


Imagine... Your 
Email Marketing 
NAILED Forever
Dear Future Email Marketing Superstar,

You’ve make a smart choice in investing in the printed 
version of Email Marketing Crash Course and I can’t adequately 
express how much I appreciate it.

And because of that, you’re going to find the value of 
this short but comprehensive Course vastly outweighs the 
“price”. It’s substantially the same to the free email version 
but contains extra bonus material not in the emails that in 
and of itself is worth far more than the small amount you 
invested in it.

Email Marketing is, and will probably remain one of the 
most powerful and effective marketing channels you have 
available to you. It’s virtually free and takes little more than 
an investment of your time and energy and a small amount 
for  an autoresponder — yet it can increase your sales by over 
1,600% when compared to the traditional model of selling 
over the Internet.

But your success is predicated on two things: doing it the 
right way; practicing until you get the hang of it.

The first I can help you with — and by the time you get to 
the end of this Course, my work there will be done.

The second is entirely down to you. I can encourage you 
and advise you, and even kick you from time to time... but I 
can’t do it for you.

So read this Course from beginning to end at least twice, 
take (lots of) notes and then take action.
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Chapter 1 — Email Marketing Myths

So, let’s start right at the beginning: why bother with email 
marketing?

I mean, it’s old fashioned, clunky and doesn’t work because 
it’s been eclipsed by social media marketing, right?

Wrong.

Because when done the right way, Email Marketing is 
insanely profitable.

Here are just a few examples of the kinds of results people 
are getting:

• My wife, Sarah, increased her sales by 114% in the first 
30 days of Email Marketing the EBG Way... and they 
stayed there.

• My own emails enrol people into my Business 
Supremacy Inner Circle at a rate of around 5%, which 
is astronomical for a membership programme.

• A couple of years ago, my dear friend and client, Angie 
Mattson emailed her list every day for the first 15 days 
of December — and came away with six brand new 
shiny clients (at a time of year where the “gurus” tell 
you “no one is buying”.

• John O’Connell, Member of my Inner Circle, in 6 days 
of sending regular emails (10 emails to be exact) made 
€3,000. Now this was to a list he was normally making 
at most 2-300 quid a month from. Not only that but the 
lifetime value of these clients was worth far more than 
just 3 grand.

• Alison Stothard, at her wits’ end, took my advice, 
knuckled down, and emailed her list four times over a 
Bank Holiday weekend... and made more sales in those 
four days than she’d normally make in an entire month.

• My emails for clients are legendary. Some years ago I 
made one client $75,000 from just two emails, pitching 
an offer to a list they swore was “burned out”. More 
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recently I’ve routinely added a 25% bump to another 
client’s seminar attendance figures as well as spanking 
the bottom of emails written by one of Glazer-Kennedy’s 
top copywriters.

I could go on, but there’s little point: emails written the 
Evil Bald Genius Way make you money -- heaps of it. And 
in Email Marketing Crash Course I’m going to share with you 
exactly how I do it.

First, let’s get the uninformed shit out of the way and bust 
a few popular but utterly incorrect Email Marketing Myths:

1. Email marketing doesn’t work any more. Yes it does, as 
the results I’ve shared with you above demonstrate. 
What won’t work is boring corporate-style “newsletter” 
emails of the type you get from all the big brands. For 
reasons we’ll come to later in the Crash Course, those 
beautifully-designed emails that look gorgeous at your 
end look like a pile of dog’s vomit at t’other. I’ll fix that 
for you, so don’t worry.

2. People don’t read emails any more. Bullshit. They do. 
Email is actually one of the most popular forms of 
communication. Sure, many younger people might be 
leaning more towards the messaging systems provided 
by Facebook, et al, but email is still tops for one-to-one 
communication for vast numbers of people.

3. People hate spam and will think I’m a spammer if I 
send them lots of emails. Yes, people do hate spam. But 
they won’t consider your emails spam if they’ve asked 
to receive them and when they do receive them get 
something interesting, enjoyable, informative, and fun 
that adds real value to their lives. More to the point, the 
more often you appear in someone’s email inbox, the 
less likely they are to think you’re a spammer.

4. My customers are too smart and sophisticated to respond 
to EBG-style Emails. Yeah, right. Listen, I have all sorts 
of business owners who have responded to my emails, 
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from lawyers and accountants, to cancer surgeons and 
gym-owners. And, more important, they have then gone 
on to use the same style of email marketing in their own 
businesses. Imagine: a lawyer sending emails like mine. 
Well he does, and he has a stack of replies from people 
who love them.

5. My customers don’t like to be sold to. That’s possible. But 
if it’s true, then it’s because you haven’t trained them to 
expect it or you’ve attracted the wrong kind of people in 
the first place. Everyone likes being sold to if it’s done 
the right way. Being sold at is a different matter. No 
one likes the hard sell. But EBG Emails don’t sell hard. 
They sell soft. But remember... even raindrops can wear 
down a mountain, given enough time.

