
invisible personalization issues, text
formatting issues or typos.

Verify responsive design and
rendering across various email clients

B 000000000000 12

In addition to a preview, you should
also send a test email to yourself
to see the final product before it
becomes truly final.

Your subscribers will be using many i
different types of email clients, and
not all of them will feature your
newsletter exactly as it appears on S
your screen. Running a “new render” = Emil T am m = -
test shows you how each email client S S T
in your email list will display your == -
newsletter, as seen to the right:

WEB EMAIL CLIENTS



You’ll also receive some free
suggestions for how to improve
your email and to avoid getting
caught in spam filters:

Emnail Clients Subject Line Preview Spam Analysis
RESULTS
Barracuda & Passed with & score of 0.17
Gmail © Failed
GMX  Passed
Mail.com = Passed
Outlook ¥ Passed
Sender ID o Passed
Sender Policy Framework » Passed
Spamassassin ¥ Passed with a score of 0.8

Balow are some suggestions provided by the various filters:
= Barracuda - Your email has lots of images but relatively litthe text, Consider adding more text comtent. If your email is made up of one singular image, considered slicing that image up and add system test (o

the body rather than all text as part of the image

= SpamAssassin - Your email has lots of images but relatively little text. Consider adding more text content. If your email is made up of one singular image, considered slicing that image up and add system test
to the body rather than all text as part of the image,

This is also the stage where you’ll want to “sync” your HTML and plain text proofs. Send yourself
a copy of each version, open them and take a look to see that they’re conveying the same
information, even if one is more visualized than the other:

» The Content Marketer Text Proof - How to crush content creation on social media in 2019 - Last week we shared advice for ...

» The Content Marketer HTML Proof - How to crush content creation on social media in 2019 - Last week we shared advice f_.

Within your text editor, you should have some variation of “sync¢,” which keeps your proofs
aligned. For context, here’s the difference between our HTML and plain text newsletters,
despite them being created the same way within Pardot:

HTML Proof - How to crush content creation on social media in 2019 & s s & B

Text Proof - How to crush content creation on social media in 2019 © s« L
The Costent Markster " row i i
ok The Costent Marketer " ol fr w
The
Lasst week we shared advice for
CONTENT  ceingcrgasing socio comtent, Lot e o ot g 8 s, 8 4 ek g 9
explainers on drip emall campaigns sy heartaing. cas 10 tsvorte markcsting bogs and mos!

MARKE l En and display advertising, our 10
t
By Brafan

avorite marketing blogs and more!

i, g L
W o ahow - -l w i1 £ i T
How to Crush Content Creation on B — T .
Social Media in 2019
B 0000000000000 13




Select the email list to send to

Now it’s time to decide which group of people should
be so lucky to receive your newsletter. This ties

back to your original marketing strategy and larger
business goals.

Your email marketing mailing list, unfiltered, might

be an unhelpful, unanalytical behemoth. But by
segmenting your email list out by who, specifically,
you want to target, you can increase your chances for
hitting your conversion benchmarks while refraining

from unnecessarily spamming low-quality leads with / \

content that’s not relevant to them.

Decide completion action (conversion) to measure

When we first started this eBook, we spoke
of the importance of knowing which metrics
to track. Before officially launching your B e
newsletter, you’ll need to select, within your
email platform, the metrics you want it to
measure and report on.

Completion Actionsx

Take action when...

a prospect opens this email

@ a prospect clicks this email

These are referred to as completion actions

in Pa rdot Apply actions only if a specific URL is clicked
Completion Actions

Depending on what action a subscriber takes FU Addtotist ¢

once receiving your email in their inbox, it B Clicks | Ma Choose

could subsequently trigger a different event,
such as a sales rep reaching out to them via
email, or maybe an unsolicited web demo.

+ Add new completion action

a prospect unsubscribes via this email

Carefully curating these actions and events
automates much of the manual back and
forth between you and subscribers, which is
a good thing when you’re sending to tens of
thousands of people at once.

B 0000000000000 0 14



Have a welcome email ready to
go for those who do sign up

This is often overlooked yet completely underrated. We've
found that the trusty welcome email is one of the best-
performing emails you will ever send.

Once someone signs up for your newsletter, they should

quickly receive a short note from you. It should be appreciative,
inviting and forward-looking. After all, they signed up; now tell

them what they should expect.

