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Subject lines
Love them, loathe them, or never give them 
a second thought, subject lines are vital to 
the success of your email campaign.

Before your reader opens your email, you have a 
chance to tell them what your message is about. 

If that first impression falls short, they’re not 
going to open your email. Even worse, they 
might write it off as SPAM then and there! 

First impressions count

To:

CC:

Subject:

A huge 69% of email recipients say they will mark
an email as junk based purely on the subject line. �
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What difference can it really make?
The best way to understand what 
difference a subject line can make 
is to remove all other variables and 
test one against another. 

In a recent split test for one 
of our clients, we tested two 
different subject lines. 

The initial open rate for one was 
just 3.5%. And for the other? 
Well, that one achieved a 10.6% 
open rate!

And as if that wasn’t enough, the subject line with the lower 
open rate also attracted an unsubscribe rate of 0.6%.
Whilst the subject line with the larger open rate didn’t get a 
single unsubscribe. 

That’s an improvement of over 200%. 
And the only difference was the subject line.

3.5% 

10.6%

Open rate

Subject 
line A

Subject 
line B
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Mention special offers. We know that if you’re offering a 
discount or a freebie, it’s best to mention this in your subject 
line. Our latest stats show that subject lines that talk about 
an offer show a 20% better response than the next most 
successful type of subject line.

It’s important to think about how long it is and make sure 
the crucial information is included at the beginning, as some 
inboxes will cut off longer subject lines. 

It needs to be relevant. Your subject line sets the tone of your 
message. It should draw the reader’s attention to your main 
call to action, so that they’re more receptive to follow it.

Keep it simple and straight to the point. Quirky subject 
lines are a great way to get attention in the inbox, but when 
emailing schools our research shows that it’s best to keep it 
a little more professional.

Include personalisation if you trust the data you’re using.

So, what makes a 
good subject line? 
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What’s the 
magic word?
Obviously, the words you use in your subject line 
will depend on the context of your message, but our extensive 
research tells us that there’s a selection of words that 
seem to particularly resonate with a school audience. 

We reckon that at least one of the top three might surprise you…

The word “Now” creates urgency and can encourage a reader to 
react more impulsively. According to our analytics, subject lines 
containing the word “Now” perform 54% better than average 
for open rates, and 29% better for click through rates.

Now

Perhaps a little less surprising when emailing teachers, the word 
“Resources” is a good one to include in subject lines 
(if it’s relevant).

Open rates for these subject lines were almost 10% higher and 
click through rates were 26% higher.

Resources

A lot of email marketers shy away from using the word “Free” 
because they’re afraid it will be seen as spammy. 

According to our stats, that’s not the case. Emails with a subject 
line that uses the word “Free” get over 17% higher open rates 
than average, and almost 30% higher click through rates. 
(Everyone loves a freebie, and teachers are no exception!)

Free
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What is it?

Use preview text to improve open rates

Preview text
Preview text is almost as important as your subject line. 
And yet many email marketers don’t give it a single thought!

That first snippet is your preview (or pre-header) text. 
It provides context and has a huge impact 
on whether a reader will open the email. 

This is the perfect space for you to expand on the limited 
space in your subject line, to give added context and urge your 
audience to open your message. Or maybe you want to mention 
the secondary focus of the email here? 

When an email lands 
in your inbox, you can 
see three things:
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1. Who it’s from

2. The subject line

3. The first snippet 
of text in the email

Whatever you do, make use of it, because your 
readers are paying attention to that text! �



How do I add pre-header text?
If you’re building your own HTML emails, you can add it to the 
code. If you use a drag and drop builder, the platform may allow 
you to specify your preview text. Or alternatively, you can simply 
include the text at the top of your email. 

Whichever way you choose to include it, preview text is a 
valuable tool to boost those open rates, so don’t forget about it.

What happens if 
I don’t add preview text?
If you don’t choose what text you want to appear in that space, 
your reader’s email client will do it for you. It will automatically 
pick up the first text in the email and add it here.

All too often, that text is ‘View in browser’, or some version of 
this sentiment, which is like waving a huge sign that says, ‘this 
is a marketing email’. 

Even though the reader will most likely recognise this already, 
announcing it so openly is a great way to get them to send you 
straight to junk. 
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Example of preview text options



The email content 
It will come as no surprise to hear that 
getting your content right is vital for a 
good email; from the number of words you 
include, to which words you choose, and 
even the order in which you place those 
words. 

Your tone of voice is an 
important part of your brand’s 
identity. It should be consistent 
across all communications, from 
your website, to emails with 
clients, to your marketing. 

Tone of voice

Length
How long should an email be? 
Is there an ideal word count? 

