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Email marketing is about more than just your message. 

In fact, the words you send to your prospect’s inbox are 
just a small piece of a much larger puzzle that can 
determine the success or failure of every email you 
send. 

Before you even begin to type your message, read this 
field guide about the Who, What, How, Where, and 
Why of email marketing. 

Then, when you do sit down to write your message, 
you’ll be able to craft an email that speaks to the right 
prospects in the right way, and that generates a slew of 
good leads for your sales reps to follow up on.
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Who?
First, ask yourself: 

WHO do you want to read your message? 

After all, you want someone to receive and hopefully read 
the e-mails you send. 

And no, the answer can’t be “everyone” or “anyone” (even if 
you think it should be). As with all successful prospecting, 
effective email marketing requires you to define your target 
market. 

A defined target market allows you to: 

• focus your sales and marketing strategies on a 
receptive audience 

• reduce the number of “low-value” prospects and 
“lookers” that gum up your sales funnel 

• use your time, money, and energy efficiently 

The bottom line: a good email list depends on recipients 
that will be receptive to your offer.
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WHAT?
Next, ask yourself: 

WHAT action do you want your prospects to take? 

If your answer is “nothing” or “I don’t know,” then your 
emails won’t be very effective. 

Good emails prompt readers to take an action—e.g., click a 
button, fill out a form, download a resource, register for an 
event, or subscribe to a list. 

Your website may already contain action-worthy items like: 

If you have an existing reservoir of content, here’s where you 
can put it to use: offer it to your prospect via email. But if 
you’re short on content, you’ll need to dive in yourself (or 
outsource its creation). 

Either way, make sure you have a go-to source for good 
offers. 

And remember: free information is always compelling.
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HOW?
Next question: 

HOW do you engage your prospects? 

When it comes to email marketing (and most forms of 
communication), there’s a difference between what you say 
and how (or when) you say it. 

Think about it: will the same message work for the prospect 
who has never heard of you and the prospect on the verge 
of making a purchase? What about for the client you’ve 
known for years? 

Obviously, it’s easier to craft the perfect message for a one-
on-one interaction than for an email going to thousands of 
prospects. 

At the same time, you can craft messages that resonate with 
different categories of readers. 

For every email, think about your audience. Then tailor your 
message so it speaks to that audience’s challenges, 
priorities, and circumstances.
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WHERE?
Moving on: 

WHERE will your offer lead your prospect? 

When your email convinces your prospect to act, you can 
pat yourself on the back… but your job isn’t done yet. 

Where does your reader land after the click? 

Whether it’s your main website or a stand-alone landing 
page, its content and layout should be consistent with the 
goal of your email offer. 

If your message entices your prospects to click-through, 
your landing page seals the deal by encouraging them to 
take the final step in their journey to your offer (e.g., by 
filling out a form or clicking another link). 

Good landing pages provide you with even more info about 
your prospect, and help identify which prospects are most 
receptive to what you have to offer.
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WHY?
The previous four questions should help you evaluate 
whether you have a solid foundation to use email marketing 
to create good leads. 

They should also encourage you to ask yourself one last 
question: 

WHY are you thinking about 
email marketing in the first place? 

Because if you’re not sure about Who, What, How, and 
Where, then your lead generation strategy may need some 
work before you launch a sophisticated email marketing 
campaign. 

On the other hand, if you have good answers to all or most 
of the previous questions, then email marketing will boost 
your business development to the next level. 

And then the question becomes:
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