6. If I email my list... they’ll unsubscribe. But if you don’t 
email them... what does it matter if they stay? The point 
of having an email list is not to have a list. The point of 
having an email list is to make money.

Again, I could go on -- but those are the main objections I 
get.

Here’s what people really want: they want to receive emails 
from people, real human beings with warmth and personality. 
They don’t want to receive bland, boring company brochures 
and other flavourless marketing dross. That is why so many 
people struggle to make Email Marketing work.

Now, much of what I share with you in Email Marketing 
Crash Course is going to be counterintuitive, completely the 
reverse of what you’ve been told before, and it’ll leave you 
feeling very, very uncomfortable.

So uncomfortable, in fact, you’ll likely be tempted to 
dismiss it or put it to one side until “later”.

If you do either of those things, you are making a big, Big, 
BIG mistake.

FACT: no one who has taken my advice and begun emailing 
the EBG way has ever failed to increase their sales. One lady 
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came close to not getting a bump, but we fixed her offer and it 
went bananas.

So I hope I’ve put your mind at rest -- Email Marketing 
works.

But...

... only if you actually take action and start doing it.

So...

Get started by emailing your list. 

Tell them you are going to be emailing them regular 
and frequent tips and  updates they will find interesting, 
informative, entertaining and useful. 

Be sure to give them the option to unsubscribe right now, 
before you begin emailing them. 

Say something like, “... you can decide not to receive these 
emails at any time, or you can click the link below right now and 
opt out now, before I begin sending them. Just be aware if you do 
elect not to receive them, you’ll also miss out on a whole load of 
special offers I reserve for my email readers only”.

That’s it for now.

In the next Chapter we’ll be looking at the structure of EBG 
emails and what makes them work the way they do. 

It’s not all about the content, even though that’s important.

In  the meantime, carry out those action points... because 
they won’t do themselves.
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In the previous Chapter we had a quick overview of Email 
Marketing and blew a few of the most pernicious myths out 

of the water.

And so in this Chapter we’re going to turn our attention 
to the structure of the emails we send. You might think this 
is a bit of an odd way to do it, because you’ve been told the 
content is more important than the structure, but that would 
be a mistake.

Why most people are ‘sales copy’ illiterate
Virtually everyone in the Western world leaves school 

able to read and write. A small proportion of them can write 
“well”. And for reasons I won’t go into here, this often leads 
them to the erroneous conclusion if they can write “well” they 
can write a good sales letter.

This is probably the most expensive non-sequitur you’ll 
ever swallow. Writing your own copy is a great idea and 
frequently a much better one than paying someone else to do 
it — with the caveat you must first learn how to write sales 
copy yourself (or at least what it looks like so you don’t get 
sold a lemon). 

Simply writing “well” won’t cut the mustard.

And not only does sales copy have content and style, but it 
has a structure, too.

Now, with a sales letter or postcard or web-page or 
whatever this is easy to see: headline, body copy, call-to-
action at the bottom, all moulded around the AIDA formula 
(Attention, Interest, Desire, Action) and containing the four 
essential elements you need to have in there to make it all 
work: Pain, Commitment, Offer, and Reason to Believe (we 
went into these in depth on the Inner Circle Teleclass back 
in November — shame on you if you’re not already a member. 
Details here — www.JonMcCulloch.com/inner-circle).

The trouble with the kind of emails we send with Email 

http://www.JonMcCulloch.com/inner-circle
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Marketing is they tend to be shorter so we tend not to get this 
whole structure in and the whole way email works makes it 
slightly different for us.

The first thing to understand is while we want to stick to 
the structure as much as possible, it’s not worth losing sleep 
over. I know people who have avoided sending emails because 
they were not “right”.

This is really dumb, because even if an email is somehow 
“perfect”, if you don’t send it, you won’t make any money. That 
I can guarantee.

So, here’s a quick rundown of what needs to be in your 
emails and a guide to how to string them together, in the order 
of their importance.

First...

The ‘From’ Name.
Hah! You weren’t expecting this, were you?

Over time this is much more important than your Subject 
line because if you’re writing your emails the EBG Way, then 
your audience will be looking for your name in their inbox 
(and if you miss one or you’re late with them you will get 
emails asking where they are and are you OK — this happens 
to me all the time).

Most people will tell you the Subject line is the most 
important thing in an email. This is true only if the sender 
isn’t well known to you. I mean, imagine you fancied a hot 
chick or dude and you saw an email from her land in your 
inbox — you’d open it no matter what the Subject line said, 
right?

Right.

So your From name should be your name. 

Not your company name or anything else like that, even if 
you’re writing from a company. Your name. I tell you — I am 
not a fan of the tax man at all, but you know what really gets 
me mad?
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Getting letters from them... without even the courtesy of a 
bloody name on them.

The Subject Line
Your Subject line is the next most important thing in your 

email. It’s the second thing they’ll see after your name, and 
often only thing they’ll see giving them a clue to the content, 
unless they are using an email client where it shows a preview 
of the message (not all of them do, and often the user has this 
turned off, anyway).

