
Do sweat the small stuff - 
getting the details right with emails.

Welcome from the email factory. We design and hand-code emails, set them up and test them in the platform of your choosing and schedule them to 
send to your selected lists if you like as well.

We help build out email automations (welcome programmes, cart abandonment and other event based triggers). We also help with analytics, strategy 
and operate an enterprise-level email platform.

We’ve been doing this since 1999, which makes me feel very old. Although I am very old!



It’s the little things in life that matter

Typography

Data

Design Copywriting

Best practices
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It’s often said it’s the little things in life that matter and that can also apply to making emails more useful and engaging.

We spend time and effort planning emails, creating and gathering images asset, writing copy and building out the emails themselves - then testing and 
refining them so we can get the best results.

So let’s take a look at the things many emails don’t include. As the cumulative effect of using these can give people a better email experience and 
improve your deliverability.



It’s only words

16px

A A

Talking of little things, use a minimum body copy font size of 16 pixels.

That is generally agreed upon to be the smallest acceptable size for body copy. A bit bigger is even better.

And it’s worth getting out of old habits of rendering footer content in minuscule lettering.

If something is important enough to include in an email, it’s important enough to be readable. Do you really need all of those T&C’s in the email? 
Maybe a link to them on your website will do instead (it’s not as if we read them anyway!), try it and see how many clicks you get!



To the left, to the left

Type 
something

…and whilst we’re talking about text, left-justify paragraphs.

Centred text is fine for headings and calls‑to‑action. Larger blocks of copy, however, should always sit to the left. It’s easier on the human eye and an 
easily-implemented accessibility improvement.

Centred paragraphs don’t flow because none of us grew up reading like that. Lines of text will also vary in how uneven they are depending on devices 
they’re being read on and font size changes set by personal preference.



Compare and contrast

Buy Now
Terms &conditions apply

Low contrast can be difficult for a visually‑impaired person. Make sure your text, buttons and images stand out. How do you know if the contrast is 
sufficient?

Try running your view online link through a Web Accessibility Evaluation Tool such as https://wave.webaim.org/



View online - do people really still do that?

View in browser

Which brings us nicely on to the ‘view online’ link. Do people click on it?

Yes they do! There isn’t an email campaign we send out where people don’t click this link - whether it’s a B2C or B2B email. Just because your email 
renders perfectly in all of your tests isn’t enough of a reason to not add a view online link.

Include it in every email.



What’s on the menu

www.

… or what shouldn’t be.

Your email has a focus or tells a story - don’t detract from that by adding a nav bar, especially at the top and especially not a generic one - it’s an email 
not a website. If you do feel the need to add navigation, make it specific to the email; a sale, new season, a holiday theme. 



To link or not to link

Visit  our store

14, Floor 2
186 Carlon St.
Cordoba
1257

An address and phone number that change into links because of devices, email clients and browsers - think about the background colour so the end 
user can still read the text easily and click to either view on a map or open a call app to reach you.

Coding emails to override links takes time, testing - and often retesting - and not a small amount of coding expertise.

Instead, reallocate this resource and leave, what are after all, useful end-user elements in your emails.



The curious case of Lozenge Buttons

Outlook (Office not hotmail) will square off curves - putting an end to your rounded corners or lozenge buttons so be aware of this with B2B emails in 
particular.

Now, of course, you can make buttons any shape you like if you make them images but that would mean they won’t display where images are turned 
off and they will change size on different devices the email is being viewed on (and depending on how the email is coded). Remember we’re coding for 
iOS browsers and the lowest common denominator (outlook) at the same time.



All buttoned up

BUY NOW

Use descriptive calls‑to‑action - it's time to retire 'click here' and maybe 'find out more’. Make your CTA’s contextual - tie them in with subject matter, 
your brand and tone of voice.



