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Although you may hear some people claiming that email as we know
it is dead, in the world of B2B marketing, email is here to stay. After
all, 59 percent of B2B marketers see email as the best channel for
generating revenue, and for good reason.
The importance of email marketing is definitely not overrated—U.S.
businesses alone get a whopping 4,300 percent return on investment
from email campaigns, while 70 percent of email recipients say they
pay attention to emails sent by brands they like and admire.
The power of email is enormous, but it needs to be harnessed
to encourage readers to open and take the desired action. This
is especially crucial since B2B marketers have only three-to-four
seconds to catch readers’ attention.
That’s why every word counts. Each detail in an email campaign needs to be thoroughly thought
out, monitored, and A/B tested for continuous improvement. The email content should tie together
seamlessly, telling a compelling story and guiding the reader to the desired call-to-action. Ultimately,
you need to make an offer that people can’t refuse.
Although trial and error is a useful method for finding
what works best for a specific audience, there are
several more clear-cut practices to spark interest in
readers and get them to absorb your message. They all
boil down to incorporating powerful persuasion into
your writing, using as much personalization as possible.
Here are the top 10 best practices to craft effective
email copy that will boost your B2B company’s email
marketing results and make your customers convert.
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#1 Before and After
Chances are your target audience members might not yet be aware they have a problem that your
company can provide a solution for. This is a good opportunity to use a proven email approach known
as the “before and after” tactic.
Shedding light on something that might be reducing their productivity or satisfaction, as well as
inviting them to imagine how much better off they would be without this problem, are the key
incentives used in this approach.
Pleasure and pain are major motives for marketing professionals’ actions. A successful marketer
identifies the pain of a target audience and promises to relieve it, which entails explaining how the
solution will make the “after” state so much better.

_rv

Hey Marta,

Shopping cart abandonment is one of the biggest problems of online
businesses today. Up to 70% of all your sales might be going down the
drain because of it.
OnlineBiz’s online metrics tool gives companies the power to monitor
where customers drop out, so they can interact with people at the right
time to prevent this.
Do you have 15 minutes to spare? I can quickly illustrate how our tool can
help you decrease your online store’s churn rates by more than 50%.
When is the best time for you to chat about how you can improve your
sales numbers?
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#2 Feel Like Talking About Your Problem?
On the other hand, your potential customers might already be aware their problem exists. But it could
be they don’t realize the extent to which it is affecting them.
Composing an email that elaborates on the difficulties the problem is causing them—and prompting
a discussion or simply offering your sincere concern—is bound to get them thinking about what they
can do to overcome it. No one likes to experience difficulties, so when a problem is seen as acute,
people will take action.
In contrast to the “before and after” approach, you don’t need to go into detail about the after-effects
of using your product or service. Instead, make your readers realize just how big their problem is.
Then you can move on to highlighting the powerful benefits of your product and how it can help them
achieve their goals.

Good morning Stewart,
One of the biggest issues businesses like yours are facing today is how to achieve
efficient lead generation. While some people are all in for old-school direct marketing,
millennials are pushing hard for more innovative online methods.
I’d love to share with you how ProMar can help your company solve the divide between
traditional and online marketing and bring you the qualifying leads you need.
ProMar helps both small businesses and Fortune 500 companies get ahold of their
marketing efforts. Our tools can boost your lead generation up to 60%, while reducing
your marketing costs by 30%.
If you’re able to fit in a quick call somewhere in your schedule next week, we can
discuss how ProMar can improve your lead generation performance.
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#3 The Freedom Option
When asking something of your customers (such as filling in a survey or retweeting your blog post) in
return for what you offer, take a different approach with your persuasive skills.
The best way to get your readers to take you up on your request is to explicitly give them that option.
Psychological studies have shown that when given the opportunity to decline, most recipients will feel
at ease to opt in.
It’s a win-win: you get what you want, and people leave with a positive impression of your brand.