So do spend some time on making your Subject lines 
“attention grabbers”, because sometimes, especially if they 
are new to your list, your name might not be enough.

If you’ve read my emails over time, you’ll know I tend 
towards the risqué and the bizarre. Sometimes I’ll drop in 
a “how to” or whatever, but the relationship I have with my 
readers means they know me well enough to understand if I 
have a Subject line like “Kinky Marketing Secrets of the Pervy 
Fetish Enthusiasts” it means something and they are going to 
be rewarded by reading the rest of the email.

That’s crucial: as with any headline (because that’s what 
your Subject line is, if you think about it), you must be 
explicitly or implicitly promising a benefit to them taking the 
time and making the effort to read on.

First Few Lines
An important rule is to pay off your Subject line early 

— and the more risqué and awe-inspiring your Subject, the 
earlier you need to pay it off. 

Don’t all  into the trap of using Subject lines that just get 
attention and have no follow-on in the email. You’ll just leave 
your readers feeling tricked — meaning next time they won’t 
open your email, perhaps.

I tend to make my first line short, just a few words. The 
second line maybe a little longer than that, and the third line 
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longer still.

This is deliberate — because what I’m doing is easing them 
into reading my email. 

If the first line is a gigantic block of text, it’s often enough 
to put people off. 

The trick with successful sales copy is to get people reading 
and then keep them reading.

Body Copy
I’ll say much more about this in the next Chapter, but 

for now just aim for being conversational, personal and 
personable. 

Write like you speak and as if you were talking to a favoured 
aunt or uncle over a glass of sherry at Christmas.

Much more on this in the next Chapter, as I said.

Call to Action
This is the bit where most business owners chicken out, 

both in email and in other copy. But if you wait for people to 
buy in their own time, you’ll be waiting for a very long time, 
in the main.

I have a simple rule that every email I send has at least 
one call to action: simply a link for them to click on, with the 
intention usually being they either buy something or somehow 
indicate interest in some niche where I’ll sell them something 
further down the line.

There is a very specific pattern to how many links and 
where to put them we’ve identified empirically (and I share 
it with you in the Bonus Section) from lots and lots of testing, 
but just make sure you have at least one of them in there.

Exactly how you do this is up to you, but the important thing 
to understand is the “sale” in the email is usually (but not 
always) to get them to click the link and the product or service 
should be sold on the page they are landing on. A subtle but 
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very important difference.

OK that’s it for this Chapter.

 In the next Chapter we’re looking at content — how to 
write this stuff. 

I promise, Chapter 3 will make you giggle and blow you 
away.

Finally... this all probably seems very complicated, but it’s 
not. It seems that way because it’s probably new to you, and 
like anything it will get easier and you will get better with 
practice.

You won’t become excellent at Email Marketing just by 
reading what I or anyone else has to say about it: you have to 
do it.

And once you’ve done it for a while, you’ll become so good 
at it, you’ll do all of the above unconsciously.

That, my friend, is a wonderful place to be.
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Chapter 3 — How to Write Like the Evil Bald Genius

In this Chapter and the next, we’re going to turn our attention 
to the actual content: what to write and how to write it.

And we’re going to take them in reverse order, because of 
the two by far the biggest stumbling block or most people is “I 
can’t write all this stuff like you can Mr Evil Bald Genius”.

Well, maybe that’s true. 

But if it is, then it’s only because I’ve done something you 
haven’t done: practiced a lot. That’s not a criticism, by the 
way: it’s just a fact. 

I’ve been writing sales copy pretty much all day every day 
for the past eight or nine years; and if I’ve not been writing 
sales copy, I’ve been writing about writing it.

So by now it’s a deeply ingrained unconscious skill. I don’t 
have to think about it too deeply most of the time. 

My friend Dev, who’s a top cancer surgeon, once complained 
at how “easy” writing copy was for me and how “hard” it was 
for him and I must have some “natural talent” -- indeed, just 
like his natural surgical “talent” I suppose. 

He got the point.

Does all this mean you’re going to be crap at this for the 
next few years?

No.

And here’s why: I am a pro copywriter. 

When I work with clients I’m often going after cold 
prospects in big, competitive markets where I’m up against 
some of the world’s best. 

So I need all the Evil Bald Genius Tricks and Strategies I 
can muster.

But for you, the chances are it’s very different. The chances 
are you are competing in less competitive markets and against 
ordinary business owners who know as much about writing 
sales copy as I know about the rules of cricket.
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In other words, you don’t have to be world class. You have 
only to be better than your competitors. And as you probably 
know, the likelihood is they are really, really bad.

Here’s my promise to you. Two promises in fact:

1. If you can chat up the guy or gal on the checkout at 
Tesco or Walmart... you can write sales copy.

2. I can prove this to you in just five minutes.

Don’t believe me? Right.  Do this exercise.

