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ABSTRACT

You don’t have to be a neuroscientist to do genius

email marketing...but it certainly helps. In this report,

you'll see how top brands are using the secrets of

the human mind to design and write email our brains

simply can’t resist. They’ll spark ideas to help you get

better results in the inbox, and you won’t need 4 years
of grad school to do it.
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TRIVIALIZATION

EFFECT

)
Way falr Daily Sales | Account | Get the App

Thanks For Your Purchase

Hi Mckenzia,

I1's nol every day we get a chance Io say thanks. Whather you're redecoraling,
renovaling, or jusl giving your home a refresh, it's shoppers like you that help build
our home.

We can’l wait 1o see where your homemaking journey lakes you nest!

Tharks,
The Wayfair Team
Need Help?
Meed Advice? | Checkout Problems? | Still Looking?

Visit our FAQS » Contact Us » Shop More [terns »

s o)
L P 2
Download the App Invite Friends & Earn $10 Apply for 8 Weyfsir Credit Card'
Shop On the Go » Spread the Word » Leam More »

Our Retsil Brands

Joss&Main  ALLMODERN  miient Lane  [HultBhetic  wayfatrsurey

Contact Us | My Account | Privacy Policy

This message was sent io mvanmeteri@myemma.com. If yau would no longer like to recaive these emails,

pleasa unsubseriba here.
Please do not rephy.

Frea Shipping: Some exclusions apply. Read mors about our shipping policy
‘Wayfair Inc., 4 Copley Placa, Floor 7, Bostan, MA 02116
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The says that rewarding pur-
chases with financial gifts (like an extra discount or
cash back) makes the relationship feel more...
well, trivial. Instead, try a good, old-fashioned,
heartfelt “thank you” like this one from Wayfair.
Your customers will feel much more appreciated.

Straightforward, no-strings-attached
copy feels more authentic.

Nothing inspires customer loyalty
like being genuinely helpful.

THANK YOU EMAILS AVERAGE

AS OTHER MAILINGS.
(HUBSPOT)
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CHOICE
PARADOX

tells us that when faced with too many decisions,
we won’t make a decision at all. So rather than cramming a ton of
content into a single email, break it up into several emails, each
with its own super clear call to action (like this one from Grammarly).

@ grammarly

THE BEST

GRA[\/] ”\/‘AR Clarity is king, and this tells you
TIPS & TRICKS

exactly what you’re going to get.

A single CTA button surrounded by
plenty of white space really pops.

EMAILS WITH A SINGLE CALL
bl it TO ACTION

(WORDSTREAM)
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RECIPROCITY

B

This one’s a no-brainer: If someone does something nice for you, you’ll nat-
urally want to do something nice for them. It’s no different for marketers, and
smart brands like Anthropologie have been using this principle to inspire cus-
tomer loyalty for years.

ANTHROPOLOGIE

Set the “give and

:/7 14
vyo-th “To.o- Ao get” expectation to
¢ /

grab attention from

our treat
g the outset.

And make sure the
payoff is super clear
(and worth their while).

WOULD PAY EXTRA FOR PRODUCTS
FROM COMPANIES DEDICATED TO SOCIAL CHANGE
. (NIELSEN)

eMmIma vour BRAIN ON EMAIL


http://myemma.com/

MOTIVATING-
UNCERTAINTY

EFFECT

WE SEE
something awesome
in your future

Which FREE PRIZE could come with your first
Birchbox? There's only ene way to find out...

Let's Play
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Think back to game shows where people
select the mystery briefcase rather than
the $100 cash in hand: We’re more moti-
vated by the possibility of a reward than
by a certain payoff. Birchbox beautiful-
ly adds some mystery and uncertainty to
this email, making it almost impossible
not to click.

This copy is the Motivating-
Uncertainty Effect in a nutshell.

Adding the fortune teller is a nice
touch. You’re dying to lift the flap
and see what you won.

THE IS THE
PERFECT PLACE TO TRY THIS:
BASED ON

SUBJECT LINE ALONE.
(CONVINCE & CONVERT)
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TEMPTATION
COUPLING

Humans are much more likely to do something difficult when it’s paired with something

tempting. For example, you might be willing to run an extra mile if you know there’s a delicious

cheeseburger waiting for dinner. So take a cue from Madewell and tightly bundle your offers
with a special bonus gift to add some extra incentive.

e

MEWARRIGALS  SHOFALL  BALE  FIND A STOSN

WE HEART YOU: FREE SHIPPING O ALL ORDERS (DETAILSE)

Eye-tracking studies
show we’ll look

THROUGH TOMIGHT:

GET A $25

where another
person is looking...

“TREAT YOURSELF”‘ right at the offer.
It’s the same thing as CARD WHEN
$25 off, but it feels YOU SPEND
more valuable. 5125 OR MOREFE’

IN STORES & ONLINE.

SAY THAT THEY’RE MORE LIKELY TO TRY A BRAND
. (SOCIAL ANNEX)
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BEN FRANKLIN
EFFECT

According to the , humans believe that we do fa-
vors because we like the person (or brand) — it’s part of our inherent
need to justify our actions. So don’t be afraid to ask for favors from
your email audience, like in this email from Wistia. If they’re willing
to help out, their opinion of you will likely go up.