Hey !

Jeff Baker from Brafton here, | wanted to thank you for joining our community of
50k content marketers. Here's what happens next:

1. Newsletters: Didn’t have time to check out the blog this week? No
problem, we curate the top content from each week and deliver it every
Tuesday morning at 8am ET.

2. How to contribute: We have a very active community that likes to ask
questions and contribute content ideas. Got something you want to learn
more about? Submit your ideas here.

3. Podcast: Are you more of an audio person? Check out our podcast Above

the Fold, updated weekly.

Want to get to know us a little better? Check out this quick video:

BOSTON CHICAGO SAN FRANCISCO

If you have any questions or want to chat content marketing, feel free to reply back

anytime!
Cheers,

Jeff

A

WELCOME!

-

Welcome emails often

have 60% open rates.

These welcome emails often
have 60% open rates (2-3
times higher than any other
email you send in the future).
This means subscribers are
expecting this email, and
they’re eager to know your
brand better.

Here’s a version of ours to
the left:

Do not skip this step. This
email should be triggered by
each newsletter signup. From
here on out, your subscribers
will receive their recurring
newsletter, as promised.

15



Measure performance for ideal
send frequency and engagement

Continue to track metrics that matter to your expecting, what’s the root cause?

marketing campaigns over time. Investigate

what’s working based on engagement In our experience, subscribers aren’t hesitant
rates and decide whether it makes sense to to provide their very candid feedback to
double-down on your email comms. Or, if your emails. Even if that’s “nope, get me off this
newsletter isn’t garnering the lift you were list” or “Yes, this is awesome.”

99.72% 9.24%

DELIVERY RATE HTML OPEN RATE

14.57%

CLICK TO OPEN RATIO

41% 21%

READ RATE SKIM RATE

20

FORWARDS

Email Client Breakdown

Outlook

M Apple Mail

W Apple iPhone

M Gmail
Web Version

M Other
Apple iPad

B Google Android
Yahoo! Mail

M Thunderbird
Samsung Mail
Windows Live Mail

B Glanced or Unread M Skimmed Read Other

You’ll also learn which times of the week draw the most attention and which industry verticals
want more content from you. These types of factors will empower you to constantly revise your

benchmarks and set new performance goals so that your email campaigns are delivering every
ounce of ROI possible.

B 0000000000000000 16




Conclusion

We’re huge fans of newsletters. They are
foundational marketing tools that create an
end-to-end digital experience for prospects.

We see it happen every day. A searcher lands
on our blog. They click on our newsletter
subscription CTA. They engage with content
a few times. They request gated assets and
sales calls. They are nurtured further until
becoming a closed sale. Sure, it can take
months or years for this lifecycle to come to
fruition, but it’'s ROI that can’t be as easily

and organically captured through other
marketing channels.

With that said, here are several email
marketing platforms that will make your life
easier through drag-and-drop functionality,
pre-designed newsletter templates and real-
time metrics-tracking synced with your CRM:

¢ Constant Contact.
e MailChimp.

® GetResponse.

® Drip.

e HubSpot.

e Campaign Monitor.

Now send us your best newsletter!

17


https://www.constantcontact.com/index.jsp
https://mailchimp.com/
https://www.getresponse.com/
https://www.drip.com/
https://www.hubspot.com/
https://www.campaignmonitor.com/

BRAFTON
FUEL YOUR BRAND

f ¥ in WWW.BRAFTON.COM

brafton.com/wp-content/uploads/2019/01/Brafton-2019-State-of-CM-Report.pdf | brafton.com/blog/strat-
egy/how-we-increased-newsletter-subscriptions-by-532-success-story/ | campaignmonitor.com/blog/
email-marketing/2018/12/70-email-marketing-stats-you-need-to-know/ | smarterhq.com/blog/b2c-
marketing-report | blog.hubspot.com/sales/subject-line-stats-open-rates-slideshare | cosche
dule.com/blog/email-subject-line-best-practices/ | brafton.com/blog/email-marketing/
better-email-content-begins-with-these-best-practices/ | brafton.com/blog/email-
marketing/the-best-enterprise-email-marketing-platforms-
of-2019-ranked-and-reviewed/



https://www.facebook.com/Brafton
https://twitter.com/Brafton
https://www.linkedin.com/company/brafton/
http://www.brafton.com
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