Then email me and tell me how awesome you are at writing:

The Evilest Baldest Most Geniussest Writing Exercise Ever
I got this technique from a chap named Steve Manning —

credit where credit’s due — and while I don’t use it myself, 
for reasons I’ll explain in the next Chapter (and my natural 
writing style is very similar anyway), it’s an excellent way for 
anyone who thinks they can’t write to prove yourself wrong.

You may have already seen it if you’re in the Inner Circle, 
but even if that’s the case, still do this exercise because it is 
going to help you. Read through the Exercise at least once 
before actually doing it.

1. Get your kitchen timer or your phone, set it for five 
minutes and sit yourself down comfortably at your 
computer, ready to type. Put the timer where you cannot 
see the countdown.

2. Take three words at random. For the purpose of this 
exercise we’re going to use ‘Cabbage’, ‘Microphone’, 
and ‘Bucket’. When you come to use this in anger, you’ll 
choose your words more carefully.

3. There are now just two rules concerning these words:

i. The first word of the first sentence must be any one 
of those three words.

ii. The other two words must then appear somewhere 
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in the first sentence.

4. So if the words were ‘Evil’, ‘Bald’, and ‘Genius’, your first 
sentence might be “Genius isn’t normally the kind of 
attribute you expect when you see a bald man slipping 
a knife between the ribs of an evil would-be mugger, 
but that’s what I came to find as I got to know him”.

5. OK, just read the three words again — ‘Cabbage’, 
‘Microphone’, and ‘Bucket’ — and then make sure you 
understand the two rules concerning them.

6. Now, set the timer going and start typing. The rules for 
writing are:

i. You write as fast as you can, just getting down 
whatever comes into your head in your “stream of 
consciousness”.

ii. You do not edit, evaluate, or judge at this point. 
Leave typos as they are. You just WRITE.

iii. You write from the instant you set the timer going 
and you don’t stop until the timer goes off. This is 
why you put it where you can’t see it

iv. When the timer goes off, you stop.

v. Go back and read what you’ve written. You may now 
also edit it (more about how to do this in a later 
Chapter).

7. That’s it.

One thing I can pretty much guarantee is going to amaze 
you is the quality of what you’ve written. Before you actually 
do this exercise my guess is you will be sceptical and expecting 
it to be a horrible, meaningless pile of crap.

But when you’ve done it... you will be awed and forever 
grateful to the Evil Bald Genius for making you such an 
awesome wordsmith. 

And then as you bask in your OWN awesomeness, just think 
about the amazing daily emails you’re going to be writing.
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Chapter 4 — Where DO you get your ideas, EBG?

In the last Chapter I shared with you a very simple exercise 
to get yourself writing like a demon (and if you haven’t 

done it, then please go back and rectify that immediately, 
otherwise you’ve just put yourself in the unenviable category 
of “wannabe”).

I do want to stress I don’t write my emails using that 
technique myself, in the same way I don’t ride my bike with 
stabilisers or shuffle my hands around the steering wheel of 
my car. 

It’s just a practice-technique, like the stabilisers and the 
shuffly-hand thing, to get you moving. After a short while 
you’ll have burned some new neural pathways and writing 
will become much easier for you (but if it works and you want 
to continue with it, then by all means do).

As I’ve taken great pains to point out before, I wasn’t born a 
whizz with the old keyboard. I became an awesome world-class 
copywriter only because I was an awesomely crap copywriter 
who practiced, practiced, practiced and wrote himself better. 
There are no other alternatives and no real shortcuts.

But the sooner you start writing, the more quickly you’re 
going to get better.

Proof of this, if proof be needed, is my good friend Flor 
McCarthy, who is, of all things, a lawyer. Now, I’m sure you’d 
agree with me lawyers are not generally noted for their warmth 
or good humour and it’s true he resisted the notion of sending 
informal and conversational daily emails to his clients at first.

But he tried it... and stuck with it and now he’s an old hand... 
and he has a whole pile of emails from his clients telling him 
how much they enjoy and look forward to receiving his emails. 

Needless to say, his business has improved, too.

The point is, if a lawyer in the smallest of small towns in 
rural Ireland can succeed with daily emails... then you can, 
too.
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Anyway, let’s move on.

Because now we have an inkling of how to write, the 
question is...

... what do we write about?

And the answer is... pretty much anything you like. In the 
original Email Supremacy teleclasses I shared a list of 31 
different drop-dead-simple ideas for email topics, many of 
which could be effortlessly expanded into an almost infinitely 
long list of topics.

Here’s a sample for you:

1. A topical news piece. I don’t think I need to say a lot 
more about this, do I?

2. Something about your day or weekend.

3. Write about a habit you have now or have had in the 
past. Good or bad. Makes no difference.

4. Some big mistake you’ve made in the past (most people 
make the error of only ever mentioning long-past 
mistakes in an effort to distance themselves from it. 
But the more recent the mistake you admit to, the more 
people will be drawn to you).

