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Why Most Emails Fail (And Yours Don't Have To)

Most email writers make the same mistakes. They're boring. They're samey. They blend into the inbox — and then they wonder why their open
rates suck. The brutal truth is that the average marketing email gets a 15-20% open rate and a 2-3% click rate. That means 80% of your audience
never even sees your message, and nearly 98% never acts on it.

The difference between a forgettable email and an unforgettable one isn't budget, tools, or list size. It's the writing. It's the fundamentals that most
people skip in their rush to hit send. These aren't complicated tactics or manipulation tricks — they're principles that make people wantto read
what you write.

Master them, and you'll write emails that people actually look forward to. Emails that convert. Emails that connect. Emails people forward to
friends because they can't help themselves. This guide contains 12 field-tested secrets. Use even three of them consistently, and you'll outperform
90% of the emails in your audience's inbox.

15% 2% 12

Average Open Rate Average Click Rate Secrets Inside

Industry average — most emails are ignored Nearly nobody takes action on forgettable, Writing fundamentals that will transform every
before they're ever read corporate-sounding emails email you send from here on out



Secret #1: Stop Being Boring and Samey

FOUNDATION SECRET

Most emails sound like press releases. Corporate memos. Professional announcements drenched in jargon. "We are pleased to announce an
innovative solution that leverages cutting-edge technology to maximize your operational efficiency and synergize your business objectives." Sound
familiar? Now compare it to: "We built something that will save you 10 hours a week. That's it. That's the whole thing." Which one would you

actually read?

The antidote is simple: write like you talk. If you wouldn't say "leverage synergies" in conversation, don't write it. If you wouldn't say "we're excited
to announce" in real life, replace it with "I'm excited to show you" — which feels like a real person talking. Use contractions. Use short sentences.

Have an actual opinion. The moment you start hedging everything with "might," "could," and "possibly," you've already lost them.

Y Corporate Real
"Leverage" - "Maximize" - "Synergize" - "Robust" - "Utilize" - "Use" - "Get more of" - "Work together" - "Strong" - "Use" - "Help"

"Facilitate"



How to Inject Real Personality Into Every Email

Personality isn't about being edgy or controversial — it's about being you. That means having an opinion, using humor when it's appropriate,
being specific instead of vague, showing your work, and admitting your struggles. Each of these is a lever you can pull to make your writing come
alive. The readers who become loyal fans aren't loyal to your product — they're loyal to you. And they can't be loyal to someone they can't see.

Here's the most overlooked technique: break the structural pattern everyone else is using. Instead of Generic Opener — Feature List > CTA —
Sign-off, try starting with something that happened to you. A question. A confession. A random story that connects to your reader's world. The
moment your email opens differently, you've already won half the battle — because you've earned their curiosity.

O &

AVA
Have an Opinion Use Humor
Boring: "There are many approaches to marketing." Interesting: "Most Boring: "Our product is efficient." Interesting: "Our product won't
marketing advice is garbage." You don't have to be mean. But you have  change your life — but it will free up 10 hours a week. Use them
to take a stand. Wishy-washy writing gets skipped. however you want. We don't judge."
Be Specific Admit Struggles
Boring: "Many people struggle with email." Specific: "l used to spend 4 Boring: "We succeeded because we're smart." Real: "We failed 7 times

hours a day in my inbox. FOUR. HOURS. | was living in email, not living before we got it right. Each failure taught us something. Here's what we
in life." Specifics create connection. learned." Honesty builds trust faster than polish.



Secret #2: Write Must-Open Subject Lines

HIGHEST LEVERAGE SECRET

Your subject line determines everything. If people don't open the email, nothing else matters — not your story, not your offer, not your signature
P.S. The subject line is the gatekeeper, and most writers treat it like an afterthought. They write the whole email, then slap a generic headline on
top. That's backwards. Your subject line deserves as much attention as your entire email body.

Great subject lines do five things: they create curiosity, they're specific (not vague), they feel personal, they hint at value, and — critically — they're
honest. They deliver on the promise. Clickbait that disappoints destroys trust faster than any mistake you can make inside the email itself. The
goal isn't to trick someone into opening. It's to make the right person say, "That's exactly what | needed to read today."

