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Is This For You? 

I created this Special Report for 
anyone who uses email to sell 
online, needs to build a strong 
email list, wants to build rapport 
with an existing list of customers or 
potential buyers, and/or uses email 
to deliver products or services. 

Essentially, anyone in today’s 
internet marketing age will benefit 
from the reading and application of 
the tips found within this report. 

I’m Jon Benson, and I’ve sold tens 
of millions of dollars of my own 

digital and physical products, and helped thousands of marketers craft 
their email and sales page copy over the past ten years.  

The Inbox Branding System™ was designed to give you a leg-up on your 
competition by using the power of ethical persuasion, psychology, and 
positioning. It will help your emails stand out in a sea of inbox clutter. 

The result can mean more revenue, a larger, more responsive list, and far 
more powerful engagement with your readers and customers. 

Let’s get started… 
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What Is Inbox Branding? 

Inbox Branding refers to the psychological response your customer or 

reader experiences when seeing an email from you in their inbox. 

Much like a company’s brand conveys a strong, or even subtle 
psychological response upon sight, so too do your emails.  

This report will deal with the strategies we use to help clients develop their 
own Inbox Brand. This is a relatively detailed report that I truly feel can 
revolutionize your email marketing, if you commit to applying the concepts 
found within. 

“What If I Need Help?” 

I created Email CopyPro to do just that–help marketers like you not only 
create and hone their Inbox Brand, but also generate A-list email 
promotions and content with a few simple clicks of your mouse. 

Email CopyPro is the only tool of its kind on the Internet: one that was 
designed from the ground-up to focus on, leverage, and help create your 
Inbox Brand within every email you generate.  

We also offer consulting services to help you one-on-one. If you are 
interested in discovering more, feel free to contact our team for more 
information, and to set up a consultation if deemed a fit for the program. 
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Why Is Inbox Branding So Important? 

Inbox Branding, as you’ll soon discover, holds the key to more email 
sales, far greater customer retention, stronger list-building, and 

developing lasting rapport.  

If that was all Inbox Branding did, it would be worth its 
weight in gold to master it. However, Inbox Branding is 

quickly becoming the only thing preventing your emails 
from being immediately deleted. 

Many online marketers will spend a fortune on software and tools to gauge 
inbox delivery. They will invest huge sums of money into professional 
copywriting services to bolster their response rate. They will test every 
metric known to man in order to squeeze every click and open out of every 
email they send. 

All of these strategies are sound, and should be applied if you’re serious 
about maximizing your email sales. However, without developing a strong 
Inbox Brand first, you’re essentially constructing a skyscraper atop a 
foundation destined to crumble.  

Just imagine for a moment how long an architect would last on a project if 
he or she didn’t bother with the visuals of the building. “Well, I realize this 
looks exactly like every building that surrounds it, but just take a look at 
that fancy wiring and floor plans!” 

The visuals of a building create the brand of the building. A brand goes far 
beyond logos and color schemes. So take this lesson to heart: 
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Successful branding of anything – a building, a 
car, a vacation destination, or your emails –

derives its power from one definable metric: 
how it makes someone FEEL. 
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Branding Examples 

Consider for a moment Starbucks and CrossFit. 
Underneath the hood, they’re nothing more than a 
coffee shop and a gym. Hardly anything new, right? 
Well, why the success? It’s because of their branding

—not their logos, but the feelings these 
establishments evoke. 

Both Starbucks and CrossFit are built around experience rather than 
delivery. The coffee is second to the experience with Starbucks. Just think 
about it: even if you love their coffee, when you think “Starbucks”, don’t 
you think of more than coffee? What else do you think about? Maybe 
working on your laptop? An environment of people who are engaged in 
their own worlds? A cool place to hang? All of that and more creeps into 
your subconscious mind and drives you to choose their coffee, often over 
superior competitors.  

CrossFit is both an experience and a cult. By “cult”, 
I simply mean a movement you self-identify with. 
The term “CrossFitters” is used all the time by folks 
who train there.  

While the approach is nothing more than glorified 
circuit training, a concept that’s been around since 
the 1960s, the the sense of belonging to a movement is monumentally 
powerful and persuasive. 
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Your Emails Have A Brand 
(Whether You Created It 
Or Not) 

A large percentage of how your emails 
make your readers feel takes place 
beneath the conscious mind of the 
reader. Subconsciously, your readers will 
see your from name and subject line, and 
thanks to forces well beyond their 
control, their fingers will either dive for 
the delete button, or they will click and 
open.  