5. Lists. People LOVE lists. And you can make them as 
sensible or as daft as you like, from “7 Ways to Kill a 
Zombie” to “The 10 Most Painful Things I Ever Did”. These 
are always entertaining.

6. Something (good or bad) that’s happened to you or 
someone you know in the past

7. Your latest client. You don’t have to break client 
confidentiality, but there’s nothing to stop you writing 
about the challenge they faced or the problem you’re 
solving for them.

As I’m sure you can see, Nos. 4, 5 and especially 6 give you 
an almost unlimited range of choice.
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The thing is your topic does not have to be relevant to your 
niche, industry, product or service. 

You may remember the “15 floors up” email I wrote some 
time ago, about my friend who used to walk -- drunk -- along 
the window cill outside his long apartment window, 15 floors 
up. 

That was the second most profitable email I ever sent and 
it had nothing to do with what I was selling. I say more about 
how to craft offers and calls to action in Chapter 5, but for now 
just be aware you can make your call to action as simple as 
“and while I’m here...”. 

That’s it.

OK, so your “homework” for this Chapter is to take the 
list above, pick three words as I showed you in yesterday’s 
exercise and write an email using the same technique. 

The three words you use can be anything you like, but 
you’ll get your best results if you pick three relevant to the 
thing you’re going to write about.

But don’t sweat any of this. 

It’s only one email of many you will be sending, and you’re 
better off writing a so-so email and sending it than writing a 
perfect one and leaving it on your hard drive because you’re 
a scaredy-cat.
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Chapter 5 — How to Sell in Your Emails

In the last Chapter we looked at some very simple ways to get 
them ol’ ideas flowing for your emails. One thing you’ll come 

to learn is it’s less important what you write about than it is 
that you do write regularly and frequently.

In this Chapter we’re going to see how we can make these 
potentially whacky and off-the-wall emails relevant to our 
offers and launches.

And the secret is...

... you just fuggeddubaoudid.

It’s really not that important.

Sure, often you’ll find a way to tie your product or service 
into the topic of your email very neatly, and that’s great. Do it 
when you can.

But if you can’t, it really doesn’t matter.

Your email does not have to be about the “thing” to sell 
the “thing”. See, the simple thing about us humans is while 
we want a reason for something, that reason has to make only 
superficial sense. Meaning a simple “because” followed by the 
most inane and trivial of justifications will often be enough.

So what that means is you can write something like this: 
“... by the way, while I’m here you really do need to get your act 
together and click that there link, because I have just a few more 
places left, and next time this widget sees the light of day, it’ll be 
twice the price”.

Dead easy, right? 

And that could follow an email on literally any topic.

The thing is you’re not selling like you’d traditionally be 
selling — one shot at the target so you’re pulling every trick in 
the book to get them to buy. 

That’s why we tend to write the long-copy sales letters and 
have salesmen and women giving well-prepared sales pitches.

But this way you’re selling over time. And when someone 
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does eventually buy from you it’s because they’ve bought into 
you, thanks to the constant, conversational emails you’ve been 
sending them. 

Sure, I write long-copy sales letters for myself, it’s true. 
But that’s because I can. It’s easy for me, and fast, too. But 
Sarah, my wife, regularly gets conversion rates of 47% or so 
and for her offers we use a simple and very formulaic 360-ish 
word sales letter.

Why does it work?

Because of the relationship she has with her list.

Moreover, the repeated offers — like, repeated daily, over 
and over and over again ad nauseam in some cases — work 
because people buy when they are ready to buy, and not when 
you are ready to sell. 

So you have to keep popping up in front of them so when 
that Special Day comes, you’re right there waving at them 
with your offer.

Finally for this Chapter, if you are launching a product or 
service with a deadline or some other form of scarcity, don’t 
be shy. I’ll typically email my list seven times on the last day 
of a launch, and while I lose maybe 1% of my list (who would 
never have been buyers anyway), I’ll get maybe 80% of my 
sales in the last 20% of the promotion. Other business owners 
tell me they see much the same pattern.

And really finally finally... I get a lot of emails from people 
trying to divine the Higher Plan I have, working hard to figure 
out the deep meaning of the emails I send and the particular 
order and timing I send them.

Well... here’s how I work it out.

I do a double integration based on the Wren-Davidson 
curve, cross-multiply it in Laplace Space with the size of my 
list and then apply the chi-squared statistical function and 
run it through a cost-matrix.

OK, that’s a lie. It doesn’t even make sense.

Truth is... I just make the bugger up as I go along. I feel like 
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sending an email that’s just occurred to me, then that’s what 
I do. People who dig deep for the “real” meaning remind me 
of those pretentious types who try to analyse stories and make 
more of them than there really is.

I remember from my school days when my English teacher 
would read a passage from whatever book we were studying 
at the time and read into it some deep and profound meaning

“The curtains were blue”, she’d read, then raise her eyes from 
the book and tell us all, “the blue of the curtains is the author’s 
way of communicating the deep depression of the protagonist as a 
result of his betrothed’s infidelity”.