The Question

1 "What if you could work half as much and make twice as much?" Questions demand answers. The brain can't help but engage — and
that engagement pulls them in.

The Curiosity Gap

2 "What | learned by making $1M (spoiler: it wasn't what | expected)" Say enough to intrigue — but not enough to satisfy. The gap must
be closed by opening the email.

The Bold Statement

3 "Most [advice] is garbage." Slightly controversial, totally honest, and impossible to scroll past without having a reaction. Commands
attention by having a real take.

The Specific Benefit

4 "How to save 10 hours a week (the real way)" Shows value immediately. The specificit — 10 hours, not "lots of time" — signals that
you actually know what you‘re talking about.

The Contrast

5 "I was making $100K and miserable." Tension is built into the contradiction. Readers want to know how the story resolved — and that
curiosity drives opens.



The First 50 Characters: Your Only Real Shot

Here's what most marketers don't understand: on mobile, your reader sees your sender name, the first 40-50 characters of your subject line, and
maybe a preview snippet — all in about one second. That one second is your entire window. Most subject lines waste those first 40 characters on
slow setups, corporate pleasantries, or words so generic they trigger the delete reflex before the brain even registers them.

Y Weak First 50 Characters Strong First 50 Characters
"Important information about your account that you need to "Stop wasting time in your inbox (here's proof)"
know..."

First 50 chars: "Stop wasting time in your inbox (her..." —
First 50 chars: "Important information about your acc..." — BORING. INTERESTING. Has a hook, has a result, compels a click.
Sounds like spam. Deleted before it's read.

"You've been doing this wrong (and here's the fix)"

"We're excited to announce the launch of our new feature..."
First 50 chars: "You've been doing this wrong (and..." —

First 50 chars: "We're excited to announce the launch..." — CONVERSATIONAL + INTRIGUING. Personal and immediately relevant.
CORPORATE. No one cares. Straight to trash.

The fix is simple but requires discipline: write your subject line, count to character 50, and ask yourself — "Would | open this based on just these
words alone?" If the answer is no, rewrite it. Do this every single time before you hit send, and your open rates will climb within weeks.



Secret #3: Build Desire Before You Sell

CONVERSION SECRET

The biggest mistake most email writers make is selling too fast. The email arrives. You pitch immediately. The reader closes it without buying —
and you wonder what went wrong. Here's the truth: you can't sell something people don't consciously want yet. But you can create the desire to
have it — before you ever mention what it is.

Most people know they have a problem. But they're numb to it. They've lived with it so long it's become background noise. Your job as an email
writer is to make them fee/ that problem again — vividly, specifically, uncomfortably. Not to torture them, but to remind them that the problem is
real and that it's costing them something important.

Show the Show the Paint the
Problem Cost Possibility

Once you've taken them through all three stages, you introduce the bridge: "What if | told you this is actually fixable?" And then — only then — you
introduce your offer. The offer feels like relief, not a sales pitch. That's the difference between an email that converts and one that gets deleted.



Secret #4: Turn Your Wins Into Their Wins

COMMUNITY SECRET

Most people don't share emails about your wins. Why? Because they don't feel like their win too. A revenue milestone or product launch that's
framed as "look at what we did" lands as bragging. But the same achievement framed as "look at what we did together — and here's what it
means for you" lands as community. The difference is entirely in the framing.

The formula is straightforward: Your Win + How It Affects Them = Their Win. If you hit $1M in revenue, the story isn't the number — it's that the
growth means more investment in the product they use, more features they requested, better support. The audience made that happen by
choosing you. That's a story worth sharing.

01 02 03

The Announcement The Story The Credit

State what happened — be specific. A real Show how you got here. The early days, the Explicitly attribute the win to your community.
number, a real milestone, a real moment. doubt, the near-misses. Make it relatable so "You believed in me when | didn't believe in
Specificity makes it credible and shareable. they see themselves in the journey. myself." This is where readers feel ownership.
04 05

The Benefit to Them The Invitation

Show what this milestone means for them specifically. New features, Ask them to celebrate — forward, share, tag you. Don't say "please
expanded team, better content — growth that serves them directly. share this." Say "tag us on social. | want to celebrate with you publicly."

