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We ❤ email.



What makes a great email?
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I’m Ann Handley.
Best-selling author.
World’s 1st Chief Content Officer.
Ridiculously happy to be here!

HELLO, 

NEXT-GEN NEWSLETTERS FOR A CHAOTIC WORLD



[via Domo]





@annhandley

CAN I HAVE YOUR ATTENTION? 
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CAN I HAVE YOUR ATTENTION? 
HOW CAN I EARN YOUR TRUST?



@annhandley

TRUST X AFFINITY



@annhandley

TRUST X AFFINITY

“Do they understand  
my problems best?” 

“Do I like them?”



@annhandley

YOUR EMAIL NEWSLETTER IS ! TO 
BUILDING TRUST x AFFINITY.

(ESPECIALLY RIGHT NOW.)





LOL !
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2018: 2,700 
2021: 47K (+1640%) 







via Gary Stockton
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LET’S TALK ABOUT
OUR IMMENSE OPPORTUNITY



@annhandley

YOUR NEWSLETTER 
IS THE OG + YOUR MVP.



“We are here for you in these 
unprecedented times.” 
–THE 2020 COVID SCRIPT FOR 
EVERY BRAND EVERYWHERE



65% OF US SAY THAT A BRAND’S 
RESPONSE IN A CRISIS WILL HAVE A 
HUGE IMPACT ON LIKELIHOOD OF 
PURCHASING IN THE FUTURE.

[source: Edelman Brand Trust and the Pandemic] 



CONTENT, CONNECTION, COMPASSION 
IS KEY TO BUILDING TRUST



@annhandley

EMAIL IS THE ONLY PLACE 
WHERE PEOPLE (NOT 
ALGORITHMS) ARE IN CONTROL.













Newsletter



Newsle&er







Lots of “I” 
Lots of “we”
Lots of “you”



PEER-TO-PEER vs. BRAND-TO-TARGET 



@annhandley

Trust, affinity are grounded in 
pathological empathy for an 
audience.  





“Dust yourself off -
We’ve got an 
industry to rebuild”



PATHOLOGICAL 
EMPATHY



@annhandley

A REASON + A TELL.







BOO: “We need a newsletter for 
____________.”

@annhandley



BOO: “We need a newsletter for 
____________.”

YAY: “Our audience needs 
____________. And only we provide 
that.”

@annhandley



writing marketing

shenanigans

Total Annarchy: 
Reason

T.A.



writing marketing

shenanigans

Total Annarchy: 
Tell

T.A.Personal narrative / storytelling
Relatable, obvious voice (never neutral)

Long-form (white space / puns / emojis!) 



Reason

A trusted resource for how the digital world 
is changing HR, Recruiting.



Personal + Political + Quirky 

Tell



“Politics and world events cannot be separated 
from a topic like recruiting.” –Hung Lee   

Tell



@annhandley

NOT JUST A WRITER: 
AN ANCHOR-HOST.



“My name is David 
Leonhardt.”

June 2020





“But they’re the NY 
Times, fer-Pete’s-sake!”







2010 = 1,400 SUBS
2021 = 700,000 SUBS
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2010 = 1,400 SUBS
2021 = 700,000 SUBS



IF YOUR BRAND IS TO THRIVE IN 2020, 
YOU’VE GOT TO SHOW YOUR FACE. 



@annhandley

A NON-NEUTRAL VOICE.



@annhandley

Lose the “marketing voice.”
(We all have one.)





Simple. Accessible. Playful.





Doris is smart and reads a lot. She doesn’t 
know all the financial jargon, but she doesn’t 
want to be treated like a 5-year-old. I try to 
say on paper what I’d tell her about the 
business if we sat down for an afternoon.  
–Warren B.



@annhandley

WRITING TO DORIS IS AN
EMAIL SUPERPOWER.



NOPE: DEAR VALUED CUSTOMERS…

YAY: YOU YOU YOU YOU YOU YOU YOU 
YOU YOU YOU YOU YOU YOU YOU YOU 
YOU YOU YOU YOU YOU YOU YOU YOU  

#WRITETODORIS: THE YOU TEST



NOPE: THIS IS A THING WE’RE BLASTING THIS 
SEGMENT ABOUT.

YAY: THIS IS AN USEFUL THING I WANT TO TELL 
YOU ABOUT THAT COULD COME ONLY FROM 
ME.  

#WRITETODORIS: CONTEXT



@annhandley

More specific writing = more relatable marketer.







“For our initial entry, we readily admit to our hometown bias in 
choosing Matt Grossman’s photo of our beautiful Steel City, 
taken from a Piper Warrior that took off from Butler Regional 
Airport (just north of PIT). We hope yinz understand.”  
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@annhandley

IF THE FROM LINE FALLS OFF… 
WOULD YOU KNOW IT’S YOURS?