Really?

How did she know?

Sometimes the curtains are just blue, and that’s all the 
author wanted to say; and unless the author tells us differently, 
that’s really what we have to assume.

The one exception to this is when I’m launching a new 
product or service — then there’s a definite plan and a 
structure to the email sequence. 

Otherwise they’re just a more-or-less random ongoing 
monologue rather like a few chats down the pub of an evening.

Next, in Chapter 6 we’re going to be looking at some of the 
more technical bits of Email Marketing. 

Do not think you can just ignore this Chapter because it’s 
boring and “geeky”. You don’t have to be a technical wizard 
but you do need to be aware of the problems and pitfalls.

Cuz if you’re not then your profits will suffer.
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Chapter 6 — Technical Horrors of Email Marketing

In this Chapter we’re going to be looking at some of the more 
technical nitty-gritty details of Email Marketing.

And I warn you: while you might find this boring and 
something for the nerds to be taking care of, it’s important you 
understand it because your web-designers almost certainly 
won’t.

First, if you’re tempted to use the “professionally designed” 
email newsletter templates that look like mini web-pages... 
don’t.

They are completely ineffective. Not only are “newsletters” 
a waste of time (they “tell” rather than “sell”) but all the 
fancy HTML formatting with tables and stuff is unlikely to 
be rendered correctly in many of your readers’ email clients. 
Without getting too techy, although HTML is standardised 
everyone has his or her own interpretation of how things 
ought to look on the screen. 

The upshot is my email client very likely makes the email 
look different from the bloke next door, and both of them will 
be very different from the version you see when you write it.

I generally go for either plain text or simple html — bold, 
underline, italics and a small amount of highlighting on 
occasion. 

The reason I, personally, use simple HTML as opposed to 
plain text is something of a compromise between best practice 
and automation. I discuss this more deeply in the Inner Circle, 
so for now just take my word for it and see I follow my own 
advice.

Secondly, forget about using images. Again, to keep it 
simple, just understand images are usually hosted on a server 
and downloaded and displayed in the email on demand. 
Maybe only 40% of people will have their email clients set up 
to do this automatically (and they’re insane if they do), so most 
people won’t see your images at all.

Don’t believe me?
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Then look at the image below and be appalled:

And thirdly, the same mechanism is used to calculate your 
open rates, which means they are horribly inaccurate (and 
who cares anyway? It’s sales you want to be counting, not 
opens or click-throughs).

Open rates can be useful as a comparative measure in some 
circumstances, but mostly they’re not worth your while even 
looking at. They’re about as much use as a chocolate teapot or 
a Facebook “like”.

Here’s an example of how silly it can get when you spend 
your time worrying about open rates:

Look — more clicks than opens. Clearly an impossibility 
unless the open-rate reporting mechanism is broken (which 
it is).

There’s some more technical stuff in the Bonus Section 
where we look at Deliverability..
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OK, that’s it for this Chapter. 

Short, I know, but what I’ve just shared with you is very 
important because if you don’t get to grips with it all, then all 
your best efforts will come to naught because your marketing 
emails are likely to look like a dog’s dinner by the time they 
get to the other end.

In Chapter 7, I share with you exactly why Email Marketing 
done the EBG Ways works. 

Something you may have already figured out about me is I 
like to give you the why of things as well as the what and the 
how.

And I do this because if you understand the why of 
something, you’re much more likely to take action and put the 
strategies to work.
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Chapter 7 — Why Email Marketing Works

As I promised in the last Chapter, I’m going to share some 
insights with you into why emailing the EBG Way works. 

It’s not something based on science and all the information 
we’ve got is empirical.

Email Marketing done the EBG Way increases your sales. 
That’s a fact.

At least, I have never had anyone try it and not get a 
substantial boost in their sales and profits. This isn’t to say 
it’s impossible there’s someone out there who won’t. 

But the odds are insanely in your favour and businesses 
where this won’t work are vanishingly rare. Consequently, the 
chances of your being a business where this won’t work are 
very remote.

So, how do we explain the facts?

Here are a few hypotheses. I don’t claim they’re all neces-
sarily true, but they’re reasonable and based on much of what 
we know to be true.

1. You’re there when they’re ready to buy. Consider: not 
everyone on your list is ready to buy all the time. For 
one reason and another their “buying temperature” 
goes up and down. 

Now, imagine they’re in the mood to buy one day a 
week and you email once a month (which is still more 
frequently than most business owners email). 

The chances of your email landing in their inbox on the 
day they decide to buy, assuming both are independent 
and random, is approximately 1 in 900. But if you email 
every day, then you are certain to have an email in their 
inbox on the day they want to buy.

2. You are top of consciousness. Your having an email in 
their inbox on the Special Day won’t guarantee they’ll 
buy from you, but it vastly  increases your chances. Why? 
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Because you’re the guy or gal they keep hearing from! 
When they think “widget!” your name immediately 
comes up. I mean it’s likely very few people who read 
my emails would think of anyone but The Evil Bald 
Genius if they were pondering Premium Pricing.