Make them the hero.



Secret #5: The Single Most Powerful Word in Email

CONNECTION SECRET

That word is "You"

Not just writing "you" somewhere in your email. But using "you" to show you understand their specific situation — to make them feel seen, to
create personal connection, to acknowledge their exact struggle before they've even told you about it. When you write "Many entrepreneurs
struggle with balance," that's generic — it could be about anyone. When you write "You're struggling with balance," that's personal. It's about them
specifically, and they feel it immediately.

Generic (Anyone Could Write This)
"Many people make good money but feel unhappy."
"Price increases can feel intimidating."

"Business owners often experience anxiety."
"People often delay difficult decisions."

"There's often a sense that change is necessary."

When you use "you" this way, you're communicating five things at once: | see you. | know what you're dealing with. You're not alone. I'm talking to
you specifically. And — most importantly — | get it without needing you to explain. That's the fastest path to genuine connection in any written
medium, and it costs you nothing but the willingness to be direct.

@ The rule: Use "you" to show understanding, never to shame. "You're struggling" builds connection. "You're a failure because..." creates
resentment. The difference is empathy vs. judgment.



Secret #6: Fuse Random Stories to a Satisfying Takeaway

STORYTELLING SECRET

Most story emails fail at the end. The reader finishes the story thinking: "So what?" The story was interesting — maybe even riveting — but without
a clear takeaway, it's just entertainment that evaporates. The secret isn't telling better stories. It's knowing how to bridge from story to point so the
reader walks away with one clear, applicable idea they didn't have before they opened the email.

The missing piece is what we call the Bridge — the three-part connector between your story and the takeaway that makes the lesson land. Without
it, readers feel the gap: story was here, offer is over there, and the jump feels jarring. With it, the email feels like a seamless, inevitable journey
from experience to insight to action.

1 2
The Story The Bridge
Specific, detailed, emotionally honest. Start with the most interesting Three parts: the immediate lesson you drew, the broader truth that
moment — not the beginning. Pull readers in before they can decide applies beyond just you, and how it applies to them specifically right
to stop. now.

3 4
The Takeaway The Application
ONE clear idea. Not three. Not five. One. Something they can Show them exactly what to do with this insight this week. Make it

remember after they close the email. Something they might not have small, specific, and actionable. Remove every excuse not to try it.
considered before reading it.



Secret #7: The First Glance Trick for Higher Open Rates

TECHNICAL SECRET

On mobile — where the majority of your subscribers are reading — your email shows three things in the notification: your sender name, the first
~50 characters of your subject line, and sometimes a preview text snippet. That's it. Most people spend one second deciding whether to open or
delete. One second. That means your first 50 characters are doing all the heavy lifting, and most emails waste them entirely on setups, greetings,
or corporate filler.

The fix is to pack your most intriguing words into the very front of the subject line. Don't waste space on "Hi there," "Important update,” or "l want
to tell you something." Use that space for hook words, curiosity creators, benefit statements, and emotional triggers. Then use the preview text —
that secondary snippet your email platform lets you customize — to amplify the subject line's hook. Together, subject line and preview text should
function like a one-two punch that makes ignoring the email feel like missing out.

"Stop [thing you hate]" "Why [most people] [what they miss]"

Leads with action and implied benefit. The reader immediately Creates a curiosity gap and positions the reader as someone
wonders: what should | stop, and why? Strong from character who's about to learn something others don't know. Flattering and
one. intriguing.

"[Bold claim] (here's why)" "I was [before] (then [after])"

The parenthetical "here's why" is a promise. Readers can't help Implies a transformation story. Readers are wired to want to

but want to collect on that promise. This format consistently know how people change — especially when the contrast is sharp

performs above average. and specific.