This is a state I call High Pertinence – the psychological state 

that all but demands your email be opened and read. 

Logical responses are at play, too. If you send out a timely email on a 
subject that’s pertinent to your reader in that moment, he or she will 
probably open it. But you cannot depend on that degree of pertinence, 
can you? What you can depend on is building an Inbox Brand that 
consciously and subconsciously builds high pertinence. That way 
virtually all your messages are opened, read, and acted upon. 

Picture what that can do for your sales, and I believe you’ll see why this is 
not an optional consideration.  

This is email life or death. 
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Put This To The Test Right Now 

Have a look at your own inbox. Other than family members and friends, 
are there emails you receive that are opened with far more frequency than 
others? And, likewise, are there emails you receive that you delete, without 
so much as reading the subject line? 

Why is that? When I ask this question to most marketers, they respond 
with, “Well, I know X’s content is really good.” Great! How did you know 
that the first time you received an email from X? They usually draw a blank 
on that question. The reason lies within the secrets of Inbox Branding, 
whether “X” knew he/she was engaged in Inbox Branding or not.  

Similarly, the emails you delete without so much as a passing glance 
toward the subject line are emails whose from name signals Low 
Pertinence. You may have opted into his/her list in the past, received a few 
emails, opened them, and something happened that created a negative 
impression.  

By all means: sometimes that negative reaction (Low Pertinence) may 
simply be the fact that their content sucks, or that they are regurgitating 
swipe file emails you’ve seen before. That’s what I call consciously 
impertinent. However, I’m here to challenge you to consider this: the 
majority of deleted, low pertinence emails, are using words and 
phrases that subconsciously trigger you to remove them from your 
inbox. 

That email may have had the treasure map to the lost city of Atlantis within 
it, but a mere glance at the from name, not even the subject line, was 
enough for you to remove it from your inbox.  
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This report will deal with the 7 things you must avoid to keep 
subconscious low pertinence from occurring, and thus boost your email 
opens, deliverability rates, and, of course, your profits. 

5 Secrets To Creating A Strong Inbox Brand 

Now that you know what Inbox Branding is, how do you build it? There are 
5 Secrets—critical components of a powerful Inbox Brand… 

THE 5 SECRETS 

1. Specificity 
Your reader wants to know that your emails will contain specific answers, 
actions, or concepts. They may not know they desire this, but this is part of 
how our brains are hardwired. Perhaps you’ve heard the term cognitive 
dissonance. This is essentially noise in the brain; confusion wrought by 
either conflicting information or mental overwhelm. The last thing your 
reader wants to feel when they see your name is, “Oh boy…here’s another 
email I’ll never be able to understand or put to immediate use.” 

Specificity can be conveyed in the simplest of ways. Putting numbered 
steps in your email, making sure you have only one call to action (a link 
you want the user to click), covering only one primary concept at a time…
these are some basic tips you can apply to help build specificity. From a 
subject line point of view, simply adding a number to the subject can 
increase the feeling of specificity. For example, “Inbox Branding Secrets” 
is nowhere near as engaging or specific as 5 Inbox Branding Secrets. If the 
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number seems reasonable, the reader will feel more comfortable opening 
the email.  

In this regard (and in this regard alone) take a page out of Buzzfeed’s 
playbook. They may be content cancer, but they have specificity down pat. 

Obviously you cannot use numbers in all your subject lines, but you get 
the gist. (Check out Email CopyPro if you want emails and subject lines 
that are dripping with specificity.)  

2. Inclusion 
Inclusion is the feeling of belonging and acceptance. You are building a 
tribe; a cult of personality around your niche. Your audience wants a 
leader, but they want that leader to make them feel a part of the team.  

Inclusion can be as simple as using the word “we” or “our” in your subject 
line, or speaking in terms of “the community” in the email itself. 

Compare these two subject lines and email intros, and see if you can spot 
the difference: 

SUBJECT LINE 1: 3 powerful bicep exercises 

OPENING 1:  There are 3 really great bicep exercise I love to do.  
    Would you like to know what they are? 

