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“If I had more time, I would have written 
you a shorter letter.” 

Depending on which website you’re on, this quote has been 
attributed to Mark Twain, Abraham Lincoln, T.S. Eliot, and even 
some random speaker at a conference in 2002. While it’s not clear 
who said it, there’s no doubt about the point.

Writing an effective letter is not a quick task. It takes planning, a 
sharp eye, and practice. In our ADHD age of 30 second meals, 1 
minute YouTube videos, and quick-cup coffee brewers, it’s even 
more essential to slow down and spend the time to write a stellar 
email message that’s easy to read and prompts a reply.

A Great Email Depends on Which Side of the Email You’re On

Before you send another email, consider the mindset of the 
recipient. They’re busy - just like you. Think about how much email 
they get. Their inbox looks a lot like your inbox - bursting at the 
seams. How much of that do you actually read?

When people are in email-mode, they’re scanning, not reading. 
And this isn’t a relaxed and careful scan. It’s a frenzied, “is this 
important?,” get-this-done-and-on-to-the-next-thing kind of 
scanning. In other words, their "nger is hovering above the delete key.

Before you hit Send, consider how much of your recipient’s email looks exactly like the email you’re getting 
ready to transmit. Black text. White background. Business words surrounded by “corporate speak.”

But hang on, this is the most epic email ever! It took you 30 minutes to get all that written! It’s a veritable 
treatise that touts all the wonderful bene"ts of your product, how amazing your customer service is, and the 
incredible prices, discounts, and value you offer. It’s chock full of awesomeness! They’ll read every word, right?

You may deserve a mention in the Guinness Book of World Records for the greatest, most informative, most 
clever, most helpful email of all time, but when your recipient opens your email and sees your big block of 

When asked, the majority of salespeople say they spend the same 
amount of time on a follow up email to a new prospect as they 
do on an everyday email to a coworker.

The reason: lack of time
The reality: loss of respect and loss of sales
The redemption: spend more time writing mission critical messagest

Speaking of Lincoln

Legend has it that Abraham Lincoln wrote 
the Gettysburg Address, one of the most 
famous speeches in U.S. history, on the way 
to give the speech. Not true. Only ten 
sentences long, Lincoln worked on the 
speech long before he delivered it in two 
minutes at Gettysburg. Various versions 
prove his laboring over each word.

A century later, my older brother began 
his college graduation speech in self-
deprecating style, "Four schools and seven 
years ago..." proving that if he'd spent as 
much time studying as he did writing his 
graduation speech, he wouldn't still be 
paying back college loans. 



text, they most often (19 times out of 20) take one glance and think “Ugh, I don’t have time for this. Maybe 
later.”  They move on to the next email, never to return.

So how do you get people to read and respond? 

If your recipient never reads your email, never digests it, and isn’t motivated to respond to it, your time would 
have been better spent beating that new game on your smartphone.

The secret is to make your emails not more readable, but more scannable.

Put Instagram, Facebook, and Angry Birds away for a moment and spend the extra 30 minutes (if that’s what it 
takes, it may take longer) to hone your Declaration of Correspondence into a short, sweet, easy-to-parse, more 
Gettysburg-like message. Do it and watch your response rate grow by four score! 

Ten Tips to Writing Irresistible Emails 
That Get Responses:

            Before you start, know where you’re going

Don’t write the "rst word until it’s crystal clear what you expect 
from the recipient. Once you’re locked on target, every word must 
communicate your singular message or it gets cut. Any #uff, 
tangents, or super#uous wording will result in a recipient that 
misses your point and moves on.

Most goals fall into one of these categories:

Action Emails
You’re asking a customer to do something. Give you a call, 
download a white paper, visit a webpage, register for a webinar, 
schedule a demo, add your post on their blog, or request a 
website link.
 
Open-Ended Dialog
Your goal here is to keep a conversation going, not get an 
immediate action. Your hope is to further a relationship, provide 
ideas, spark interest, and achieve a future outcome.
 