Secret #8: Tell Stories That Stick

CRAFT SECRET

A story sticks when it's unexpected, specific, emotional, relevant, and simple. All five. Most story emails hit two or three of those criteria — which is
why they're forgettable. They're too vague ("l was struggling with productivity"), too predictable ("l tried something new and it worked"), or too
emotionally safe ("l was frustrated with my business"). The stories that stay with readers are the ones that feel real enough to be uncomfortable.

Consider the difference: "l was frustrated with my business" is safe and forgettable. "l was crying in my car before client meetings because | was
terrified I'd be exposed as a fraud" is vulnerable, specific, and impossible to forget. One is a category. The other is a moment. Your goal is to write
moments, not categories. The more specific the detail — the time of day, the dialogue, the small sensory element — the more the reader's brain
lights up and holds on.

Specificity: The Anchor

"l was answering emails at 2
AM. My wife asked, 'Why are
you still working?' | didn't have
an answer. | just knew |
couldn't stop." The concrete
time, the real dialogue, the
emotional confusion — these
details are what make a story
lodge in memory and refuse
to leave.

Unexpected Twist: The
Hook

"l tried something new and it
made things worse. But the
'worse' was actually better."
Subverting expectations
creates intrigue. A paradox
makes a story memorable
because the brain has to work
to hold two contradictory
truths simultaneously — and
that cognitive effort makes it
sticky.

Emotional Honesty:
The Connection

Safe: "l was frustrated."
Honest: "l was crying in my car
before my biggest client call
because | was terrified I'd be
exposed as a fraud."
Vulnerable honesty is the
fastest bridge between your
experience and your reader's
inner world. It gives them
permission to be honest with
themselves too.



How to Keep Readers Reading Past the First Paragraph

People decide within 30 seconds whether to keep reading. The first paragraph's job isn't to tell the whole story — it's to make closing the email feel
like a mistake. You do that by promising a payoff, asking questions that need answering, and leaving enough information incomplete that the

reader's brain refuses to let them scroll away. Rhythm also matters enormously: varying sentence length controls the pace at which the reader
moves through the email and prevents the dreaded "skimming and skipping" behavior.

Promise at the Top

"I'm going to tell you why | almost didn't launch this. The reason is
important. It might change how you think about your own

business." Now the reader must keep reading to collect the payoff.

Incomplete Information

Not: "l realized | was burnt out, so | quit." (Complete — no reason
to keep reading.) Yes: "That's when | realized something that
changed everything." (Incomplete — the reader must continue.)

Questions That Need Answering

"Was | crazy to quit my job? Should I just give up?" Open questions
create forward momentum. The brain won't rest until it has the
answer — which means it keeps reading.

Rhythm Variation

| was frustrated.

Really frustrated.

The kind where you consider quitting everything.
And that's when it happened.

Short paragraphs create momentum. White space invites the
reader deeper.



Secret #9: Be Unforgettable — Your Signature Move

IDENTITY SECRET

Most people forget who sent them an email. They read it. They find it helpful. Then they forget it was from you. The result: no ongoing connection,
no relationship, no future sales. The fix isn't to write better emails — it's to make your emails recognizable. That means developing a signature
move: something unique to you that appears consistently across your emails, something that lets a subscriber identify your writing even if your
name were removed from the header.

Your signature move could be a particular phrase only you use ("That's the whole thing."), a repeated structure (always three-part lists, always a
P.S.), a signature tone (irreverent humor, tough love, warm mentorship), or a specific element (always opening with a question, always ending with
a reply prompt). The key isn't what the move is — it's that you use it consistently enough that readers start to expect it, look forward to it, and
associate it with you specifically. That recognition is the foundation of loyalty.

A Catchphrase A Structure

A phrase you return to repeatedly. "That's the whole thing." "Here's Always 3-part lists. Always a P.S. Always contrasts. Consistency in
the real talk:" "Mark my words:" Readers start to hear your voice structure creates subconscious familiarity — readers recognize
when they read it. your emails by shape before they read a word.

A Tone A Personal Element

Irreverent. Direct. Vulnerably honest. Nerdy. Warmly tough. Always a personal P.S. Always a reply prompt. Always a real
Whatever is authentically you — lean into it consistently. Don't anecdote. These recurring elements signal to readers: this is a real
moderate yourself into blandness. person, and they know me.

