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The MailNinja 7-Step Success 
Formula For Sending Lead 
Generating Email Campaigns
Over the past 10 years we’ve perfected our strategy to create 
eye-catching and effective email campaigns that deliver results. Here’s 
our success strategy...



Work around an outcome
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Outcomes are important in both the personal and the business world, hence 
why people set new year’s resolutions, however sometimes these goals are 
unachievable or unrealistic, leaving the person giving up after 3 visits to the 
gym!

Email marketing is no different. Before you consider sending an email, before 
you even know what you want to say or what message you want to get across – 
think about the outcome. What do you hope to achieve, whether it be 
increased sales, web traffic or social engagement, and then make it realistic 
and actually achievable.

Short term

At MailNinja we look at 2 things: your 
short-term and your long-term goals. 
Your short terms goals are campaign 
specific, looking at each individual 
campaign we send for you, as a 
unique marketing campaign in it’s 
own right, focusing on the detail of 
the email itself to optimise the 
content to get the best results 
possible.

Long term

The longer-term view is usually about 
6-12 months, and is more focused on 
what you want to achieve from email 
marketing generally. This is less about 
content and subject lines, and more 
about strategy, and how email fits 
into your other marketing efforts; 
social media and search optimisation 
for example.
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Do not fall into the trap of looking for immediate ROI. Part of our role here at 
MailNinja is to manage client expectations. For example it would be ridiculous 
to expect a 100% jump in open rates with the same data and same service 
offering. Look at the previous results you’ve been getting, if any, and set 
achievable benchmarks for steady growth.
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Pick a niche topic

2

Email success is usually benchmarked on 2 things; open rates and click rates. 
First up you want people to open your email, next up you want people to read 
it and click through to your website (or other landing page).

Relevancy is the key to email marketing success. Later on we will discuss 
sending to a niche or target market. The topic of your content and the segment 
list you’re sending to are best friends, and need to be aligned as so.

So, pick a single subject matter, the more niche the better. If you’re a retailer 
selling winter clothing, focus on a product type; say men’s jackets. Upsell the 
benefits of the products, then quality, the price point, the materials etc. The 
less you ask your reader to think about – the better results you can hope for.

Chunk down

Using the above example, chunk down as much as possible:

All products > Men’s products > Men’s jackets > Men’s ski jackets >
Men’s Gore Tex ski jackets > Men’s Gore Tex ski jackets under £100

Like you, your readers are busy, and will therefore generally spend a mere few 
seconds reading your email campaign. Make an impact, don’t see your 
one email campaign as an opportunity to sell the kitchen sink.
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Write compelling content
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Understanding your target market is vital. In fact, go back to the start and ask – 
why did Joe Bloggs subscribe to your emails?

Write content that engages your audience

At MailNinja we don’t offer copywriting. Here’s why… A fully trained copywriter 
may be able to come along and write really great copy for you, however only 
you know your customers well. Their habits, behaviours, expectations etc, a 
copywriter doesn’t!

Our ninja wizards are fully trained in the dark arts (NLP) so we can advise and 
help turn your copy into an effective, direct, well written piece of art, but we 
would suggest you write it up first.

Cut the fat

Now, I am going to assume you do actually proof your email copy before you 
hit send, right? If not, do so. A good practice to get into once the copy is written 
is to set yourself to task to cut the content by 25%. Go line by line – do you 
need to add those extra filler words? Do you really need that extra paragraph?
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Email is not a selling tool

Nobody likes to be sold to. Direct selling with email is a big NO NO! Don’t do it. 
Email is not a selling tool. Email is a long-term engagement tool. Think of email 
akin to Facebook.

Think from your end subscribers’ point of view – what would they respond to, 
what would make them want to open your email? If you’re unsure what to write 
about take baby steps, feel out what people want to read, and if ever in doubt – 
ask them! Promoting stuff is good – selling is not.

Email newsletters are dead

The email campaign started out life as an email newsletter. However this is 
dying out. You probably still see the olde ‘company news’ emails that go out, 
but they are now few and far between.

People are less saying… “Oh, it’s the first Wednesday of the month, it’s time to 
send our company newsletter out – let’s pull together all of our internal 
company news that nobody cares about and send as usual.”

…and more saying… “We’ve got this really cool thing that people are going to 
love, let’s send a quick email about it.”
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Add clear ‘calls to action’
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Go back to what I said earlier – people spend a few seconds reading your 
emails, therefore clear and direct calls to action are vital if you actually want 
any click throughs.

