Email Design Tips For Insurance Marketers
Prepared by FocalPoint Marketing, LLC
With constant change being the nature of the insurance business, it is increasingly difficult for producers to stay informed of the latest developments and changes in products offered by Managing General Agencies, Wholesalers, Insurance Companies and Industry Vendors. Active communication is the key to keeping products and services at the top of mind of key agency personnel. 
Email marketing has become an essential tool for insurance marketers, creating visibility for their products and services by reaching thousands of agencies instantly. FocalPoint has taken the idea of email marketing to the next level with our Targeted Interactive Advertising (TIA) system.  TIA combines a comprehensive database of P&C agencies with a powerful web-based email advertising system that gives you advice and tools to design and deliver successful email campaigns.
FocalPoint’s team of advertising consultants has put together this easy-to-read guide to creating winning insurance e-marketing campaigns. Combining years of Business-to-Business insurance direct marketing and advertising with the latest industry research, we have developed best practices for designing email communications that generate interest and response from interested insurance professionals. The following tips were designed for writing eye-catching subject and “from” lines and compelling content that gets results.

LESS IS MORE

In today’s fast-paced world of constant communication, people have less time to focus on reading their emails. That’s why it is critical that your email campaigns be short and focused. Research indicates that marketers and advertisers have a 1-5 second timeframe to get a recipients attention and entice them to read more and respond. 

Subject Line: Be Concise
Your subject line is the determining factor for success of your email advertising campaigns.
· Subject lines should be no more than 5-7 words (45-50 characters) to avoid your text being cut off and your message being ignored. Compensate for the lack of subject line space with strong words that offer the reader value. If your subject line is longer, make sure a key word, such as a price or date, is not cut-off.
· A subject line should be thought of as the headline of a news story. A headline will draw the reader into reading the whole story. A compelling subject line will persuade the email recipient into reading more. You should write the subject line first and build the content of the message around it to ensure the message supports the subject line.
· A subject line should clearly state what your reader can expect from your email, how they will benefit or what action you want them to take as a result of reading the email. You should let the recipient know how your offer or information will save him money, time, or otherwise improve his business. 
· Proofread your Subject line for before you submit your campaign for delivery. Run it through spell check and have a colleague read it as well. Incorrect grammar or misspelled words in a subject line can easily damage your credibility. 

Content: Be Focused
Your content must be persuasive but not overbearing.
· You should keep the message short and to the point. Paragraphs should contain 1-3 short sentences. The content should be compelling and dynamic incorporating a lot of bullet points and action verbs. 
· Your content should be focused on one or two central ideas. If you include every product feature in your email, you are going to overwhelm the recipient and they will disregard your message. Research has shown that choosing a single idea to focus on in your message is much more effective than trying to tell the reader everything you want them to know about your company, product or service. 
· Your content should focus on the benefits of your product or service more than the features.  Describing the benefits appeals to the readers emotional needs and conveys how the product or service will improve their quality of life or emotional wellbeing. Conversely, features focus on the specific attributes of the product or service, usually not evoking emotion in the reader. Highlighting the benefits is much more effective in driving the reader to take action.

· Your message’s call to action should have a sense of urgency because urgency compels the reader to take action. For example, you can make the offer limited to the first 50 respondents or set a deadline: "Order by Friday for 20% off". 

MAKE A CONNECTION

We come in contact with so many people and products on a daily basis that it is difficult for your message not to get lost in the shuffle. That is why it is critical that you connect with the email recipient in as many ways as possible. Use what you know about the recipient to personalize the subject line and target the content of your message. Research shows that the more personalized an email is, the higher the response rates. 
Subject Lines: Be Familiar
Your subject line should focus on a topic that is interesting to the reader.

· Subject lines should be based on a recipient’s product or content preferences, interests, past purchases and online behavior (e.g. links clicked) when known. The more data you collect about your target the stronger the connection you can make.
· Unlike the body of the message, your subject should not be personalized with the recipient’s name. Using first or last names in subject lines is a trick that spammers use, so your message may not reach its intended recipient. It is also a waste of valuable subject line space. The subject line should be carefully crafted to compel the recipient to open your message.

Content: Be Personal
Your content should be tailored to the audience you are trying to reach.

· Personalize the message by addressing it to the recipient in the body of the email. (e.g. Attention: Jane Smith, President) Use every opportunity to incorporate the recipient’s name. Research shows that the reader will pay more attention to the message if you do. 
· If you know the type of products or services your recipient(s) are interested in, you should customize the message accordingly. When the message is targeted, relevant and timely, the recipient is more likely to read and respond to it.