We know that email readers 
often skim read an email, 
before following a call to 
action. So, there’s no point in 
sending a long and rambling 
missive. 
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When a reader clicks through 
from your email to your website, it 
should be a seamless experience. 
It’s all part of building that brand 
recognition and trust, which is so 
important in email marketing. So, 
make sure every email reflects 
your brand voice.

On the other hand, if it’s too 
short, you risk swinging the text 
to image ratio too far the wrong 
way and triggering the dreaded 
SPAM filters.



What’s in it for them?
When someone opens your email, you’ve 
only got a few seconds to engage them. 
So, you need to tell them why they should 
care as quickly as possible. This means 
you need to make the key benefits to that 
reader really obvious at first glance.

When you’re writing your content, build 
your message around one or two key 
benefits.

We analysed our top 100 performing emails 
and found that the optimal email length for 
engagement is between 280 and 310 words.

�

Formatting

It sounds like a small thing, but the way your 
content is formatted can make a huge difference 
to how well an audience engages with it. 

Highlight key words and phrases, use bullet 
points, and keep paragraphs short for 
maximum impact. 
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Examining the results of thousands of email sends, we were able 
to conclude that including images didn’t have any discernible 
impact on delivery rates. 

Of course, this comes with a slight caveat; if you’re using very 
large images, or the ratio of text to images is too low, your email 
may not make it to your intended recipients.

The question of how people engage with emails that include 
images, versus emails that have a simpler ‘letter-style’ format is 
a little more complicated. 

Deliverability

Engagement
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Here at Buzz Education, we don’t much like relying on 
opinions. So, we looked to the analytics for an answer:

After finding very little difference between the two types of email 
across the entire sample, we split the emails down by ‘type’. 
The results were interesting.

Images
Should you use images in your 
marketing emails? It’s a question 
that comes up a lot, and many 
email marketers have their own 
opinion on the ‘right’ answer.

continue reading->



From this, we see that promotional 
and sales emails attract more clicks 
when they include images. But 
invitation and survey emails get less 
engagement when they use images. 
This is most likely down to the 
difference in intent. 

The question of how people engage with emails that include 
images, versus emails that have a simpler ‘letter-style’ format is 
a little more complicated. 

After finding very little difference between the two types of email 
across the entire sample, we split the emails down by ‘type’. 
The results were interesting.

Open Rate

0% 5% 10% 15% 20% 25% 30%

Awareness
campaign

Competitions

Invitations

Promotional
emails

Sales emails

Surveys

Email including images

Click Through Rate

Type of emails

Open Rate

0% 5% 10% 15% 20% 25% 30%

Awareness
campaign

Competitions

Invitations

Promotional
emails

Sales emails

Surveys

Email without images

Click Through Rate

Type of emails
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In a sales email, you’re promoting 
a product or service, and images 
can help a reader to understand 
what you’re offering. If you are 
sending a survey, images may 
serve as a distraction from your 
main call to action.



The human brain processes images 60,000 
times faster than text. So if an image helps 
to tell your story, then you should absolutely 
use it. 

But, if you don’t have relevant imagery, or the 
message doesn’t call for pictures, then go for 
a simpler design.

What does this mean for 
your email marketing?
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Calls to action

The most easily recognisable of these is a button which 
encourages people to click through to a landing page. 

But did you know your logo can also be a call to action? Or add a 
link to an image in your email, and it acts as its own call to action. 

And of course, there will be calls to action in your content. 
Add relevant links to key text to make it easy for people to click 
straight through when they read something that sparks their 
interest.

An in-depth analysis of client campaigns shows us that 42% 
of the time, the most popular call to action in an email is the 
button, while text links are most popular in 34% of emails.

Simply put, it’s anything that tells your reader what to do 
next. Calls to action (CTAs) take many forms. 

In terms of achieving your 
objectives once you’ve got a 
reader’s attention, the call to 
action is vital.

But what is a call to action? 
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click now

Buy now
see options

view conditions

���share



The golden rules for 
a great call to action

This is vital – whatever form your call to 
action takes, you need to make sure people 
notice it.  Choose a colour for your calls to 
action that will stand out from your brand 
colours. 
By choosing one ‘action colour’, which isn’t 
used for any other content, you’ll make 
them easily recognisable. And make sure 
there’s plenty of white space around them, 
so that they can be seen easily. 

If someone is interested enough to want 
to click on your call to action, don’t make 
it challenging for them. This is particularly 
important when it comes to the 20% of 
readers who are viewing your email on a 
mobile device.

1. Make it stand out

2. Make it easy to click

Each type of call to action will have its own set of 
guidelines to ensure that it is effective, but there are 
a few important rules that apply to all of them.
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If your call to action says ‘Find out more’, 
but links to a contact page, a reader may 
feel frustrated. The chances are, if they 
clicked it, it’s because they felt they needed 
more information. So, make sure that’s 
what you’re giving them.