[J The unforgettable test: Ask a subscriber, "If | removed my name from this email, could you tell it was from me?" If yes, you have a
signature move. If no, you need one.



Secret #10: The Graceful Segue From Story to Pitch

CONVERSION SECRET

Most emails have a jarring shift that kills conversions: the story is personal, vulnerable, and real — then suddenly the email turns salesy and
promotional. The reader thinks, "Whoa. That went from genuine to gross real fast." The solution isn't to make the pitch less salesy. It's to build a
bridge so sturdy that the reader never feels the transition. The pitch should feel like the natural, inevitable conclusion of the story — not a topic
change.

I

Story . Pitch
Resolution LRl Introduction

The bridge has three components: an acknowledgment ("If you're feeling burnt out..."), a realization ("l discovered that most people in this
situation don't know how to make the change without losing what they've built"), and a reason for the pitch ("That's exactly why | created
[PRODUCT] — for people in your exact position"). When those three pieces are in place, your offer feels like relief instead of interruption. The
reader doesn't feel sold to. They feel helped. And that is the most powerful conversion state there is.



Secret #11: Weave Social Proof Without Being a Braggy
Blowhard

CREDIBILITY SECRET

You need credibility. But if you brag, you sound like a jerk. The core principle is show, don't tell — and make sure every piece of social proof is in
service of helping the reader, not impressing them. "I'm incredibly successful" is annoying. "One client went from $50K to $500K after working with
me" is credible, specific, and shifts the focus to the reader's possible outcome rather than your past achievement.

Specific Results Third-Party Validation

Don't: "l help people make more money." Do: "My clients go from Don't: "I'm a great coach." Do: "One client said: 'This is the best
$100K to $250K in the first year." Specific numbers are credible. investment I've ever made." Someone else said it — not you. That's
Vague claims are invisible. the difference between bragging and proof.

Case Studies Casual Mentions

Don't: "I help businesses grow." Do: "Sarah went from 1 client to 30 "And that's why it's worked for 500+ people. But enough about me.
in 6 months. Here's her story." A real person with a detailed story Here's why this matters to you." State the proof, then redirect
shows what's possible in a way no statistic can. immediately to the reader. Give it, move on.

The humble brag test: before using any social proof, ask yourself, "Would someone reading this think I'm bragging?" If yes, reframe it — use
customer voice, focus on impact over numbers, mention it in passing rather than as the main point, and always attribute results to your system or
your clients' work, not to your greatness.



Secret #12: Create Intimacy That Makes Readers Want to
Be Your BFF

RELATIONSHIP SECRET

Most business emails are professional. And professional means distant. Distant means no real connection. And no real connection means your
readers follow you without ever feeling c/lose to you — which means lower loyalty, lower engagement, and lower lifetime value. Intimacy is what
transforms a subscriber into a fan, and a fan into a customer who buys repeatedly and tells their friends. The good news is that intimacy is entirely
within your control as a writer.

Intimacy comes from vulnerability, specificity, honesty, personal details, asking real questions, admitting mistakes, and showing who you really
are. The more specific you are about your own experience, the more universal it becomes — because specificity signals authenticity, and
authenticity is what people are desperately starved for in a world of polished, curated content. The key boundary to maintain: share struggles, not
trauma. Show humanity, not crisis. Connect as peers, not as someone seeking support.

Vulnerability 1

"I'm going to tell you something | don't usually say publicly..."
Share what most people hide. It signals trust and earns trust

back. 2 Specific Detail
"My daughter asked me this week: 'Dad, are you happy now?"
The more specific the personal detail, the more intimate the
Admitting Mistakes 3 connection it creates.

"I was completely wrong. And | kept doing it anyway for six
months because | was too stubborn to admit it." Mistakes
make you human. Humans are likable. 4 Asking for Input

"How do you handle this in your business? I'm genuinely
curious. Reply and let me know." Dialogue creates
Humor at Own Expense 5 relationship. Monologue creates distance.