SUBJECT LINE 2: [Survey] Our 3 most powerful bicep exercises 

OPENING 2:  I just surveyed some of our (Name of Product   
    Community to find out their Top 3 bicep exercises.  
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    Would you like to know what’s working for  
    everyone right now? 

The second is far more inclusive, but not necessarily, “Hey, you’re part of 
the team” inclusive. Inclusion can also leverage the power of perceived 
social value. If a group of people are all raving on something, the odds of 
your reader raving on it goes up dramatically.  

Another method for building inclusion is using inclusion phrases, such as: 

“I’m probably a lot like you.” 
“I wasn’t always a successful _____. I actually started off (how you began.)” 
“As a part of this _____ community, I knew you would find this invaluable.” 
“I’m emailing you today to remind you that you never have to feel alone 
on your journey toward (Goal.) I’m here with you every step of the way.” 

These phrases make the reader feel a part of something larger than 
themselves; a movement rather than just another product or service.  

3. Trademarking 
Trademarking is the term I give to the process of rebranding a known 
problem or solution with a term that’s unique to you. 

Think back to the days of Budweiser’s beer campaigns. If you’re not 
familiar with these ads, in the early days of Budweiser’s climb to 
dominance, the term beechwood-aged become synonymous with 
Budweiser. What most folks didn’t know (and still don’t) is that virtually 
EVERY beer is “beechwood-aged.” They just never bothered to mention 
it, or to give the process a trademarked name.  
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Trademarking doesn’t mean you have to literally and legally trademark a 
term. It’s a concept that centers around taking a known concern, a false 
belief, or your primary solution, and giving it a unique name.  

Let’s say you’re in the diet space. Your reader is getting, on average, about 
9 emails a week from various other diet and health-oriented emailers. 
What will help you stand out inside the inbox? What can give you the 
Inbox Brand that all but demands they open your email (and act on it) as 
opposed to your competition’s email? A trademarked term will go a LONG 
way to ensuring that will happen. 

Let’s look at a few real-life examples: 

WHAT EVERYONE ELSE SAYS   TRADEMARKED TERMS 
Belly fat, or simply “overweight”   Menopause Belly 
        Low-Thyroid Thighs 
        The Fat-Making Gene 

Which subject line would create the most intrigue: 

Are you overweight? 

Got Menopause Belly? 

Menopause Belly out-pulled virtually every subject line dealing with weight 
loss, even though it was targeted only to women. The trademarked term 
sounded intriguing. It stuck out within a sea of inbox emails like a 
lighthouse in the fog.  

“Fat-making gene” is not only a trademarked term, it’s also a primary 
cause. Most people believe they are overweight ONLY because they eat 
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poorly or fail to exercise. And, while this is certainly the case, pointing out 
how foods affect a gene that forces the body to store fat is a far more 
engaging story. 

The benefit of using trademarking is that you become the only one with 
the answer. Just as Budweiser is the only beer associated with beechwood 
aging, you too can be the only emailer with a trademarked term. 

I suggest you trademark term the following elements, and use them in 
rotation weekly within subject lines and your email copy: 

1. The Primary Cause – the thing that is driving the problem your 
customer is experiencing. For example: it’s not “bad copy” that’s 
driving your subject line failures… it’s Inbox Branding mistakes. (From 
this day forward, you can never hear the term “Inbox Branding” without 
thinking of me… : ) 

2. The Primary Solution – the mechanism behind what makes your product 
or service work so well. This is not the name of your product or service. 
Rather, this is the unique mechanism that drives it. For example, with 
Email CopyPro, my Primary Solution is called… can you guess? Inbox 
Branding. : ) I also use Persuasion Triggers and Email A.I.   

3. Mistaken Beliefs – the myths or lies that your customer or reader have 
that prevent them from moving forward and succeeding in your niche. 
For example, within the world of email marketing, a common myth is 
that you need a large email list to make a good living. This isn’t true; 
you simply need an engaged list. I trademarked termed this myth and 
called it List Envy. When you get an email with the subject line, “Is List 
Envy killing your email sales?”, you’re more prone to read it than if I 
said, “Is having a small email list killing your email sales?” And, I’m the 
only one with the perceived solution to List Envy, at least in the mind 
of the reader.  
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4. Escapism 
There’s a hidden reason you open the emails you do in the middle of a 
workday, or when you grab a moment to yourself in the evening. Your 
conscious mind wants you to believe, “It’s because I want to learn more 
about this topic.” And, that can very well be the truth. It usually is. 
However, underneath that desire to know is the desire to escape.  