@annhandley

EXPECTATIONS AND 
BELONGING.



“You never get a second chance to 
make a first impression.”

—Pinterest, Greek philosopher



Source: Invesp

57.7% of brands send Welcome emails

Yet they generate:

4x more opens 
3x more transactions 





67% open
43% subscribers click-through
31% subscribers hit Reply



SL: "Welcome! I have a question for you...

Establishes tone



SL: "Welcome! I have a question for you...

Sets expectations

Establishes tone



SL: "Welcome! I have a question for you...

Sets expectations

Easy ask: “Tell me 
about you.”

Establishes tone



@annhandley

RELATABLE + RECIPROCAL.



@annhandley

BRIDGE NOT A TOWER.











@annhandley

NETFLIX-LIKE MOMENTUM.
(INTERNALLY AND EXTERNALLY)



“We’re a newsletter 
not Breaking Bad.”



@annhandley

MOMENTUM: OPEN LOOPS





@annhandley

MOMENTUM: PATTERN BREAKS 



Retail Brew



"



"2,000 words doesn’t feel like 2,000 words. 

•Sharp headlines
•Compelling images
•Structure (clear copy hierarchy)  



### MOMENTUM: SCROLL MAGNETS!







“Since Covid, we have focused even more on 
making dumb jokes, because the world is so 
depressing these days… and everything is so 
serious... mired in existential doom and 
gloom…” –Parry Malm, Phrasee CEO



@annhandley

THE MOST IMPORTANT PART OF THE NEWSLETTER IS THE LETTER.

STATE A REASON; INFUSE WITH A TELL.

ANOINT AN ANCHOR-HOST.

NON-NEUTRAL VOICE.

SET EXPECTATIONS, SIGNAL BELONGING. 

BRIDGE NOT A TOWER.

NETFLIX APPROACH: OPEN LOOPS, SCROLL MAGNETS



@annhandley

TRUTH X TIME = 
TRUST AND AFFINITY



@annhandley

THANK YOU! 
YOU’RE DOING GREAT.
ann@annhandley.com
annhandley.com/newsletter





NEW TRIUMPH TRIDENT 
MOTORCYCLE REVEAL



CAMPAIGN  ASSETS



CAMPAIGN 
ENGAGEMENT

Source – Smart Insight: h3ps://www.smar8nsights.com/email-marke8ng/email-communica8ons-strategy/sta8s8cs-sources-for-email-
marke8ng/

Opened % Click Rate %
Trident - Reveal Campaign 38.1% 13.2%

Automotive averages 9.72% 9.48%
Difference 28.38% 3.72%

Trident KMI nurture Opened % Click Rate %

71.5% 48.9%

Campaign Performance Results

Industry Averages

https://www.smartinsights.com/email-marketing/email-communications-strategy/statistics-sources-for-email-marketing/




How Simple Self Service and 
Collaboration allows Databricks 
to Scale Email Marketing

Vish Gupta
Marketing Operations Manager



5000+
Across the globe

CUSTOMERS

Lakehouse
One simple pla2orm to unify all of 

your data, analy;cs, and AI workloads

The data and AI company

ORIGINAL CREATORS



Challenge Solution

Move fast, but don’t break things

Allow flexibility and crea5vity in 
content crea5on

Provide self serve landing page and email 
creation

Allow go to market teams to move 
quickly in a rapidly growing market 
without increasing overhead

Cut SLA for Marke5ng Ops without 
increasing headcount

Increase collabora5on and visibility 
while reducing fric5on

Streamline approval flows while allowing 
approvers to see what the final email 
product would look like



Removing roadblocks and creating a smooth send path

Decreasing SLAs CollaborationSelf-Service

Early success indicators:
● Reduced need for multiple tools and 

tickets
● Custom templates for personalized 

content

Early success indicators:
● Confident, clear communication and 

approval flows, removed one headcount 
from having to manage the workflow

● Reduced SLA 2-4 days depending on 
program type

Early success indicators:
● Templatized, easy-to-use email, adopted 

across all GEOs
● Reduction in friction due to last minute 

changes



#
Understand what’s 
slowing you down

#

#Analyze your tech 
stack and budget

Train, collect success 

stories, and get buy in for 

the solution

Increase efficiency without increasing costs



.

Unconventional wisdom on marketing 
and technology, and disruptive ideas 
that go against the grain.

Recording podcast with special guest 
Ann Handley on April 16th!!!

https://podcasts.apple.com/us/podcast/unsubscribed
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Thank you! 
!