3. By writing conversational emails, written as you speak, 
you attract people who are like you. This is not a trivial 
point and bears some explanation. But, in brief, we 
know we end to like to do business with people who are 
like ourselves. And we tend to attract those people by 
writing naturally and conversationally. In other words, 
if you write like a stuffed-shirt, you’ll attract stuffed-
shirts for clients.

4. Your emails are like the emails they get from friends. 
When you get a nicely formatted ‘newsletter’ type email 
you know it’s from a business, especially if that’s the 
name in the From field. Immediately you know what 
follows is a pitch, no matter how gently it’s put. 

But by sending emails the EBG Way, your emails look 
more like the kind of emails you send and receive for 
fun. Sure you know I’m selling but you also know there’s 
no real hard sell and even if you don’t buy anything you 
know you’re going get some value from reading it, even 
if it’s just a giggle or two.

5. You’re selling not just telling. Despite what I said 
above, if you write your emails the EBG Way, they will 
be sales emails. You’ll be following the AIDA formula 
and structuring your emails with a proper call to action 
and each email will have a specific purpose and one 
(and only one) thing to sell, rather than a meandering, 
boring brochure or catalogue of boring “stuff”.

Whatever.

However it all really works we can but surmise, extrapolate, 
hypothesise and sometimes guess.

But the fact is... it does.
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Now, here’s the challenge for you: doing it.

See I know from experience most business owners resist 
Email Marketing the EBG Way for all sorts of reasons, from 
“it won’t work with my market” and “they won’t like it”, to “I 
can’t write” and “even if I could do it, I have nothing to write 
about”.

Well, I’ll share a secret with you: some days I don’t know 
what to write.

So you know what I do?

I just sit down and start writing about the fact I can’t think 
of what to write. Pretty soon something comes out and I can go 
back and delete the first few paragraphs. 

Job done.

Here’s a slice of personal philosophy, based on a lot of 
observation and empirical data: I think most business owners 
invest reasons not to begin email their lists frequently and 
often simply because it feels uncomfortable and they want to 
rationalise their fears with bullshit excuses like the ones I’ve 
mentioned above.
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Bonus Material

In this Chapter I share with you some additional material 
you won’t have seen in the free email version of the Crash 

Course.

First, let’s look at the Ultimate Link Strategy.

The Ultimate Link Strategy
It might come as a surprise to discover the number of links 

you have in an email as well as where they are can make a 
huge difference to response.

It’s not something I thought too much about since I’m very 
80/20 focused and that kind of thing seemed to me to be most 
likely in the 80% of things that are not terribly important.

But in a few cases this seems not to be so.

The back story is this… a client and I had something of a 
minor contretemps which meant I stopped writing emails for 
him for maybe eight months or so. We then met again at an 
event in London, and, not being one to hold a grudge, I made 
a point of speaking to him.

Anyhow, long story short we made it up and I’ve since been 
writing his emails once more.

And when I first took up the reigns again he sent me a 
load of stats he’d compiled because he found neither his own 
emails, nor those of the copywriter he’d hired from across the 
Pond (supposedly some A-list guy, but I’ve seen the emails he 
wrote and they were shite) could surpass mine.

So he’d been testing and tweaking and testing and tweaking 
desperate to find a way to beat my controls.

He never did manage to do that… but what he did find was 
one particular pattern of links consistently beat all the others.

Amazing, no?

And you know what?

I tested it myself and while I’ve not done any accurate 
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measurements on it, it seems to hold true for both my emails 
and for Sarah’s.

Bet you’d love to know what it is, wouldn’t you?

Well… in Email Supremacy…

No, I’m kidding. It’s not even in the original Email 
Supremacy because it’s so new.

And… I’m going to give it to you now. You invested $13 in 
this printed report and what I’m about to share with you is 
worth a fortune over time if you apply it consistently.

Ready?

Here it is:

• Three links in the body.

• One link in the PS.

We seem to get better results when one of the body-links 
is early in the email, but the bump we see is not statistically 
significant in the data we have. Not yet at any rate.

But we have found emails with this pattern on average do 
10% better than those without them. We’ve even split-tested 
the emails so they are identical in all but the links.

And still we get that bump.

Amazing, isn’t it?

Now please, don’t go half-cocked and say, “The EBG says 
the One True Way is…”, because that’s not what I’m saying.

There are lots of other things it could be apart from the 
links themselves (for example, it could be that to get the three 
links in and have them make sense you have to write the copy 
in a certain way — which you do, in fact).

But the point is this is worth testing because it could make 
you a lot of money.

I mean, what would an extra 10% in sales from your emails 
mean to you?
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To Sarah it makes a difference of $300 to $1,000 a month 
depending on what she’s selling or whether she’s doing a 
product launch. Not “guru numbers”, but it’s free money.