Business people report they open less than 10% of the emails 
they receive during work hours and read only half of those. 
That means you have a 1 in 20 chance of your email being read.1/20

I once clocked 2 hours writing an email 
follow up to a prospect. It was only 5 
sentences long. 

The email began, "If my competitors 
knew I was writing this email, they 
would have attempted to intercept it. 
Here's why..." I continued by playfully 
but compellingly summarizing my 
value proposition for the customer. 
Every word counted.

The email resulted in laughter, a 
forward around the office, being 
presented at a committee meeting, 
and an $80,000 contract.
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Value Message
You simply want to offer help to the receiver in the form of news, updates, ideas, insight, inspiration, and 
information without expecting a reply. You’re establishing yourself as an advisor and thought leader.
 
Inquiry
Perhaps you’re asking the recipient to share his or her expertise in the form of advice or answers to your 
questions. Perhaps you’re taking an informal poll. Perhaps you’re just saying, “How have you been?” to wake 
up a quiet or busy customer.

The 1st is a #uff-"lled email and is hard to scan. The 2nd is laser-focused and drives to a goal fast.

Dear Kristin,

It was great seeing you yesterday. I hope you and your co-workers had as good of a time as I did. I think there 
is a lot of opportunity here and the potential for great synergy between your team and ours. You mentioned 
that budget is important, but also quality can’t be compromised. I spent a good bit of time yesterday 
afternoon putting together a proposal that responded to your wishes. Please "nd it attached. If you have any 
questions, please don’t hesitate to contact me. I look forward to your response.

Sincerely,

Eddie

Kristin, 

Attached is your proposal. Not only does it nail your budget and quality requirements but also it includes 
ideas to take you to the next level and target your pro"t. 

Had a blast with you guys today!

Holler back,

Andy

Examine These Examples

Response: Total Silence

Response: Quick Reply



            Know your audience

This is especially true if that audience is being addressed one person at a time. Personalize each email with 
relevant remarks. Add touches in the opening and closing that prove you know the person and are thinking 
about them. Add a comment about their site, product or work.

If you’re emailing someone, odds are good you’ve already had a conversation with them. During that 
conversation, they probably shared some of their concerns or challenges with you. Perhaps they discussed an 
upcoming event. Maybe you laughed together about a story they recounted. Whatever it was, they’ve given 
you all the opportunity you need to build a connection or link. Use it. 

Find a solution. Let them know you’ve been thinking about one or two of the challenges they’re facing and 
request a phone call. You’ll get a response, and if your solutions are on the money, you’ll get the sale.

The "rst sounds generic, scripted, impersonal. The second reads with familiarity and understanding:
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Examine These Examples

Sara, 

It was great to meet you today. I would 
greatly appreciate the opportunity to 
present to you and your boss. My 
PowerPoint only takes 15 minutes, but 
clearly identi"es the bene"ts of our 
service to your marketing efforts. We are 
a leader in search engine optimization 
and driving web traffic. I believe we can 
help you and your marketing team 
increase the visitors to your site by a 
factor of ten. 

Please let me know what time works 
best for you next Tuesday. 

Eddie

Sara, 

Loved our conversation about how people 
that drink coffee black are every bit as 
snobby as Mac users. There’s an ad 
campaign in there somewhere. 

I reviewed your site and agree with you 
that the right search marketing and 
landing page strategy could dramatically 
impact your conversions and sales. 

Each of your 24 products should have a 
customized, keyword rich landing page 
ranked on Google’s "rst page. 

I’ve already prepared a step-by-step 
strategy to get you there. How about 
Tuesday at 10AM to look at it with me? 

Andy

Response: Ignored Response: Meeting invite



            Tone matters

Did you notice the difference in tone between the 2 previous examples? The "rst reads like the overly-
professional blather of an impersonal marketer. The second sounds like it was written by someone you know 
and like. You can do everything else right with an email, but if your tone comes off as anything other than 
pleasant and friendly, it's crickets on the other side. 

