Email and Online Marketing Copywiting Secrets

By M ke Pavlish, Profit Boosters Copywiting

My copywiters and | have witten hundreds of
br eakt hr ough response, noney-nmaking emails and onli ne
Mar keti ng pronotions.

Here’ what we’ve found works best. Use these tips
properly and your results will skyrocket.

1. Your email “fronf sender |ine should be your brand nane
or conpany nanme and stay consistent. Use your own personal
name only if that is your brand inmage.

2. Send emails only when you have sonething to say that

will benefit the reader. No fluff. No filler. You nust
be relevant. |If you can’'t be, don’t send an enmail until

you have sonet hing beneficial to say.

3. Start your enmmils with the specific benefit the reader
can get fromyour nmessage. You have no nore than 3 seconds
to pass the crucial “what’s in it for nme?” test.

4. The copywiting tone and | anguage shoul d be personal
and conversational, instead of stuffy and “corporate”.

5. Make a specific offer to the reader and, if possible,
i nclude a short deadline by which he nust respond to get it.

6. Use as much copy as is needed to fully pile on all the
benefits the reader will get by ordering, answer objections,
create urgency, and close the sale.

7. Test your subject lines and offers on small segnents of

your list before you send the email to your entire |ist.

8. Include “Email this to a friend” service in all your
comuni cations for pass along and viral marketing.



9.

Tell your recipients to “white list” your enmil address

so your future emails don’t end up in the “spam filter.

10.

Remai | non-opens again one week later. This works

great if your email service can pinpoint this information.

11.

Copywiting of your emails and online marketing is your

#1 key to nmuch higher |eads, sales and profits. So don’t
entrust it to anyone other than an experienced successful
copywiter and the best one you can afford. This is not the
time to be penny-wi se and pound-fooli sh.

There are nmany other email and online copywiting

topics that are too variable to give you hard and fast
answers to. They need to be studied first by a

prof essi onal based on your specific business. These

i nclude text vs. html and best days to enail

(M ke Pavlish of Profit Boosters Copywiting has witten
hundreds of successful email and online pronotions for
clients since 1978. Fees start at $3,000.00 and up. He
can be reached at www. Profit BoostersCopy. com
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(Note to Editors: This article may be published in its
entirety, or linked to, at no charge if you include the
| ast paragraph about the author and the conmpany with no
changes or edits.)



