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Hacking + Email. Yep.
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We Don’t Want to Talk to You
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Can You Read This?
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Yeah, Neither Can I
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I Mean, Come On…
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You Just Used Half the Screen
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Sharing Testing Is Caring
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#CREEPY
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No You Can’t Unsubscribe
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I Challenge You to Find the Opt Out
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Just Stop Sending Me Email
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Lying 
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Columns & Pitch+Zoom  = 😞
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You’re Not the NSA



@michaeljbarber • #mpb2b

-____-
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Do You Care?
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Do You Care?
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Do You Care?
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And, what happens with all these 
experiences?
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Show them, Mum.
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How do we get better? Enter Mum.
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Be Bloody Brilliant.
Build better the best emails.
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From names matter, a lot.

From Name
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Source: Phrasee, https://phrasee.co/the-final-word-on-email-subject-line-length/

Subject line length accounts for 
just 0.1% of email open rate 

variance 

Size doesn’t matter
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Sentiment 
words matter
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Diversity 
different strokes for different folks
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Sophistication 
it’s email!?!?! The simpler, the better
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Emojis 
make good subject lines better,  
make bad subject lines worse



Single column “skinny” layouts.



Single column “skinny” layouts.
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Designed for the scroll.
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Designed for the scroll.
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The inverted pyramid.
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The zig zag.
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Slim up your headers.
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Fonts and buttons, oh my!

Headlines 
30px+ 

Body copy 
16px+ 
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Fonts and buttons, oh my!

Buttons 
44 x 44 points
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Fonts and buttons, oh my!
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Ann Handley knows what’s up!
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Use your platform’s power features.
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Use your platform’s power features.
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Be Bloody Brilliant.
Build better the best emails.
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It’s Always the Little Things, My Love. 
Personalization and interactivity matter.
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Contextual buttons.
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Contextual buttons.
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Post purchase personalization.
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Post service personalization.
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Celebrations / Milestones.
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Inbox is the cart.
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Reviews natively.
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Data that provides utility.
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Personalization of all forms.

GEOGRAPHICS DEMOGRAPHICS PSYCHOGRAPHICS BEHAVIORAL

- Country 
- City 
- Density 
- Language 
- Climate 
- Area 
- Population

- Age 
- Gender 
- Income 
- Education 
- Social status 
- Family 
- Life stage 
- Occupation

- Lifestyle 
- AIO: activity, 

interest, opinion 
- Concerns 
- Values  
- Personality 
- Attitudes

- Benefits sought 
- Purchase pages 
- Intent 
- Occasion 
- Buyer stage 
- User status 
- Life cycle stage 
- Engagement
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It’s Always the Little Things, My Love.
Personalization and interactivity matter.
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Be kind.
Empathy is required, even in the Inbox.
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Always say hello.
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Grow your list organically, always.
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Grow your list organically, always.
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Speak like a human.



@michaeljbarber • #mpb2b

Respect time.
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Content preferences, FTW.
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Be kind.
Empathy is required, even in the Inbox.
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Consistency above all, darling.
Measure all ways and always.
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Email Campaign Success 
• Clicks & click rate 

• Duration of engagement 

• Post-click behavior (browsing, carting, etc.) 

• Conversions & conversion rate 

• Email campaign revenue & profit 

• Lead generation
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Email Channel Success 
• Email program revenue & profit 

• Email revenue per email or subscriber 

• Subscriber lifetime value 

• Subscriber RFM (recency, frequency, 

monetary) 

• Email marketing ROI 

• Lead pipeline impact
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Email Campaign Omnichannel Influence 
• Web traffic & sales 

• Mobile app activity 

• Store traffic & sales 

• Social media activity 

• Direct mail effectiveness 

• Call center volume
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Email Program’s Omnichannel Influence 
• Web traffic & sales 

• Mobile app activity 

• Store traffic & sales 

• Social media activity 

• Direct mail effectiveness 

• Call center volume 

• Customer lifetime value of subscribers vs. 

non-subscribers 

• Customer RFM (recency, frequency, 

monetary) of subscribers vs. non-

subscribers
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Hypothesis, always.
Don’t test without making an educated guess.
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Test automated/operational emails.
74% of companies don’t.
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Focus on tests that move your needle.
Your needle, your tests.
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Test similar and different 
audience segments .
Different strokes for different folks.
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Test your active subscriber segment.
Actives are different than the sidelines.
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Share results, everywhere.
Your tests can impact other channels.
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Consistency above all, darling.
Measure all ways and always.
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Let’s recap.
How does Mum do email?
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Be bloody brilliant. 
Build better the best emails.
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Personalization matters.

Be bloody brilliant. 
Build better the best emails.
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Be kind. 
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It’s always the little things, my love. 
Personalization matters.

Be bloody brilliant. 
Build better the best emails.

Consistency above all, darling. 
Measure all ways and always.

Be kind. 
Empathy is required, even in the Inbox.





Thank you, #amawm!
Say hello @michaeljbarber



Ask me anything at the 
post-presentation huddle!

Michael Barber 
michael@godfrey.com 
+1-520-591-1658 
@michaeljbarber

mailto:michael@godfrey.com