3. Make it relevant

Understand 
your audience
One of the quirks of marketing to education is that you often 
need to target various levels of decision makers at once. 

The key thing to remember here is that decision makers 
often behave differently when they receive your email.  
They’re all looking for something different from your email. 

Mrs Brown – Art Teacher

She received a marketing email promoting 
new resources, which she feels would 
benefit her students and give them 
opportunities to be creative. She clicked 
the main call to action button which said, 
‘Get your free sample’.
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He’s resistant to being told what to do, 
so steers clear of the main call to action 
buttons. He reads a paragraph about the 
cost saving benefits of the resources. He 
clicks on a text link which takes him through 
to a relevant web page so he can find out 
more and make an informed decision.

Mr Cash – School Business Manager

He ignores both the call to action buttons, 
and the more subtle text links. Instead, he 
decides he wants to learn more about the 
company behind the resources. So, he clicks 
the company logo and goes through to the 
home page to do his own research. 

Mr Smith – Head Teacher

It’s important to cater to all of these readers in your email, by 
including different types of call to action through your message. 

And make sure you consider the intent of those who are clicking 
through, so you can take them to relevant content; the button clickers 
are more impulsive, and more ready to be sold to. Take them to a 
page which takes advantage of this.

The text clickers are more cautious. They want to know more, so give 
them the confidence they need to proceed. And your logo clickers 
are looking for information about you. So present your best side, and 
show them why they should want to work with you.
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Landing pages

A great email is only one part of 
a successful campaign. The other 
important factor is where you send 
people when they click a call to 
action in your email.

By creating a specific standalone 
web page that you can direct traffic 
to, you can ensure that the content 
is relevant and specific.

The average reader will spend between two and eight 
seconds reading your email; if they’re interested, they’ll 
click through to your landing page to read more. So, a great 
landing page will go into more detail, giving a reader all the 
information they need to make an informed decision.

Add depth�

18
buzz-education.com



Whatever it is that you would like your reader to do next, make 
it easy. The fewer steps they have to take to make an enquiry or 
place an order, the more likely they are to convert. A contact form 
on your landing page is a great way to collect details from those 
who are interested.

Next steps

The most effective landing pages will have a 
clean design, with clear calls to action and key 
information that stands out to the reader. 

Keep it simple
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Campaign timing

Mon
A good, solid 
day to send 
campaigns. 

Tue
A good day to 
stand out from 

the crowd.

Wed
A great day to 

send campaigns

Thu
The best day 

of the week for 
campaigns.

Fri
The 

second-best 
day of the week 
for campaigns.

Average open and 
click through rates

Seeing increasing 
engagement rates

High opens and 
good click

through rates
Highest opens and 
click through rates

Great open and click 
through rates
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Once you’ve created an amazing email, 
you might find yourself wondering when 
you should send it. And that’s a great 
question, because we know that the 
time of day, and the day of the week 
can make a difference to the way your 
audience engages with your message.

Or perhaps you’re planning your content 
calendar for the coming year, and you 
want to know what content you should 
send when?

As always, we’ve got you covered. 
We regularly analyse the stats on emails we send to schools to identify 
the best time, day or month to send your email marketing campaign.

To help you plan the timing of your next email, 
here are the latest trends:

Which day



Schools and teachers are most engaged 
with emails first thing in the morning.

Emails sent between 7am and 9am see 
the highest open rates.

98% of teachers check their emails 
before 9am each day, so it’s a great time 
to drop into their inbox. 

We see open rates rise again for emails 
sent after 2pm. 

Click rates are at their highest between 
7am and 9am. Click rates then remain 
quite steady throughout the morning and 
then see a surge around lunchtime. 

In many cases, your overall marketing plan will dictate the time 
of year you send your campaign. There is no set time of year that 
you should or shouldn’t market to schools, but we do see higher 
engagement rates during certain months.

What time

Which month
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Jan Sep Oct Nov

Top month in 2018 
for open rates :

Jan Feb May Jun

Top month in 2018 
for click rates :



Want more?
Phew! What a lot to think about! 

Use this when you’re planning your 
marketing to schools, and you’ll have 
the best chance of running successful 
email campaigns to schools and 
teachers time after time! 

In fact, our very own email marketing 
team use this same knowledge 
when they’re developing marketing 
strategies and email marketing 
campaigns for our clients. 

When you’re planning your content calendar for campaigns to 
schools, it’s really important to think about what’s happening in 
the academic calendar, and how that might influence spending 
habits and decision making. 

Check out our Schools Marketing Planner 
to help you choose your key dates!

Contrary to popular belief, there aren’t any 
months that you can’t market to schools. 

Even during the traditional school holiday 
months, we’re sending more marketing 
campaigns for our clients and seeing 
higher engagement rates then ever. 