Escapism is not the boogyman. We all need moments of escapism in our 
day. Unfortunately, most folks play the game of escapism in an unhealthy 
fashion. God knows I did for years, turning to junk food during my late 20s 
and early 30s. I ended up obese and sick. Others turn to sex, drugs, and 
other equally risky modes of escape.  

However, there are healthy ways to give your prefrontal cortex a bit of a 
break. Taking in a great movie, playing with the kids, taking a walk at 
sunset, enjoying a nice glass of wine, working out, listening to music—the 
list goes on. 

What I want you to consider is how your messages can play into your 
reader’s healthy escapism. A well-timed story about your life, a case study 
that inspires and motivates, a humorous look at your niche or topic, a wild 
story—all of these are healthy forms of email escapism in which your 
reader can indulge.   

Just as a feast of doughnuts and pizza is usually a not-so-healthy method 
of escape, so too is “clickbait”, cheesy gossip, faux promises, and sheer 
marketing hype. Think of providing content that would inspire YOU, and 
you’re more than halfway there.  
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5. Persuasion Triggers 
Perhaps the most powerful of the 5 Secrets lies within the use of what I call 
Persuasion Triggers™.  

Persuasion Triggers are words and phrases that psychologically speak to 
one of four momentum states. I often refer to momentum states as “The 
Buying Brain”, as all buying decisions come from one of these four states. 

The four momentum states are wants, needs, fears, and actions. Within 
Email CopyPro, we ensure that each of our emails (with rare exceptions) 
address at least three of these four states. This is the absolute key to 
building your Inbox Brand over time, while you encourage your reader to 
consume your message, and eventually buy more from you. 

Let’s take a look at each of these four momentum states. We will then 
analyze a few emails that highlight the use of the specific Persuasion 
Triggers that create and speak to these states. These Persuasion Triggers 
are uniquely designed to create a more powerful connection to both the 
conscious and subconscious mind, and inspire your reader to take action. 

WANTS 

Emails, or any sales message, begins with the simple question, “What 
does your customer want?”  

However, by using the right Persuasion Triggers, you can extend further 
than merely what your reader wants. What he/she wants is just the tip of 
the iceberg. Persuasion experts have long known that humans are 
motivated by different levels of wants. These levels include: 
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What does the reader believe he/she wants? 

What else is related to what the reader believes he/she wants? 

Who does the reader look up to that also wants the same thing? 

Who else in the reader’s life also wants him/her to have it? 

What does the reader need to believe in order to achieve it? 

Let’s say your readers want to lose weight. That’s what your readers believe 
they want. But that’s just the top level want—the surface want. It’s vital to 
address it, but that will not keep your reader glued to your mailing list, and 
eager for your next email.  

This is one of the most common mistakes I see marketers make. They only 
focus on the surface want. If you want a powerful Inbox Brand, you need to 
drill deeper. 

Next, ask yourself this: what else is related to what your readers want? 
We’ve established that your readers want to lose weight. But what comes 
with weight loss? What other benefits would weight loss give them? 
Perhaps more energy, better sleep, more confidence in the bedroom, and 
so on. these are related wants, and it’s vital to address them.  

Related wants are usually right below the surface. When you speak to 
related wants, your reader will often feel as if you’re reading their mind, or 
that you really understand their desires. Instill understanding, and your 
marketing will take on a life of its own. 
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Now, we dive even deeper: who does your reader admire that wants this 
as well? Using our weight loss example, you can leverage role models from 
a variety of different areas. If you know your audience is over 40, then 
showing before and after photos of someone that age or older who has 
transformed their body will tap on this admiration trigger.  

You can also use famous case studies that most people on your list would 
admire. Avoid polarizing figures if you can, but also don’t shy away from 
the folks you admire yourself. Tell your reader why YOU admire them, and 
they will probably adopt some of that admiration as well.  

Even deeper: who else in their life wants them to have this? With weight 
loss, the possible choices might be their spouse/significant other, kids, 
grandkids, etc. You can do this in a way that doesn’t make the reader feel 
guilty, but rather broadens their horizon as to the importance of achieving 
this want.  