Here are your guidelines:

• Be friendly, casual and pleasant

• Don’t sound like a salesperson, avoid the sales-y cliches
• Use “you” language directed at the customer, not “I” speak
• Address their concerns, not yours

• Write your emails yourself - even if you have an assistant, 
ask them to do anything other than this

• Be concrete - give them speci"c examples, and when 
it’s time, simply ask them for what you want

• One email, one topic - do not craft a great email 

and then throw an afterthought on top 

What you don’t say is just as important as what you do say

What about the no-no’s? There are plenty, and most salespeople are guilty of at least one (all?) of them. 

Here’s a list of the classics:

• "Just checking in"
• "Have you made a decision yet?"
• "Do you need any additional information?"

• "Hoping to hear from you soon"
• "When can I expect a reply?"

• "Let me know if I can answer any questions."
• "I'm curious how the bidding process is going."
• "Again, thanks.”

Instead of nagging, try saying:
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In your next follow up email to a prospect, 
I challenge you to use the word “you” as 
many times as possible without using a 
single “I” reference. Push it to the point that 
it feels overdone. Send it.

You'll notice two results. First, it didn't feel 
overdone to the prospect. And, second, 
observe how fast they respond.

Ever heard that children are the best salespeople? 
Wrong! They're the best extortionists. They get what 
they want because they know you can't get rid of them. 
Customers, on the other hand, can just walk away. 

I Double Dog Dare You



• "Here’s an idea", then give them an idea

• "Since you asked"
• "Consider one of these options"
• "Talk about perfect timing"

• "The details you requested are inside"
• "I wanted to share this idea with you..."

• "I’m ready, are you?"

All of these are contingent on actually providing value in your message. If you do, you’re free to send them 
another email or two, even if they don’t respond to the "rst one. Persistence with value is the secret to follow 
up that eventually produces a response.

            Get to the point

State your point as quickly and clearly as possible. Remember, when people are buried in their email inboxes, 
they’re scanning, not reading. Bypass the long introductions, backgrounds, compliments and details. Ask 
yourself: “If I received this email, would I read all that?” Be honest.
 
State your value proposition clearly
The majority of sales emails focus solely on what the sender wants (that’s you). As quickly as possible, give the 
prospect a strategy that will work for them and an outcome they can expect and envision. The value must be 
apparent throughout the message.

As your customer reads your email, their reaction should rise from intrigued to hopeful, hopeful to excited, 
and excited to clicking reply. Do your emails do that? Or do they sound more like a regurgitation of your 
website’s “About Us” page?

Speak plainly
Write like you talk, using conversational language. There isn’t a single word in this document that I wouldn’t 
use in a conversation with you if you called me on the phone or I saw you at an event.

 

Amy, I have an offer to present to you that may streamline your distribution management system and save
 you thousands monthly. Hundreds of customers are switching to our platform because our asynchronous 
technology resolves con#icts before they happen. We’ve been an industry leader for over ten years. 
Please contact me today to set up a demo.  - Eddie

Let's see. What will get this customer to 
write me back? I know - I'll be boring and 
professional. That'll do it! Come on. 

Induce a smile. State something challenging. 
Share a success story. Link them to a customer 
video testimonial. Share a story with a twist. 
Offer the "rst half of an incredible idea. End 
by saying, "Call me to hear how this turns out. 
Hint: really well for you."
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Dissect the Difference. Would you rather a salesperson write you saying:

Or would you rather they say...