=WISTIA

HI there! We're using this simple survey to get a better sense of
your Wistia experience. All feedback will go directly to our team.
Cheers!

How likely are you to recommend
Wistia to a friend?
0|1 2| 3|45 6)|7|8]®9]d10

Not likely Very likely

Keep the request super simple and it’s more
likely they’ll take you up on it.

We love to push buttons, so this is a
brilliant setup for their survey.

THE AVERAGE RESPONSE RATE FOR EMAIL SURVEYS IS
— ALMOST A QUARTER OF YOUR AUDIENCE!

(FLUIDSURVEYS)
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BAADER-
MEINHOFF
PHENOMENON

You know that feeling you get when you
see something once, then you start see-
ing it everywhere? There’s a name for
it: The .
It’s why ad retargeting works — and it’s
why automated emails based on website

airbinb browsing, like this one from Airbnb, are
so effective at making casual shoppers
complete a purchase.

Here, Airbnb leads with an image someone
previously viewed on their website.

A S —— Provide choices: If the first place doesn’t
do the trick, the recipient has instant
access to similar options.

e e et veutns owremn cny EMAILS THAT

= . | ,
%; /ﬂ_.‘w ; PREFER

. (EMAIL MONKS)
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FRAMING
EFFECT

Marketers like to subtly invoke fear, anxiety, and stress to stimulate a sense of urgency.
But science suggests we should frame our copy around positive outcomes for the best
results. It’s all about framing, so pay special mind to the words you use and keep them
positive (powerfully done here by Nike).

MEN WOMFN ROYS CiRLS CUSTOMIZF

Our brains are drawn to images of
landscapes and open spaces.

UNLIMITED YOU Rather than shaming you off the couch,
Everyone has limits right? Nike appeals to your best self.

A point where you just say
That's it. Enough. Finito. The End.
But here's the thing
Limits are only suggestions
And ‘the end' is just something they put on movies,
Life isn't about finding your limits
lt's about realizing you have none.
So got up. Get out.
Try something utterly ridiculous.
Practice ‘tll you're reported missing
Challenge the street court king.
Run the length of a river.
Then swim it back
The only person who can tell you your limits is you POSITIVE F RAM I N G Is
And even then you don'l have 1o listen.
Justdoit.

THAN NEGATIVE FRAMING.

(NEUROSCIENCE MARKETING)
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SCARCITY

i RARETOR R T

Better known today as FOMO (Fear of Missing Out), humans instinctively put
more value on things they feel are scarce. But using it too often can make
your brand seem disingenuous, so save it for when you really need a boost —

and when what you’re saying is actually true.

g™

AT

( )
N t
Mo joke. It's foolish to pass this up.

Your offer to attend the Marketing United pre-conference
for free expires at midnight. Plus, there’s anly a few more
free tickets |eft, 50 snag yours now before theyre sold
out. Just use your promo code when you
register. Time's & tickin’...

REGISTER NOW

/a

SUBJECT LINES THAT CREATE A

« (EMAIL INSTITUTE)
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This email about
Marketing United
screams urgency right
off the bat.

And the copy
supports it: Ticking
clock + limited supply
= ACT NOW.

HAVE A
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LOSS

AVERSION

THE NEW WAY TO SHOP JA
TRY FIRST, PAY LATER. Lean

WELCOME TO ‘

WHAT'
TRYOUTS?

We'ra not & subseription box, we're not 8 rental
rd service, we're not a personal shapper.
vou chaose everything that goes in the box

J yau choose what you want to keep, and you
b

only pay for the stuff that warks

NO SURPRISES, NO HIDDEN ANYTHING. &

-

YOU'VE GOT NOTHING TO LOSE »

DUETO
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People would rather avoid a loss than gain some-
thing; in fact, it’s been suggested that losses are
twice as psychologically powerful. So figure out
what your audience is worried about losing — like
time, security, or money — and solve that pain point
in your email.

Identify and address the challenges
and reservations of your subscribers.

From the copy down to the CTA,
everything about this JackThreads
welcome email is reassuring.

HAS BECOME

(B2B INBOUND MARKETER)
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UNCONSCIOUS
PROCESSING

[un-cahn-chus prah-sess-ing]

With Unconscious Processing, if you can get people to commit to a small action (like sign-

ing up for your email list), then it’'s much more likely that they’ll later commit to a larger

action (like buying something). Lightbox forms like this one from Birch Lane are a great
way to get people to take that first step.

Always give
people an incentive
to join your list. =

BIRCH LAN And don’t be shy

' about asking them
to make that larger
commitment. m

LIGHTEOXES INCREASED OUR EMAIL SIGNUPS BY =271%.
(EMMA - THAT’S US.)
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+ CONCLUSION -

YOU'VE GOT THE SCIENCE. NOW PUT IT TO WORK.

2 I

Emma Plus gives you the next-level capabilities and hands-on help
you need to do your best email marketing faster.

+

4

SEE IT IN ACTION

emma
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