Finally, and beyond the scope of this Special Report, is what they need to 
believe in order to get what they want. This will involve challenging their 
false beliefs, instilling new ideas, and relating it all back to their wants. 

Let’s look at a clever use of the Want Trigger in the email except found on 
the next page… 
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There are two versions of Wants addressed in this email, and both are in 
the P.S. of the email (although they could be anywhere within an email.)  

First I know my reader wants to build their buyer’s list (I bet you do. : ) So 
that’s obviously a want. 

However, look how I worked in another level of Wants by stating that, “…
this is a rule I follow.” That leverages the power of someone my reader 
respects that also wants the same thing. In this example, that Want flies far 
under the conscious radar, but it’s there if you know what to look for.  

NEEDS 

At first glance, wants and needs seem like the same side of a coin. In 
reality, they are heads and tails—part of the same coin, but radically 
different.  

A want is a tangible, measurable outcome that is based on an obvious 
desire. A need is the reason WHY they desire it. Needs are the core 
values that dictate wants. While needs are usually obvious once you state 
them, they often reside underneath the surface of wants. Yet, without due 

5 Inbox Branding Secrets www.EmailCopyPro.com!18



focus on needs, you’ll be feeding your reader an incomplete meal. Needs 
are like veggies on a plate—no meal is truly complete without them. 

Consider this analogy: let’s say your partner says, “Honey, I want to go to 
Hawaii this year.” What needs might be underneath the want — the desire 
to spend time in a tropical paradise? Might the underlying needs sound 
something like this? 

I really need to spend time alone with you. 

Our marriage needs more intimacy and romance. 

I’m stressed out and desperately need to rejuvenate.  

In most cases, it’s not “Hawaii” that your partner desires. It’s the needs 
underneath. Can you imagine if you took your spouse to Hawaii and left 
her there by herself? Do you think that would fulfill her request? Hardly…
unless she desires time alone. In most cases, this would be a recipe for 
vacation (and marital) disaster.   

Helping your reader fulfill both their wants and needs is the key to winning 
a lifelong fan and customer. 

Let’s go back to our example of weight loss and look at some needs. First, 
you’ll want to ask yourself a simple question: 

Why does my reader want to lose weight? 

You may end up with superficial reasons at first, such as, “To look better in 
their clothes,” “To look younger,” “To get ready for summer,” and so on. 
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However, your task is to DRILL DEEP. What’s underneath the surface of all 
of these wants? 

Do this by asking “why” over and over until you come up with reasons that 
stop you in your tracks. At that point you've reached the level of needs. 

We’ll just take the first example and drill down: 

To look better in clothes ==>  
 Why? ==> Because I want to feel more confident ==>  
  Why? ==> Because I am afraid I’m missing out on life 

Now we have a need: the need to feel a part of life again. The need for 
freedom. Other needs associated with weight loss might be: 

The need to have the energy to play with your kids and grandkids 

The need to avoid early onset of illness 

The need to set a positive example for your family to follow 

Needs are powerful allies when it comes to ethical persuasion. Simply 
reminding your reader of the reasons underneath the surface can anchor 
your message to these deeply entrenched core values.  

Let’s look at how I use the Need Trigger in the email except found on the 
next page… 
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Again, this is an example of a Need Trigger that is cleverly embedded. It’s 
not super-obvious right off the bat. This Need Trigger is one of the primary 
core values to most humans: love. In this case, it’s, “…you or someone 
you love…” This fires off thoughts of who my reader cares about, and 
creates a far more impactful message. 
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FEARS 

Did you know that 75% of human motivation is driven by fear? That’s not a 
pleasant thought, but unless you embrace it as the truth, you have no 
chance of connecting deeply with your readers. 

First, let’s make a distinction between legitimate fears and fear-mongering 
tactics. I do not endorse fear-mongering in the least. You don’t need to 
push false fears in order to tap into the Fear Trigger. However, it’s your 
marketing responsibility to clearly illuminate your understanding of your 
reader’s legitimate fears. 

Just remember this mantra: 

Your mission as a marketer is to make your reader 
feel completely understood. 

A critical component of understanding is relating to, speaking about, 
acknowledging, and helping your reader overcome their fears. 