If a picture can paint a thousand words

BUY NOW BUY NOW

Let it.
Ideally, avoid putting them in images because;
- font size will change depending on the device and may end up too small to read.
- buttons will be a different size to those in the rest of your email (and will be the shape you chose whilst the rest will have squared off corners in Office 
Outlook).
- Text on images also detract from the image itself. You spend time and effort creating the perfect picture so let it do the talking and add supporting 
information as proper text outside of the image. This way, you get both a clean image and crisp, legible copy that adapts with the device.



I can see clearly now

Low resolution (or actual size) images look blurry on modern high density screens which is pretty much everything these days. Make sure all of your 
images are saved at double the maximum logical resolution at which they'll appear in your email - so if you have a 700px wide email, full width images 
should be 1400px.



I’ve been weighting so long

[See what I did there? I bet you can’t wait for this to be over!]

Hi res images means heavier file sizes - not great for emails particularly if you’re out and about. Mobile users in slow network areas will experience 
sluggish download times and there’s the potential for broken images. Optimise them whilst retaining clarity - https://imageoptim.com/ is a good 
resource for this.

And remember all of your MPP users will download all of your images using their data plans



Declutter and go minimal

Keeping decorative images to a minimum will help with accessibility - the more complex your design, the more section‑hopping a screen reader needs 
to perform. Not to mention the greater the chance of your email breaking. Web is the place for fancy. Email works best with a little more restraint.

The job of an email is to inform people about something and get them to click to go to your website. It will also brand people and remind them about 
you so sometimes simple is best. It should be clear what the email is about, fast in getting information across and easy to digest. Just because you 
can doesn’t necessarily mean you should.



If a thousand words can paint a picture

BUY NOW
ALT=“BUY NOW”

[I may not make the Poet Laureate shortlist this year!]

Describe images with alt tags - people using screen readers won’t know what your images show unless you describe them. Don’t exclude customers, 
it’s a quick task to type ‘photograph of this’ or 'illustration of that’ (or something better than either of those descriptions!)



To tag or not to tag

alt=“border-top”

alt=“border-bottom”

alt=“border-corner-
top-left”

alt=“border-corner-
top-right”

alt=“border-side”

[Clearly running out of title ideas!]

Don’t waste people's time by tagging images like topleftcorner, toprightcorner etc. That will get annoying pretty quickly. This is another thing to watch 
out for with email builders that automatically add image alt tags to everything. So someone using a screen reader closes your email down rather than 
listen to every topleftcorner, toprightcorner



He ain’t heavy, he’s my builder

[These titles don’t get any better!] the millennial amongst you wont even have heard of this song title

Some emails are long and contain lots of code. Email builders add more code than people using hand-crafted code. Anything over 100kb gets 
truncated by Gmail - bad if you want people to see everything, worse still if the footer doesn’t show as this is where the unsubscribe link usually is 
leading to more SPAM complaints.



Stack ‘em high

Every row shouldn’t have to stay to a single column on a mobile device - it just serves to make the email longer and people getting scroll fatigue.

This is perhaps another outcome of email software builder limitations (and dare I say laziness by some marketers when building everything as a single 
column email to start with!)

When you do want to stack, you may want to choose whether the left or right side of your row goes first for a better flow and coherence (difficult if not 
impossible to do with email builders).



Don’t be afraid of the dark

Make sure your email is explicitly coded for dark mode. That means a carefully selected alternative colour palette and possibly substitute images in 
places that make sense.



Talk to the hand

noreply@…

Don't send from a no-reply address. Whilst most people won’t reply to a marketing email it sends the wrong message using noreply@. Some people 
will want to reply, even if it’s only to unsubscribe.

This is even more important for B2B emails. Email is a communication tool, don’t make it a one-way street.



Thank you

Let's talk
Ready to raise your email marketing game? 
Call us, email us, or complete our enquiry 
form and let's get the ball rolling.

Telephone
+44 (0)131 557 7780

Email
hello@theemailfactory.com

Not everything we’ve looked at here will apply everywhere so you’ll need to work out what you can use and what your email platform allows for.

If anyone would like to talk further please get in touch.

Thank you.

tel:+441315577780
mailto:hello@theemailfactory.com