Amy, Most companies like yours see their margins (and pro"ts) slipping because their software can’t accurately 
predict delivery con#icts. What would it mean to you if you could predict them - accurately - at any moment? 
Here’s a 50 second video of customer Dave Palmer, who describes how accurate our software is, how easy it 
was to switch, and the pro"t he has back in his pocket. Watch the video, then call me. I can set up a no-risk 
demo for you using your real data in a couple days. I’m waiting by the phone. - Andy

Jettison Jargon
Avoid industry words, abbreviations, technical speak, and titles the customer wouldn't know. 

Go easy on the questions
Ask questions that matter, but not too many. Make them speci"c. It’s best to stick to one strong question 
towards the end of your message. If you get a response, you’ll have the opportunity to ask more questions in 
follow up conversations.

Make it easy to get back in touch with you
Spend time creating an email signature that includes links to services like your website, blog or product. 
Most importantly, those links need to work properly – test them yourself! Never be more than a click away 
from your audience.

            Call to action

Now that they’ve read your email, what do you want your recipient to do? You’re going to miss out if you 
don’t prompt them to reply. Every email should end in a call to action of some kind. Make it easy for them!

• Put your call to action on 1 line by itself

• Be straightforward
• Use a natural link: Say “View this webinar” rather than “Click here for the webinar”

• Give them 1 or 2 options (1 is better)
• Make the link bold
• Show your call to action in 2 places in your message

• Don't bury your call to action inside a paragraph
• Add urgency by stating a bene"t they'll receive for acting quickly

• Avoid all caps - it sounds scream-y
• State it con"dently
•   State it as a command - "register now", "call me before noon", "get details here", "download my white paper"

•   Stay away from "please" - it sounds weak

Big difference. Big response.
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Jim,

Using Twitter to engage and respond to your customers isn’t just a great idea, it’s become a service your 
customers expect. In other words, they’re on Twitter. You're not. We’re giving a free webinar tomorrow at 
2PM titled, “Twitter for Customer Loyalty,” to give you a crystal clear idea of how it works and how it 
impacts customer relationships and sales. We’ll share loads of examples and how to get started fast.

Register today for our webinar “Twitter For Customer Loyalty.” 

See you on the webinar, 

Andy

            The end is just the beginning

The problem with traditional, formal closings, like “Best wishes, Warmest regards, Sincerely, or Thank you” is 
that you’re effectively signing off from the conversation. You might as well say “Have a nice life.”

Loosen up. Leave it open. Try ending your email with an opener, something that will keep the conversation 
alive and rolling:

• "What are your thoughts?"
• "I’m eager for an opinion."
• "I need you to weigh in."

• "Can you hook me up?"
• "Holler back,"

• "What’s our next step?"
• "Your move"
• "What would you add?"

• "Give me a shout,"
• "Thoughts?"

• "I think I can guess how you'll respond. But don't make me..."

A call to action that puts it all together...
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            Don’t skip formatting

Formatting your email to be scannable is as critical as the content of the message itself. (See how we’ve made 
this ebook scannable? You’ve gotten this far, haven’t you?)
 
People scan emails, they don’t read them
We all want to believe that the lucky recipients of our emails will hang on every word as if J.K. Rowling or 
Tom Clancy decided to write one more book. But that’s just not the case. Your job isn’t to write the next 
masterpiece, it’s to communicate a sales message quickly, professionally, and in a way that gets a response. 

Secrets to scannability:

• Use bulleted lists
• Use short sentences

• Use short paragraphs (2-3 sentences)
• Better yet, use 1 sentence paragraphs
• Keep the entire email between 150-250 words, but closer to 150 than 250

• Title your paragraphs
• Break long sentences into two

If the recipient of your email gets an immediate sense that it can be read quickly, you stand a much better 
chance of that happening. And before you can get a response, you have to get your email read.

Choose your fonts wisely
There’s a reason why books are printed with black ink on white paper. It’s easy to read. Likewise, certain fonts 
are easier to read than others. When it comes to email, the basic web fonts are best for readability - Arial, 
Georgia, and Times New Roman are all safe bets. 