Hey Slack team,
Let me start with a big kudos for the amazing communication platform you’ve
given to the world. It has definitely made our lives easier!
Our company is creating a Twitter chat series around startup communication. We
bring in founders to talk about the big no-no’s and best practices when it comes to
internal synchronization for a young team.
As Slack is one of the central tools that startups use for day-to-day collaboration,
it would be awesome if you could help out with a quick tweet about the event to
your community. Here is the link to the tweet, so it’s super easy to pass it on.
If that doesn’t fit in with your approach, we totally understand. Thanks for your
time!
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#4 Facts, Facts, and More Facts
Now we dive into the deep waters of persuasion. When you need to present your case rationally to
your audience, especially when it comes to large purchases or other high-value decisions, it’s best to
use a chain of arguments. Depending on your field, you also might want to use statistics.
Start with a sentence that frames the situation by detailing the problem at hand. Then support your
point with as much credible evidence as possible, leaving no place for hesitation among your audience.
The call-to-action at the end then becomes a convenient and logical gateway to get the reader to try
out or purchase your product.

Hello Michael,
Whether you’re running a 10-person team or an
enterprise, using the right time tracking software is
crucial for your company—and your peace of mind.
That’s why StatBooks is here to make the lives of
millions of managers and HR teams easier.
Wondering how StatBooks can help you better manage
your team’s time? We’ve answered this question in our most
recent case study. Make sure to check out these whitepapers, too:
-

A Quick Guide to Time Management for Teams of Any Size

-

How to Use Time Tracking to Cut Out Projects that Drag You Down

Ready to give it a go? Your 15-day free trial is only a click away. Contact our service
team to learn more about our subscription plans, too—but only after you’ve seen the
difference with StatBooks!
Any questions? Give us a shout.
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#5 The Classic FOMO in Action
Yet another approach to crafting emails is to rely on your audience’s fear of missing out (FOMO).
Start with a personal greeting to catch the reader’s attention, then describe the perks of your
offering.
Once you’ve sparked sufficient engagement, it is time to point out the notable people or companies
you’ve worked with, or perhaps highlight the limited amount of time the product is available. This
will give your offer an air of exclusivity that will encourage readers to take the next step and follow
your call-to-action.

Hey there, Jane —
Your latest blog post about productivity has been a real hit!
Here at Sonners, we’ve had great experiences in partnering with cool niche
bloggers like yourself.
We’ve already had amazing blog posts from industry experts like Matt
Donovan, Rebecca Smith, and Patty Gray.
It’d be great to talk further about how your expertise can shine on Sonners’
blog. We’d love to see that! Do you have a free slot sometime next week to
discuss this opportunity?
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#6 Stories Make the World Go Round
Almost all good emails tell a captivating story, whether it’s short or more elaborate. But to really
win the heart of your audience, you need to write a compelling narrative that immediately triggers
emotion.
Storytelling is a great marketing method that has become increasingly popular in recent years. As
with any content your B2B brand delivers, using storytelling techniques to devise a powerful email is a
good idea. Why? Because stories stimulate our brains, stir our imaginations, and keep us interested.
The overall narrative your email takes is up to you. But the important thing is to showcase how a
change has been experienced—and a challenge overcome— thanks to your solution.

Hey there, DevMonsters team —
It might be a long time before task management
for developers becomes an easy process. But
there is something on the way that can help.
Imagine a world where you don’t need to track
the files associated with your daily tasks across
seven different tools. Picture a workflow that
gets rid of all the unnecessary obstacles and just
focuses on what you need most. Now, push your
imagination a tiny bit more and see the happy
face of your CTO.
Not to raise your expectations too high, but this
might really be the thing that changes your dayto-day work process.
Ready to test it out? I’d be happy to talk with
you more about a trial we’re currently offering.
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#7 TWhat Reader’s Digest Can Teach Us
Reader’s Digest, a publication that has hooked millions of readers, can inspire successful email
copywriting. So what’s the essential technique to take away from the magazine’s style? Write
succinct and direct messages that are full of facts, meaning fewer adjectives and more numbers.
Of course, the beginning of the email still needs to be catchy and personal and should ignite
curiosity in the recipient. Then come the facts and statistics, which help to make your case and lead
the reader to the call-to-action.