Why is fear such a dominant component within human influence? Most 
decisions are made from your older “lizard brain”. As humans evolved, our 
brains grew in size. The logical, more evolved part of your brain, the 
prefrontal cortex, is the youngest part of your cranium. That means, for 
eons prior, your decisions were derived from a far more primitive place. 

That part of your brain is governed by avoiding fear, with acquiring 
pleasure a distant second.  
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If you hear a bump in the night, your ancient brain is firing off signals of 
fight or flight. You might rationally understand that the sounds it probably 
just the wind, or perhaps a picture that fell off the wall. However, your 
lizard brain insists that it may be an intruder. Your life may be at risk.  

Long ago, such a response served us well. Believing that noice in the 
brushes was, in fact, a hungry tiger, proved to be genetically superior to 
assuming it wasn’t. The times it was a tiger, or an enemy, ended that 
distant ancestor’s genetic line in a hurry.  

You are partially governed by this overactive detection device within your 
brain–and that device feeds on fear.  

Consider how many irrational fears you have right now. Then consider the 
fears you label as rational. Perhaps it’s the fear of not paying your bills on 
time, contracting a deadly disease, suffering the loss of a loved one, or not 
fulfilling your potential. These fears are completely rational, and help make 
up the hierarchy of your more irrational fears.  

Let’s go back to our weight loss example. What are some rational fears 
within a reader interested in weight loss? 

“I can’t do this because I’ve failed time and time again in the past.” 

“I’m losing my looks and my mate’s attraction to me.” 

“I’m afraid I’m going to end up sick or weak if I continue like this.” 

Notice that only one of those fears deals with any sort of pitch or product I 
might offer the user—the fear of not succeeding. This is a legitimate fear, 
and it must be respected. The other fears are far deeper, but equally legit. 
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That said, fears need not be limited to the super-scary elements of life. 
Your reader may fear missing out on a discount deadline, feeling left out of 
a community unless they act, and any number of fear-based things.  

Remember this as you craft your Inbox Brand: 

The avoidance of pain is far more powerful in 
terms of motivation than the acquisition of 
pleasure…and all pain comes from fear. 

Now, if that was all there was to motivation, we’d just write one scary email 
after another. That isn’t going to fly, obviously. You need to blend in the 
acquisition of pleasure (roughly 25% of motivation) and tactfully recognize 
and illustrate the fears that govern the majority of decision-making. 

Wants are your primary pleasure-seeking Triggers. Needs can be both 
pleasure-based and fear-driven. Fears are rather obvious–they are only 
sparked by speaking to the lizard brain. When you combine all three, you 
end up with a powerful message that resonates fully within the mind of 
your reader. 

Let’s have a look at a few Fear Triggers in the email example found on the 
next page… 
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Look at the Fear Triggers used. I begin with the use of the Trigger, 
“brutal.” Brutal is a word that is rather terrifying. But notice the context. 
I’m not speaking of life and death consequences. I used “brutal” in the 
context of email marketing the traditional way. I’m setting up the next few 
paragraphs to dive deeper into that fear–the fear of not being able to 
accomplish your goal.  

I then dive into a cascade of fear-based consequences for doing things the 
“traditional way”, beginning with a minor fear of unopened emails, and 
concluding with a serious fear of ending up even worse off.  

There’s not an email marketer on the planet that hasn’t felt each one of 
these fears at one time or another. In fact, most feel them on a daily basis. 
I’m acknowledging those fears, but I’m also connecting their cause to a 
specific thing that can be resolved. You must be committed to resolving 
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your reader’s fears if you want those emails to get opened and acted 
upon.  

And that brings us to our final Persuasion Trigger: 

ACTIONS 

Actions resolve the tension created from your Wants, Needs, and Fears. 
That resolution is a lot like resolving a suspended chord in music. Think of 
the end of a traditional church organ piece. There’s a moment at the end 
where you hear what’s called a suspended chord, and your ear literally 
cannot STAND IT if you don’t hear the last chord…the one that resolves 
the tension created by the suspension.  

The same principle holds true for your words, and the resolution is a 
specific, easy-to-spot action, usually driven by the call for a click, or a Call 
To Action (CTA.) 