Different people respond to different things, therefore create multiple 
variations of each call to action. Use a blended mix of plain text, headings, 
images and buttons to link through to the same landing page.

Less calls to action. More links.

Above the fold

According to recent studies, 80% of visitors are reading your content above the 
fold, 20% below. So what’s the fold? This is the point in which the person needs 
to scroll down to read more content.

With this in mind – always make sure your primary calls to action are above the 
fold line. This is usually the first 300px.
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Write short, relevant subject lines
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Your subject line is your primary method of affecting and increasing open rates, 
therefore it is one of the most important decisions you will make when 
prepping your email campaign.

Don’t leave it up to chance

A really useful tool in most email platforms is split testing. It’s always best 
practice to split test 2 or more variants of your subject lines to determine which 
performs best before sending to your entire list. Get into the habit of split 
testing with every email you send.

There are 2 things to consider with subject lines:

1/ Effective words
Keep it short, and I mean really short. The challenge for you will be to come up 
with 2 or 3 subject lines that condenses your email topic into 3-5 words (yes 3-5 
words). 2 pearls of wisdom here – keep it short, keep it relevant.

2/ Spam filters
Some words will trigger the spam filter’s alarm bells. Normally words of an 
illegal or illegitimate nature, you can guess which. Plus DON’T USE ALL CAPS!
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Send to a list segment
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This guide is our own in-house formula for creating great email campaigns, 
however let me let you into a secret about the 3 core success factors of email 
marketing:

Send the right message…
…to the right person…
…at the right time.

We’ve covered writing content to suit your target market, so this is where you 
define who that is.

Did you know that sending to a segment can get 50% more email opens! Look 
at sending different targeted messages to different sections of your email list. 

Your segmentation options really boil down into 3 camps:

1/ behaviours
2/ preferences
3/ demographics

Behaviours are things such as open and click activity (or lack of), preferences 
are sorting by interests, groups or acquisition source, and demographics 
are all the data you hold on the subscriber (gender, location etc).
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If you’ve ever advertised with Facebook or Google AdWords you’ll know – the 
more niche you can be with your target audience, the better chance for success 
you will have – email is no different.

Quick tip

Is your list getting a little stale? Get an average open rate?

Ask yourself – is it better to have a smaller list of engaged people, or a big list of 
people who never read your emails? Why are you trying to force them to be 
your friend? Move on, they don’t care!

Segment (or use our tool Splice) to split your list into 2 – people who have 
opened 3 or more of your emails in the past 6 months, and the people who 
haven’t. From here you can re-engage the dead wood by sending a “Do you 
actually want to receive my emails?”
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Send at a peak time
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Ignore ‘expert’ best practice advice – every business, industry and subscriber 
list is different. The best place to start to identify your ideal send times is to 
analyse past campaign stats and determine sending hotspots for your 
campaigns.

Atom by MailNinja

At MailNinja we started to put our brains to work, stood at a white board, and 
mapped out a new tool we’ve called Atom. Atom takes the guesswork away by 
logging every email open for every subscriber in your lists, then calculating a 
best-send-time average for each. On hitting send your email goes to the next 
available spot for each person.
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Our golden rule
You may hear the words ‘less is more’ a lot, and it’s never more relevant than 
with email marketing campaigns.

Our golden rule = LESS, MORE OFTEN

Less content
Less products and services
Less calls to action
Less subject line text
Shorter emails
Shorter paragraphs with bullet points
Bolder headings
Bolder buttons

Now, although with content ‘less is more’. With frequency, tests prove that 
more frequent sending is best – within reason. Don’t now feel you can go from 
sending a quarterly email to a daily email – you will PISS everyone off. However 
ramp it up a gear and start sending more frequent campaigns, send different 
campaign on different weeks, split your list by these different types of 
campaigns.

BONUS TIP – 
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Are your emails being ignored?
Using our proprietary tools, our 7-step 
success strategy and over 10 years 
experience, MailNinja™ is leading a 
paradigm shift in email marketing.

Get in touch with the team:
01793 677 511
sales@mailninja.co.uk

Open 9am-4pm UK time Monday to Friday, excludes bank holidays.

Our expert Ninjas are on hand to help create a 
package that suits you. We work on projects at 
all different stages, and businesses of varying 
sizes, so let’s have a chat about your next email 
campaign.