Ace of Sales gives you the ability to stand out based on the images you include or the layout you choose for 
your emails. You don’t need to resort to the elementary tricks that many others use to try and get attention. So 
avoid Comic Sans and Sharpie fonts or colorizing your text like a Crayola crayon box – unless there’s a clear and 
bene"cial reason for doing so (which is very rare - like, maybe, if you sell Crayola crayons).
When to use a bigger font size
If you’ve got more than a couple paragraphs in your email, then putting a subhead above them will help make 
it easy to read. Use the same font as the rest of the email, but this could be a good place to bump up the size 
of the font just a bit.

            To edit or not to edit?

Treat your email like a piece of literature
No author edits while writing. It’s not a productive or creative way to write. So don’t try to write your emails 
that way either. Instead, when you begin your email, do write out everything you want to say as it comes to 
you. (Remember your epic, jam-packed email from before?) Get it alllllllll out. That’s a good thing. But your job 
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Your email must be parse-able. That means your recipients can 
glance at your message, and in a blink, identify the meat of your 
message, evidence of real personalized value, and your call to 
action that tells them exactly what to do. 



is only half done. Go back and edit, revise, cut and shape your email. You simply can’t edit and write at the 
same time, so don’t try.

Sleep on it
If you plan well enough in advance, write your email and then sleep on it or revisit it after lunch. Open it back 
up at a later time with a fresh cup of coffee and THEN read it. 9 times out of 10 you’ll discover items to "x, 
phrases to reword, or you might scrap it completely and rewrite it 100 times better!

Kill your darlings (that is, edit ruthlessly)
Read through your "nished email and trim out words, sentences, and even paragraphs that don’t contribute 
towards your desired result. Be brave. Even if you love something you wrote, even if it’s the cleverest quip 
you’ve ever created, delete it if it doesn’t support the main thrust of your message. I didn’t coin the phrase,
“kill your darlings,” but I’ve cashed in because of it many times.

            Get some skillz

Sign up for Twitter
Posting on Twitter can make you a better writer. You’ve only got 140 characters to communicate a clear, clever, 
concise message. You’re forced to chop out anything you don’t really need to say. Write your emails like you 
write your tweets – short and to the point.

 

Set aside a portion of your day to write your emails
You can check your email all day long. Every 5 minutes as many of us are reported to do, even. But you can’t 
write a killer email while switching gears from something else and thinking about switching back when you’re 
done. Set aside dedicated time during which you do nothing but write and respond to emails. You’ll be 
amazed by the difference it makes.

Save your favorite emails and reread them often
Have you ever gotten an email that you wish you had written? Have you ever written one that got way better 
response than any other? When those come around, save them. Go back and reread them before you write a 
new one. You don’t need to copy them, but the simple act of reading them will spur a little muscle memory in 
your brain and get you right back in that mindset.

           Everything is connected
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For those of you who want to know 
exactly what to do: 

The best point size for your email text is 
13-14 points in Ace of Sales. Bump up 
your subtitle by 2 points: 15-16 points.

For an ezine or newsletter article title 
go for 20-24 points. Bold titles and 
subtitles - don't colorize them!

Stick to "Arial" font for a clean, modern 
look. "Georgia" for a more formal, 
elegant look.

Font confounded?

 When composing tweets, I recommend NOT posting 
them immediately. Save them and review them hours 
later. Often you’ll !nd a more eloquent or effective 
way to tweak your words. Fresh eyes also help you 
spot and correct embarrassing typos.
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Writing copy for an email marketing campaign is often a one-shot deal. You either get their attention or you 
don’t. The success of your campaign depends largely on how carefully you plan and write your message, 
but it also depends on your overall relationship with your customer or prospect.

When people like you and look to you for value, it’s much easier to engage them from their email inbox 
and get the response you’re looking for.
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Email isn't the best place to start a relationship or close a sale. 
It is, however, a great place and an essential tool to keep them 
both moving forward.
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