While I support the use of hyperlinks for key email words and phrases, I 
maintain that you simply must provide a clear resolution for your reader by 
making the click obvious in at least one place. Likewise, I suggest never 
sending an email out without a CTA. Ever. There’s simply no reason to 
not include a click to “something”, even of that something is merely a 
related article.  

Marketers call this a micro-commitment. I call it training the click.  

Let’s take a look at an email example on the next page… 
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Pretty simple, right? A direct command line (“Hop on over and check out 
what’s on this page right now:) That’s a direct as it gets. Then the CTA, 
which is simply, “Go Now”, with EmailCopyPro.com being the hyperlink.  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What About Tricks?   

You may believe that you need to rely on trickery or manipulation in order 
to train your reader’s subconscious mind. While some tricks can work, they 
usually work once or twice. Creating an Inbox Brand, and establishing HP, 
works every time, and throughout all time.  

Examples of from line and subject line tricks include changing the sender’s 
from name (almost always a bad idea for Inbox Branding), or using clever 
copy in the subject line (almost always a good idea, but not something to 
completely rely upon.) 

Let’s say your name is John Doe, and you notice your open rates going 
down. You deduce, as so many marketers do, that your reader is marking 
“John Doe” as a spam or unwanted email. This happens all the time if 
your content isn’t engaging–a critical component of Inbox Branding.  

John Doe decides to change his from name to “John D.” He figures, “That 
will trick ‘em!’ The spam filter won’t get triggered, and they’ll be more 
likely to open my email!” 

He’s right…once. After that, most of his duped recipients will either block 
“John D.”, or just get too pissed off once they realize it’s John Doe to ever 
buy or read anything John has to offer again.  

A far better approach to ‘trickery’ (used in the best possible sense of the 
word) is to master clever subject lines. Email CopyPro provides our clients 
with subject line and email copy, down to the content you send out, which 
makes this task infinitely easier than doing it on your own. However, a few 
simple tricks you can use include… 
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1. Start your subject line with a number. Numbers add specificity to your 
Inbox Brand.  

2. Brand your subject lines as we covered in the first part of this Special 
Report. Using your trademarked terms will help your open rates. 

3. Google trending topics and create related, or even non sequitur riffs 
off of whatever is trending. For example, if, Brad Pitt had some big to-
do that made the news, you could use a subject line like, “How Brad 
Pitt uses (Trademarked Term)”, or, “Brad Pit and (Your Niche)?”. Get 
creative, and figure a way to tie the two together.  

4. Stay abreast on what’s hot within your niche, and write articles around 
that topic. You can go with agreement (“Why X is vital to your 
(Niche)”), or contrarian (“The MYTH of X exposed”). 

5. Use one-word subject lines about once a week. They tend to get 
opens based on curiosity alone. 

6. Use your customer’s first name (if you have it) in the subject line, but 
don’t overuse this trick. About once every few weeks tops is fine. 

7. Put a marker denoting what the medium of the email is at the front of 
the subject line. For example, if your email is driving to a VSL, you may 
write, “[video] 3 tips for avoiding X”.  

8. Use emojis (characters that work within text-driven emails)…just use 
them sparingly. Here’s a good resource for you. 

9. The occasional use of questions like, “Can I get your feedback?”, “Can 
you make it?”, “Is this still important to you?”, etc. can be effective, as 
long as your content matches the question. 

10. Combine three random things together and see if you can’t make that 
work within your copy. “Boiled eggs, Ferraris, and your Email Copy”is 
so bizarre, it’s bound to get clicks. You just have to get creative to 
make it work. (In this case, I might tell a story about a marketer friend 
of mine who had eggs tossed at his Ferrari.)  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“Where Can I Discover More?” 

I would love to invite you to become an Email CopyPro customer today. 
Let our system help you create and hone your Inbox Brand, and allow you 
to generate email content, list-building, and promotional sequences 
with a few clicks of your mouse. 

As a reminder, we also offer consulting services to help you one-on-one. If 
you are interested in discovering more, feel free to contact our team for 
more information. 

I hope you found this Special Report helpful, and I wish you the very best 
in your Inbox Branding endeavors! 

Jon Benson 
EmailCopyPro.com 
JonBenson.com 
sellerator.com 

Facebook  JonBenson.com/facebook 
Twitter  JonBenson.com/twitter 
Podcast  JonBenson.com/itunes 
The Emailers Facebook.com/groups/emailers 
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