"I tried that for three months. It was a disaster. | basically
became the human equivalent of a sad houseplant." Self-
deprecation disarms and delights.



The Master Email Formula: All 12 Secrets Combined

When you use all twelve secrets together, you create emails that get opened, get read, build desire, create intimacy, convert gracefully, stand out

from the crowd, and stay remembered long after the inbox is closed. The complete formula isn't complicated — but it's intentional. Every section

has a job. Every word earns its place. And the whole thing feels less like marketing and more like a letter from someone who genuinely

understands you.

Part 1: The Opening

Must-open subject line (strong first 50 chars) + immediate hook —
question, bold statement, or vulnerable admission. 30-50 words
max.

IIIT

Part 3: The Bridge

Acknowledge their situation. Share what you learned. Explain
naturally why you're introducing what comes next. 50-75 words.

Part 5: The Offer

Clear what it is. Shows how it solves the problem revealed in the
story. Easy to say yes. 75-100 words.

Part 2: The Story

Specific, detailed, emotionally honest. Includes vulnerability. Has
rhythm variation. Uses dialogue. Creates intimacy. 300-400 words.

Part 4: Social Proof

Woven naturally into the narrative. Third-party validation when
possible. Specific, not bragging. 25-50 words.

O

Part 6: Your Signature

Your signature move. A personal touch. A P.S. that's relevant,
memorable, and continues the relationship. 50-75 words.



The Complete Email Writing Checklist

Before you hit send on any email, run it through this checklist. It's the fastest way to catch the mistakes that kill engagement — and confirm the

elements that drive it. Print it. Bookmark it. Make it part of your pre-send ritual. The best email writers aren't necessarily the most talented; they're

the most disciplined about reviewing their work before it reaches real human beings who deserve your best effort.

Subject Line & Opening

() Subject line passes the first 50-character test?
(O Creates curiosity or hints at specific value?
() First paragraph hooks immediately?

() Makes reader want to keep going?

Voice & Tone

() Sounds like me — not corporate or robotic?
(O No jargon (leverage, maximize, synergize)?
(O Uses contractions throughout?

() Has a clear opinion or personality?

() Includes my signature move?
Story & Structure

() Story is specific with real details?
() Bridge connects story to offer naturally?
() Takeaway is one single clear idea?

(J No jarring transitions anywhere?

Connection & Intimacy

() Uses "you" to show understanding of their situation?
() Makes reader feel seen and not alone?
() Has at least one vulnerable or personal moment?

(1) Asks a real question (invites a reply)?
Social Proof & Offer

() Results are specific (not vague)?

() Social proof is woven in naturally?

() Doesn't sound like bragging?

() Offer clearly solves the story's problem?

() CTAis obvious and easy to act on?
The Overall Test

() Would I want to receive this email?

() Does it stand out in a crowded inbox?

() Does it feel like it came from a real person?
() Would a reader tell a friend about it?

() P.S.is personal, relevant, and memorable?



Secret #7: The First Glance Trick for Higher Open Rates

EMAIL STRATEGY

Mailbox summarizers prioritize the top of your email and skip your pictures. A recent study revealed that a significant majority of keyword

matches in email summaries come from the first half of the email, varying by platform. This means that if your core message or offer is buried or

hidden within images, it's essentially invisible to summarizers.

Keyword Matches from First Half (%)

825

65.4

Google Apple Microsoft
Email Platform

Information inside graphics and attachments was essentially invisible to all three summarizers. If your offer only lives inside a picture, the
summary has nothing to say about it. Front-loading an email has been a consistent best practice for twenty years, and this data provides yet
another compelling reason to adopt it.

Do this today:

() Read only the top half of your next campaign, with images switched off.
() Ensure your offer and reason to act are both clearly stated in words.

() Move crucial information to the top if it's currently hidden, ensuring it's visible to summarizers.
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Optimize the Reader Journey: Post to Profile to Pitch

While "First Glance" often refers to email, the principle extends to any initial interaction. Don't let your best social posts lead to dead ends. Ensure
a seamless journey from curiosity to conversion by aligning your post's promise with your profile and ultimate destination.