STAND OUT FROM THE CROWD 

To cut through the “noise” of constant communication that insurance professionals face on a daily basis, everything about your email campaign should make it stand out. However, it is important to maintain a professional image while making a lasting impression on them. You want the reader to remember you because you are someone they want to work with not because they were appalled by your email.
Subject Lines: Be Straightforward 
Your subject line should be intriguing but not misleading.

· Your subject line should be honest and direct and reflect the email content. Do not try to trick the recipient into opening your email. Not only is this illegal in some states but can anger the reader to unsubscribe from your messages or even worse, report you as a spammer. Research indicates that readers believe that spam is “emails intended to trick me into opening them”.  

· You should not exaggerate your offer or the benefits of your product or service. If the Subject line sounds too good to be true, the recipient will distrust you, delete your email and possibly report you as a spammer. 
· If you are sending a newsletter or regular publication, you should try to incorporate the publication’s name in the subject line so it will stand out when the recipient skims through their new emails.  
Content: Be Recognizable 

Your content’s “look and feel” should be branded.

· You should make sure that your content is recognizable to the recipient. Your logo should be included and your messages should use the same formatting when possible. For example, if you are sending a newsletter you should create a template that you can use for every issue with the same colors and text. Ultimately, your messages should have a consistent look and feel that best represents your brand.
· Your “call to action” or how you encourage your reader to take action, should also be very obvious to the reader. You should clearly state what you want them to do.  It is recommended that you make it a graphic, (e.g. put a colored box around it) not a simple text phrase to make it more eye-catching. 
From Line: Be Identifiable
Your from line is the first thing a recipient looks at, don’t be vague.

· When deciding whether or not to open an email, recipients tend to look at the "From" line first and then the subject line. The "from" line tells the recipient who sent the email. It is recommended that your "from" line clearly state who you are. List your company name so you don't have to waste valuable space in the subject line. If the recipient doesn’t recognize who the email is coming from they may not even look at the subject line and definitely won’t open it. 


THE CLEANER, THE BETTER


When you email is cluttered with too many images or your content contains too many different ideas, you lose the reader’s attention, if you catch it at all. You should use simple language and few images. Try to draw attention to important details using color or basic graphics (lines and boxes) vs. images. The easier the email is on the eyes, the more likely the recipient will read it.   
Subject Lines: Be Simple

Your subject line should be easy to comprehend.

· Your subject line should be written with language that the reader can quickly digest. The recipient should not have think too hard to figure out what the subject of your email is.
· Your subject line should be written in proper sentence case. Subject lines that are in all caps are easily labeled as spam by filters. If your email does make it through it likely will not be opened because most readers assume that subject lines that are in all caps are spam and automatically delete the message.

· Try not to include any punctuation. Most subject lines don't even need a period at the end. You should definitely avoid using exclamation points or your message will likely get caught in a spam filter. However, if your Subject line is a question, you can use a question mark.
Content: Be Neat
Your content layout and design should be uncluttered.
· When communicating with clients or prospects, you want to project a clean, professional image. Do not include too many graphics, call-outs, long strings of text. Your content should be business related and any graphics (e.g. logo) should support the content or the company’s image.
· You should limit images, especially “above-the-fold” space (the part of an email or web page that is visible without scrolling). If you decide to include an image, keep it small because spam filters may assume that it’s an indecent message and block it. 
· Use links where possible to direct your reader to more information or encourage them to take action. Multiple links should be strategically placed in the body of the message to encourage the reader to click through and respond. Research demonstrates that this works to increase open and response rates. 

KEEP YOUR EYE ON THE BALL

As you interact with your clients and execute prospect marketing campaigns, you should capture as much information about your audience as possible. You can use this valuable profiling data to develop future messages for target groups. To develop engaging content, it very important that you include current market trends, response profiling data and recommendations on avoiding anti-spam software.  
Content: Be Observant

Your content should incorporate lessons learned.

· You should test different messages and designs to identify words and styles that appear to work. For example, pay close attention to subject-line performance over your last several campaigns. Identify which subject lines drove the results you wanted – the most phone calls, increased order volume, higher click-through rate, etc. and include them in future campaigns.
· Review your TEC reports to see which messages/links draw the most clicks or forwards. You should also review your websites traffic reports to see which pages got the most traffic or which documents were downloaded most often. This data can show you what information is most relevant or useful to your audience and should drive your content development and prospect targeting. 

· It is important to include all suggestions for avoiding spam filters. Anti-spam software works by assigning a score to the words in your email. There are certain common sales and marketing terms that score higher so the more of those words in your message, the more likely your message will be labeled as spam and blocked. The following list includes some words you should avoid in the subject line and message body.