Well worth a try, eh?

But that’s not all.

Because while we touched on the technical aspects of Email 
Marketing (which I know has scared the living daylights out of 
some people) what we didn’t look at in the free programme is 
perhaps the most important technical consideration of all…

Deliverability
It’s been likened, with some justification, I think, to “the 

war for your inbox”).

The spammers have a lot to answer for because while SMTP  
is a very reliable protocol for delivering email, the constant 
stream of trashy emails from scams to offers of all sorts of 
weird and wonderful drugs, apparatus and other questionable 
things means there’s a lot of stuff going on to stop your emails 
getting delivered to where you want and expect them to go.

Here are a bunch of reasons your emails might not be get-
ting through, even when you’re sending legitimate stuff peo-
ple have asked to receive (and even gone through the double 
optin process):

1. First there’s the users and their email clients. Many 
email clients (readers) come with spam-filtering built 
in. If the user hasn’t gone out of his way to “whitelist” 
your email, it can get dropped into their spam folder 
right on their local machine. Imagine: it’s got all the 
way to the other end and been stopped at the front door 
by a guard-dog the user probably isn’t even aware he 
owns.

2. Then there’s the ISPs (Internet Service Providers). They 
have to be real careful with spam. See, if someone is 
on their network and starts sending loads of emails 
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and they even look just suspicious then the entire suite 
of your ISPs’ servers can get blacklisted all over the 
Internet. 

What happens, simplistically, is all the IP addresses of 
dodgy spam sending machines are stuck in a database, 
and MTU (Message Transfer Units) query this to see if 
your domain is in there. If it is, you can kiss your emails 
goodbye pretty much until you’ve begged and whined 
and somehow convinced the nice people who own the 
databases it’s all been a terrible misunderstanding.

These people are private individuals and enterprises. 
You have no legal framework to help you. So it’s really a 
Good Idea not to get in their databases in the first place.

This actually happened to a client of mine some years 
ago and the mess was spectacular.

This, then, is why sending bulk-emails from your own 
domain is really stupid unless you are certified as a 
legitimate sender by someone like Return Path — www.
returnpath.com (previously Habeas). I know people 
who do this but I prefer to use an autoresponder with a 
good reputation (Aweber, OfficeAutopilot/SendPepper, 
etc.) and let them deal with all this so I can focus on 
sending profitable emails.

3. And let’s remember the ESPs (Email Service Providers). 
These are people like Gmail, Yahoo and Hotmail. 
They’re really hot on spam, and what you might not 
realise is regardless of your not being in the spam 
databases above, if their own systems decide you’re 
spamming their users, then they’ll stop delivering your 
emails (and you’ll never know).

Thing is, some of the criteria they use to decide this are  
not obvious or immediately intuitive. For example, if 
too many people at, say, Gmail don’t open your emails 
then Gmail will slap your emails down for everyone. 

Meaning all your emails to Gmail users might be marked 
as spam just because some people aren’t opening them. 
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Good autoresponder outfits like OfficeAutopilot will 
stop sending your emails to people on your list who 
don’t open them for a set period of time to protect your 
reputation with the ESP.

4. Finally... there’s YOU. How you write and send your 
emails is vitally important. Some people think spam 
filtering is still like it used to be, when they’d check for 
certain words.

But no. Like everything else, it’s moved on. I used a 
commercial spam filtering service called SpamHero 
and they have a list of over two million “rules” they 
apply to emails — and the list grows daily.

Here are a few things to think about:

i. Don’t spam. Meaning, don’t tell them they’re getting 
a free report and then bombard them will crap they 
weren’t expecting. When they opt-in make sure 
they know they’re going to get regular and frequent 
emails and offers from you.

ii. Don’t buy lists or “gather” them from people. Email 
only people who have specifically asked you to and 
make sure you have a record of it. Always use double 
optin.

iii. Send from your own IP address. If you’re not using 
an autoresponder firm and your system is hosted on 
a shared IP address then the other people sharing 
your address can effectively get your emails blocked 
by sending spam. You all get tarred with the same 
brush.

iv. Watch bounces. One red-flag to ISPs and ESPs is a lot 
of bounced emails from your list (many spammers 
blitz domains with millions of randomly generated 
email addresses, knowing some will find a working 
inbox).

v. Don’t use URLs as anchor text in your emails. For 
deep and subtle reasons this is bad. Just don’t do it.

vi. Use standard HTML and use “clean” copy. In 
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other words, don’t copy from Word and other word 
processors straight into your email program because 
you’ll include all sorts of control characters that 
make no sense to the system and look like you’re 
trying to do naughty things.

vii. Encourage people to “whitelist” your email address. 
Not only will this mean your emails get through but 
it also positively enhances your reputation with the 
ESP and the ISP.

Pay attention to what I’ve just said and you’ll get much 
better delivery rates — and that means you’ll make more sales.

Better yet, use a reputable autoresponder firm and let 
them take care of it all for you.