=

1. The Post 2. The Profile 3. The Destination

What made them curious? Identify the core What proves this account can help? Does What is the next useful step? The first link
promise or question raised by your top- your bio and featured content reinforce the should directly address the reader's next
performing content. post's message and establish authority? guestion, continuing the narrative.

Your Action Plan:

Conduct a "Path Audit" for your top three posts:

e Identify Core Promise:
e Review Public Profile:
e Test Destination:

e Fix Mismatches:

Start with your most relevant post and track visitor actions after optimizing its path. A smooth journey turns casual clicks into committed
customers.



Secret #5: Transform Policy Language into Customer
Answers

CUSTOMER EXPERIENCE TRANSPARENCY

Stop speaking in legal terms and start answering the questions your customers actually have. Transform complex policy language into clear,
empathetic answers. Bombas, for example, turns "100% Happiness Guaranteed" into practical solutions like "Wrong Size? We'll Fix It" or "Overly
ambitious color choice? We'll swap it."

1. The Policy Rule 2. Customer Question

Identify the specific rule (e.g., return window, revision limit). What would a customer ask about this policy? (e.g., "What if the

size is wrong?").

3 4
3. Plain-English Answer 4. Point of Concern
Craft a clear, actionable response. Frame it as: "[What if this Where does this concern typically arise during the sales journey?
happens?] [Here is exactly what we do.]" (e.g., checkout, proposal).

Examples of Customer-Centric Answers:

Apparel: Software: Service:
Wrong size? Exchange it within 30 days at Your import fails? We will restore the The first draft misses the approved
no charge. original data and rerun it with you. brief? We will revise it before the next

milestone at no extra charge.

Place these reassuring answers strategically where concerns are most likely to appear - beside the 'buy' button, under the pricing table, or within a
sales proposal. Always keep the complete terms one click away. Test your rephrased policies with someone unfamiliar with your offer: if they still
have to guess, refine your answer until it's crystal clear.



Actionable Insights: Four Quick Ideas

Ready to fine-tune your messaging? These four quick ideas help you optimize your communication, from understanding customer expectations to

testing your email campaigns effectively and crafting irresistible offers.

Find Expectation Gaps

Search customer feedback for
"l thought," "l expected," and
"l assumed" to uncover
common misunderstandings.
Address these gaps where key
decisions are made.

Test One Variable

Isolate the cause of
performance by changing only
one element at a time in your
tests. This ensures clear,
actionable insights when
comparing results.

Offer Before Terms

Craft promotions so the basic
benefit is clear in a single
sentence. Customers should
understand the offer before
needing to read the detailed
terms.

Audit With Images Off

Before sending, review your
email with images disabled.
Ensure the core message,
offer, deadline, and call to
action remain crystal clear.



Name the Problem Before Adding a Discount

EMAIL STRATEGY CUSTOMER PSYCHOLOGY

Don't assume customer inaction is always about price. Before you instinctively offer a discount, investigate the real reason. A customer who found
your coffee too expensive has a different problem than one who still has two unopened bags. A generic discount email treats both as having a
price issue, missing the true obstacle.

For repeat buyers, consider a "refill reminder" first: "Running low on your morning coffee? Get another bag of the blend you ordered last time."
This addresses a simple need without devaluing your product. Only if price is truly the obstacle should a discount be considered.

Before adding your next coupon, complete this sentence: "The discount helps because " If your only answer is "they haven't bought
again," it's time to investigate further.



Remember who else will read
your reply

CUSTOMER SERVICE REPUTATION MANAGEMENT

When a customer leaves a review, especially a negative one like "The zipper broke
after a week," your reply serves two critical audiences. There's the person with the
broken zipper, of course, but also the prospective buyer who's weighing whether to
trust your brand.

That second reader is silently asking, "What happens if this problem happens to me?"

Baymard's testing found that shoppers viewed responses to negative reviews as a
sign that the company cared and offered reachable support.

This means every reply is an opportunity to build trust and demonstrate your
commitment to customer satisfaction. Shift from generic apologies to clear,
actionable solutions.