Content planning
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If you do feel like you need a helping hand 
with your email marketing strategy, just get 
in touch to find out how we can support you.

�

Email marketing Expert advice and 
recommendations 

CopywritingDedicated 
Campaign Manager 

Landing page design

Andrea
Project Manager

Andy
Copywriter

Howard
Email Designer

Sophie
Campaign Strategist
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You might come across some technical terms when 
you’re marketing to schools, so here’s a helping hand 
in understanding them all…

The email marketing glossary
What it all means 

The term bounce refers to an email 
which doesn’t reach the recipient’s 
inbox. The reason for this determines 
whether the bounce is classed as a 
‘hard bounce’ or a ‘soft bounce’. 

A hard bounce happens when the 
email address does not exist. A high 
percentage of ‘hard bounces’ on an 
email send suggests that you may be 
using poor quality data.

A soft bounce can occur for a number 
of reasons. It may be because the 
recipient’s inbox is full, or temporarily 
unavailable. Or it could be that your 
message was rejected by their SPAM 
filter.

Bounce

A call to action is any prompt which 
encourages your reader to take action. 
It can appear in the form of text or 
images and is a crucial element of any 
digital marketing content.

Call to action (CTA)

The click through rate (or click to open 
rate) is the proportion of your readers who 
click on a call to action in your email.

Click through rate (CTR)

Content marketing refers to a focus on 
sending quality content with real added 
value for your audience. 

Sometimes referred to as ‘inbound 
marketing’, it’s all about placing potential 
customers at the centre of your strategy 
to build confidence in your brand.

Content marketing 
(Inbound marketing)

An encrypted digital signature for your 
emails. DKIM (Domain Keys Identified 
Mail) allows the recipient’s mail server 
check that the owner of the domain has 
authorised the send. This is an important 
authentication tool to combat email SPAM.

DKIM

Domain reputation is one of the factors that 
influences whether your emails make it to the 
inbox. This is impacted by all your marketing 
activity from that domain, regardless of the 
marketing platform and IP you are using.

Domain reputation
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Dynamic content is digital content that 
changes based on the information you 
have about the recipient. When you 
send an email with dynamic content, 
you can send highly personalised 
content to all your recipients.

Dynamic content

An email client is a computer 
programme which allows you to send 
and receive emails. It interacts with 
the email server to share messages. 

Email client

If you’re sending marketing emails, or 
regularly communicating with a large 
subscriber list, you will need to use 
an email marketing platform. This is 
software which allows you to send 
an email campaign to a large number 
of recipients at once and should also 
offer additional features to help you 
get more from your marketing, such 
as automation, segmentation and split 
testing. 

An email marketing platform will also 
allow you to track engagement through 
reporting tools. 

Email marketing platform

This covers any interaction your 
reader has with your email. This 
includes opening your email, or 
clicking links within it.

Engagement

An IP address is a numerical network 
address that is assigned to every computer 
or device that is connected to the Internet. 
It’s the address that the Internet uses to 
send your emails and data to. 

Internet Protocol address
(IP address)

The junk folder is one of the folders in your 
inbox that a message might be delivered into. 
Inbox placement for incoming messages is 
reliant on individual settings. 

You can try to avoid the junk folder by 
following email best practice guidelines, 
sending to opted-in marketing lists, and 
sending high quality content.

Junk folder

A mobile optimised design is one that 
considers the restrictions of viewing an email 
on a smaller screen. This may include sticking 
to a single column design, or adding large, 
easily tappable calls to action.

Mobile optimised

Responsiveness relies on the HTML code. 
For your email to be mobile responsive, there 
should be instructions built into the code to 
decide what happens to your content when 
it is viewed on different sized screens.

Mobile responsive
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Exactly as it sounds, a non-open 
resend is when you send your email 
again, just to those who didn’t open it 
the first time. A good email marketing 
platform will make it easy for you to 
do this with just a few clicks.

Non-open resend

The percentage of your audience 
who downloaded the images in your 
email. This is the only way for email 
marketing software to track opens, so 
the real number of people who read 
your email will always be higher than 
the reported open rate.

Open rate

Spam filters are software that use 
algorithms to identify unwanted 
messages and stop them from being 
delivered. They use thousands of 
predefined rules to identify potential 
spam and stop it from reaching its 
destination.

Spam filters

Split testing (often referred to as A/B testing) 
is a way for digital marketers to measure how 
changes to content, send times, and other 
variables impact engagement and conversion 
rates. 

Split testing 
(A/B testing)

A way to make messages more relevant to 
the intended audience. Segmentation can be 
set up based on the recipient’s profile data 
or behaviour to make sure that messages are 
targeted specifically to the right audience.

Segmentation
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