Hey Pulp crew,
Here at Random Icon, we’ve quickly come to realize that our teams have a lot to learn
from each other.
-

Both Pulp and Random Icon are focusing 85% of work time on user- generated
content in a similar target group. Let’s boost our efforts together.

-

90% of the industry events you’re attending are our focus, too. We can team up
to produce common projects for these.

-

Plus, it’d be amazing to get together for a round of laser tag. You in?

Are you up for a chat next week? Let’s go over the major fields in which our companies
can collaborate. We can share our most recent use cases and see how our stats can
enrich your approach. We promise it’ll be a truly rewarding experience.
Plus, we’d be happy to lend you a hand in creating your presentation for the StartItUp
Conference next month.
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#8 Keeping It Short and Sweet (and Honest)
This approach to writing email copy is similar to the Reader’s Digest method, as it focuses on
creating short and simple messages. The additional element here? Honesty.
Although sharing a good story or anecdote might be suitable for some emails, others require
openness and concision. This will improve the breadth of your readership because shorter emails are
more likely to be read in full. Plus, being completely clear about your request or expectation makes
it easier for the person on the other end to take action.

Hi Paul,
Reaching out to you again regarding the
upcoming sales pitch. Let’s grab a coffee
this week. Call me at 888-34-44-65, or you
can just email me if that works better.
Thanks, and see you soon.

#9 Keeping It Short and Sweet (and Honest)
Who doesn’t like being praised? Another proven method to stir up interest in email recipients is to
start off by recognizing their work or paying them a compliment.
But you shouldn’t leave it at that. After the commendations, get down to business and persuade the
reader to imagine their world with (or without) your solution in it. Use convincing cause and effect
examples that engage the logical side of the brain.
After invoking both emotion and rationale, present your offer to the recipient—but always leave
something to their imagination.
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Hey there, Renata —
BetaSwap’s presentation was truly the
star of the show at last week’s conference!
The whole team at StatBlocks was so
impressed. We’d really like to get to know
you guys better and find ways to partner
for future events.
Your in-depth understanding of the market
can easily be combined with our hands-on
approach to lead generation, and together
we can achieve great things.
Is your team open to talk about the ways
in which we can collaborate?

#10 The Thrill
The last best practice for crafting effective email copy is a tiny bit unorthodox, but that’s where
its beauty comes from. One of the most powerful ways to get your readers’ attention is to use the
psychology of surprise.
In practical terms, this means introducing novel ideas or news in your emails that your audience isn’t
expecting. In a way, your message should break people’s preconceived notions and shock them—in a
good way.
Our brains love unexpected positive surprises that cause us to respond with excitement and
engagement. Consciously or not, many of us seek daily thrills because we get small dopamine rushes
out of them.
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Hey Pete,
You’ve won HitGub’s award!
That’s right, this is not a mistake. We’d like to give away a three-month free trial to
your company.
Why? Well, you’ve been so good at avoiding our sales rep’s messages that we had to
take another route to your heart.
Interested in having a quick chat so we can go guide you through the setup process?
We’re here to help, so just drop us a line.

When it comes to creating successful emails, the power of the written word is unlimited. By
combining the right words with the most suitable psychological approach, you’ll create a winning
message for your email marketing campaign that will lead your readers to convert.
The next time you’re working on an important newsletter or cold email, make sure to employ one
of the 10 proven methods explained here. Even if your first attempt is a bit rough, rest assured that
you’ll get better with time. Effective email copy is an art— and one that can bring lasting benefits to
your B2B business.
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