Vague vs. Useful Replies

Vague Useful
"We're sorry to hear this. We value "I'm sorry the zipper failed. Please
your feedback." message our support team with

This offers no path forward and your order number so we can help

provides no reassurance to future TR & fEp e
customers about how issues are This acknowledges the specific
resolved. problem, provides a clear next step,
and demonstrates a proactive

approach to customer care.

The useful version acknowledges the actual problem and explains how to get help.
Always use a remedy your team can deliver, then follow through. Help the customer
in front of you, and let your next potential customer see how you do it.

Your Action Plan:

(O Read the latest negative review on one of your products.
() Draft a reply that clearly explains the next step for the customer.

() Ensure your reply would reassure a prospective buyer about your support
process.




Make the Better Value Easy to See

Don't make customers work to understand your value. When products come in different quantities, displaying only total prices can obscure the
real benefit of larger purchases.

Pack Size Total Price Cost per Wash
Small pack (30 washes) $12 40 cents
Large pack (60 washes) $18 30 cents

Baymard's testing found that shoppers struggled to compare value when products came in different quantities, and only the total prices were
shown.

Rather than asking customers to trust your "best value" label, show the cost per unit. This allows them to easily see the financial advantage.
Always keep the full price visible, as some may still prefer smaller purchases.

Your Action Plan:

(O Open a page where you sell the same product in different quantities.
() Add the price per item, ounce, serving, or use, choosing the same unit for every option.

() Ensure both prices remain easy to read on a phone and the comparison can be done without a calculator.



Replace "Thoughts?" with Specific Questions

Asking "Any thoughts?" on an email draft often leads to scattered feedback and multiple debates. Instead, guide your reviewers with precise
questions tailored to the draft's stage. This ensures you get actionable insights exactly where you need them.

Early Draft
1 This draft is for new subscribers; please assess if it clearly communicates our product's value proposition.

"Does this explain why someone would need the product? What's missing?"

Nearly Finished Draft
2 This email is going out to existing customers to announce a feature; | need your help identifying any unclear phrasing.

"Which sentence did you have to read twice?"

Before Sending
3 This is the final promotional email for our upcoming flash sale; confirm all offer details are correct.

"Do the price, code, and end date match the approved offer?"

Precise questions eliminate guesswork. "l don't like it" offers no direction, but "I had to read this sentence twice" points directly to an area for
improvement, making your review process much more efficient.



Your Next Step: Write One Email That Matters

You don't need a marketing degree to write great emails. You need to be yourself. You need to understand your reader. You need to tell stories,
build bridges, and care about helping — not just selling. These twelve secrets aren't tricks or hacks. They're writing fundamentals that most people
skip because they feel uncomfortable, slow, or too vulnerable. That discomfort is where the magic lives. Most emailers are boring, corporate,
samey, impersonal, and forgettable. You can be interesting, human, unique, personal, and unforgettable. The difference is simply choosing to use

these secrets.

This week, write one email. Give it a subject line with strong first-50-character power. Open it with an immediate hook. Tell a specific story with real
details and real emotion. Add a personal element — vulnerability, a mistake you made, a question you're genuinely asking. Build a natural bridge
to your offer. Include a P.S. that keeps the conversation going. Then track your open rate, click rate, and replies. Each email should be better than

the last. Your reader — and your revenue — will thank you.

@ Free 15-Min Webinar W Premium eCourses — Free
Ready to put these secrets to work? Start Get our full premium eCourses package
with our free webinar and walk away with completely free. Everything you need to
a complete action plan in just 15 minutes. level up your writing, marketing, and

business in one place.

Watch Free Webinar (Get Free eCourses> (Explore Freebies>

t9 Free Resources

Explore our full collection of free tools,
templates, and Al-powered resources built
for marketers, founders, and creators like
you.

"Your emails will open. They'll read. They'll connect. They'll convert. Now go write an email that matters."


https://www.nubeginning.com/webinar
https://www.nubeginning.com/plr-package
https://www.nubeginning.com/ai-freebies

