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Email Marketing
Examples: Patterns,
Strengths, and Pltfalls

® Learn to critique welcome, newsletter, and
re-engagement emails using real examples

® Core lens for every example: name the pattern,
the strength, the pitfall

Built for email marketers and small teams with
limited production time

® Roadmap: anatomy, three example sets,
measurement, workshop, action plan

Working rule: one email, one job — benchmark
by email type, never generic averages
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Setting the Baseline: o e
Benchmarks for Three Email Types gt

Welcome series Newsletters Win-back flows
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Open Click Open Click Open Click
Com|::laints Com|:;laints Com|;laints
® Welcome series: ~40-60% open, 8-15% click — far above broadcasts
® Win-back flows: ~10-30% open, 2-5% click; reactivate dormant readers over 60 days
® Newsletters sit mid-range: judge on clicks, replies, and readership, not opens
® Benchmark sets disagree (x20% to 40%+ open medians) — cite sources, compare like-to-like
® Quality signals: ~0.2% campaign and ~0.6% flow unsubscribes; complaints under 0.3%




How to Critique an Email: A Practical Anatomy

Seven parts, seven jobs:
subject, preview, header,
body, imagery, one CTA, footer

Subject and preview work as a
pair; preview adds a second
reason to open

Front-load the first 35-40
characters; keep subject lines
near 50 characters

One verb-led CTA, e.g. “Get my
15% off” — 44px minimum,
strong contrast

Value in the top third; email
still makes sense with images
blocked

Run the pitfall checklist, then
score one sample email on all
seven parts
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- Subject

Preview

- Header

- Body

- Imagery

- One CTA

- Footer



Compliance and Deliverability:
The Critique Floor

e Every commercial send needs accurate

sender identity, truthful supject, postal 9 Serdstidentiy
address, working unsubscribe

» Consent models differ: EU/UK and Canada Truthful subject
require provable opt-in; US allows opt-out
with prompt honoring 0 restEA0cIEss

* Honor opt-outs fast: 10 business days under Working unsubscribe
CAN-SPAM, effectively immediate under GDPR

» 2026 baseline: SPF, DKIM, DMARC, one-click < @ w w >
unsubscribe headers, complaints under 0.3%
e France's CNIL and Italy's Garante issued

tracking-pixel guidance in April 2026

e Compliance gaps are automatic fails,
not styling nitpicks
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Welcome Email Examples: First-Impression Patterns

Offer-led Brand-story letter Catalog-as-greeting

Job of email #1: confirm signup, establish sender, deliver first value fast

Pattern families: offer-led, brand-story letter, catalog-as-greeting, preference quiz

Strength signals: fast value, stated cadence, signup segmentation, one clear next step
Pitfalls: misleading subjects, too much too soon, generic sends, no-expiry discounts

Multi-email welcomes: each send does one job; buyers exit once they convert

Watch unsubscribes: welcome flows run around 0.87% — new subscribers are still deciding



Newsletter Examples: Consistency, Format, and Reader Value

Daily roundup Link digest Operator essay Branded multi-section
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Patterns that work * What to look for A Common pitfalls

® Four formats: daily roundup, ® Look for scannable hierarchy, ® Beware section bloat, weak
link digest, operator essay, earned lead item, value-adding subject lines, and format drift
branded multi-section commentary, repeatable close that breaks reading habit

® Strongest share a one-line ® Subject lines of 50 characters ® Match format to writing time
promise, fixed named structure, or fewer earn about 12% more you can protect; consistency
steady cadence, human voice opens and 75% more clicks compounds where bursts do not
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Re-engagement Examples:
Winning Back Quiet Subscribers

@ Goal: list health first, revenue second —
clean the list, protect reputation

0@¢g Four patterns: “Are you still there?”,
) value restatement, opt-down, honest goodbye

Strength signals: honest copy, one-click
opt-back-in, clear consequence and exit

hidden unsubscribe, mailing the disengaged
forever

Sequence discipline: two to three emails,
then stop; watch bounces and complaints

Start soft; escalate only after reminders fail
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A Pitfalls: guilt-tripping, discount-first,
7%

“Are you still there?”
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x Opt-down




Sunset Policy: Deciding
When the Relationship Ends
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Set inactivity windows from your
own cycle, never a generic number

Tier contacts: active, lapsing,
dormant, high-risk — suppress
the worst first

Verify before reactivation: suppress
undeliverable, catch-all, and role
addresses

Suppress rather than delete to keep
unsubscribe history and block re-imports

Cut frequency and send best content
before escalating to win-back

Make the policy standing, owned,
and reviewed quarterly

Suppress

-

X



Reading the Numbers:
Metrics That Reveal the Pattern

2 -

Welcome Newsletter Re-engagement

® Match the metric to the email type — welcome, newsletter, re-engagement
@ Open rate is directional at best; MPP pre-fetches register phantom opens

® Clicks, replies, and purchases prove a pattern is worth repeating .\\
@ Quality signals matter: unsubscribe and complaint rates reveal list burn l E

® Reactivation is delayed — wait before suppressing quiet subscribers

® Small-list tests: one variable at a time; accept noisy samples



Critique Workshop: Compare, Score, and Improve

Side-by-side: one strong,
one weak example per
email type

= Score on the seven-part
anatomy plus the

compliance floor
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Name the pattern,
the strength, and
the pitfall it risks

Rewrite sprint: fix the

y highest-impact pitfall,
then compare before
and after

Group discussion: which
aihn pattern travels, which
pitfall shows up most?



Pitfall Clinic: Six Failure Modes and Their Fixes FE“"S ger
Spot the pitfall. Apply the fix. Build stronger email programs. ‘
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Vague or misleading
subject line — name the
specific value in the first
40 characters

Compliance shorthand —

make sender identity, postal

address, and one-click

unsubscribe mandatory QA

CLEARER EMAILS
BRIGHTER OUTCOMES
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Competing CTAs — pick
one primary action; demote
the rest to text links

Mo Yo

List neglect — sunset
through a defined
re-engagement sequence,
not endless mailings
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Missing audience
relevance — segment at

capture; match content to
the signup reason
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Metric self-deception —
pair every open-rate claim
with a click, reply, or
reactivation figure




Bringing It Back to Your Team:
One Pattern, One Pitfall, One Metric

Adopt one repeatable pattern [ | T
from this session @

Eliminate one pitfall from

your current sends _

Watch one metric for the My Commitments
next quarter Pattern:
Pitfall:
Name a reviewer and run the LLs
seven-part checklist before Yo
every send
Reviewer:
Review thresholds and the sunset Review Date:

policy quarterly; retire patterns
the data outgrows




Review and Self-Check: Lorl
Critique Framework Recap Mﬂ’""’

8 Welcome confirms and delivers E

first value mail Critique Checklist /
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Newsletter earns repeat reading;
re-engagement earns the right to stay

Lens: pattern, strength, pitfall across
seven-part anatomy and compliance floor

Self-check: 55% welcome vs 22%
newsletter — which needs investigation?

Fix first: discount-led subject,
hidden unsubscribe, then measure

Compliance Floor
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critique checklist

Take away: one-page reusable
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PersonWise.

PersonWise - Al digital-human course platform

Scan the code or click anywhere to watch this course live, with voice Q&A

personwise.ai/t/8a3431fe/public


https://personwise.ai/t/8a3431fe/public?entry_surface=public_courseware_pdf

