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THE REALLY GOOD
EMAIL DESIGN
CHECKLIST

Designing really good emails
that convert doesn't have to be hard,
just follow the tips in this checklist.

SETUP

Before diving into design use these

tactics to create open-inducing emails.

SUBJECT LINE ©

Is it personal and engaging?
Add an emoiji if appropriate.

SUBJECT LINE

Spell check your subject line. How tough is your endufrance? fs |
Optimize length for preview endurance x)

pane and email clients.

© PREHEADER TEXT

Keep it short.
PERSONAL'ZAT'ON O— Add context to your subject line.
Choose to display in the body of the

Use data you have to personalize email or just the preview pane.

different areas of your email: Subject
line, preheader, body copy, images, etc.

FREHADER TEX

PERSONALLZATION:

© DYNAMIC CONTENT

New blog post. Change sections of your email to
make more relevant for segments
of your subscribers.

B Marathon locations near you.

B Promotional offer.

Y EAR MEMBERS

B Mew blog post.
» Marathon locations near you.

Framational offer.

LAYOUT

Before you get going, it's a good best practice
to sketch out the layout of your email.

EMAIL LAYOUT O

Briefly sketch a mockup of your email.
Use a one column layout.

Use space to create chunks of content.
Use the inverted pyramid model to
guide reader to a call to action.

Create hierachy by checking weight and
size to the most important elements.

EMAIL WIDTH

) Adhere to email max widths of
600-640 pixels (recommended).

e 600-640px _

USER EXPERIENCE (UX)

Place content based on engagement.
Ensure your purpose is defined.
Navigate users to the email goal.
Scan your sketch for UX flaws.

IMAGERY

You are headed into the homestretch! Now
let's play with some shapes and colors.

IMAGES O

Find imagery relevant to content.
Choose images that contrast text.

Use a balance of text and imagery.
Optimize file sizes for quick load times.
Use SVG for icons and logos if possible.
Use alt text to add context to images.
Keep images crisp by using

image attributes.

file size: 160k

Alt text: Person getting ready to sprint.

Person getting ready 1o sprint. |

VIDEO O

Use a static image with a play button.
Use an animated GIF.
) Use HTMLS to embed a video.

GIFS O

Alternate option for video.

J Only animate what you need to
keep file sizes under control.

J Keep file size under TMB or smaller
if possible.

sHAND GUIDELIMES

_ (O COPY/TONE

' Follow brand guidelines.

Hi: Lorem ipsum dolor sit amet, consectetuer. il J':"-.|WEI}’5 E[JE" check and look for typﬂs
Hz: Lorem ipsum dolor sit amet, consectetuer |]|"iEII' to send |ng
H3: Lorem ipsum dolor sit amet, consectetuer. w Eﬂ'ﬂEidEr hEI'I."'.I' I.'I'r"::”'-'I r IT!E'ESEQE WI” b‘E‘

perceived to avoid issues.

H4: Lorem ipsum dolor sit amel, consectbetuer
Hs: Lorem (pswm dolor sit amet, consectotuer,

He: LOHEM IFSUM DOLOR 51T

b ! %

WHITE SPACE O 7%

Add ample whitespace around
elements to encourage click-throughs.
Give CTA text padding: standard 20px.

OPTIMIZATION

The finish line is in sight! Time to put on
the final touches.

O WEB FONTS
AND FALLBACKS

Use web fonts whenever possible.
Set web-safe fallbacks for
unsupportive email clients.

MOBILE OPTIMIZATION O

Use a mobile-friendly template.

Use a clear and easy CTA button.

Make sure your images aren't too small
or hard to see.

Increase the size of body copy if it's
small on desktop emails (16px is a
good size for mobile.)

O CALLS TO ACTION (CTA)

) Copy - be specific and benefit focused.
Size - keep buttons big enough for

easy clickability on mobile.
Design - choose an accent color to
> stand out, use padding, and size
mobile friendly.

Placement - pay attention to the
placement to encourage
click-throughs.

Language - the button is there for
viewers to take action, so an active
verb is typically used to help them
take that action.

LINKS O

Add UTM tracking as needed.

Check every link to ensure it goes
where it should (desktop and mobile).
Style hyperlink tag with active, hover,
link, and visited states.

Keep an eye on dates, email addresses,
and telephone numbers that might get
turned into links.

FOOTER O

Link to social networks as appropriate.
Include any required legal verbiage.
Include Support links as appropriate.
Include referral or F2F links as needed.
Include an unsubscribe link. v B ©
Include the physical mailing address of
the business.

Include a reminder of why they are chichpri it et i i
getting the email (Because you Unsubscribe

subscribe to XYZ blog.)
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Designing really good emails that get your reader's attention is easy when you follow the
tips in this email design guide and checklist.
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