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Build the campaign brief

A strong email starts before the subject line. Align the goal, audience, value, evidence and operational reality in one approved brief.

o1 CAMPAIGN OBJECTIVE

Deflng Qne primary busmgss r'esult and one audience allctu.)n. Av0|.d CAMPAIGN FIELD GUIDE
combining awareness, activation, purchase and retention into a single

message.

Document the source, owner and approval status before drafting. 05 OPERATIONAL LIMITS

Record send window, frequency, localization,
approval, legal review, inventory, support
capacity and landing-page readiness.

02 AUDIENCE STATE

Document what the reader knows, wants, doubts and has already
experienced with the brand.

Document the source, owner and approval status before drafting. 06 SUCCESS DECISION

03 OFFER OR VALUE Choose the metric and threshold that will
change what you do next. A metric without a
State the practical value, eligibility, price, deadline, limitations and proof decision is only reporting.

available for the campaign.

Document the source, owner and approval status before drafting.

WORKSHEET QUESTIONS
04 MESSAGE PROMISE

Which verified fact supports this decision?
What information is still missing or

Write one sentence that connects the reader's situation with the most
relevant outcome the email can honestly support.

conflicting?

Who approves the final version and by
when?

Document the source, owner and approval status before drafting.

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

CAMPAIGN CONTRACT

We will help [AUDIENCE] take [ACTION] by communicating [VALUE] with [EVIDENCE], while respecting [LIMITS]. We will judge success
using [PRIMARY METRIC] and [DECISION RULE].
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Audience and offer fit

02 / POSITIONING

Relevance comes from matching the message to the reader's current decision. The same offer may need a different angle for each

stage.

01

02

03

04

READER SITUATION

What happened immediately before this email became relevant? Capture
context instead of relying on generic demographics.

Document the source, owner and approval status before drafting.

DESIRED PROGRESS

What is the reader trying to start, improve, compare, avoid, complete or
understand?

Document the source, owner and approval status before drafting.

PURCHASE STAGE

Discover, evaluate, verify, buy, activate, use, renew, recommend or return.

Document the source, owner and approval status before drafting.

OBJECTIONS

List the real concerns: price, effort, fit, trust, timing, proof, risk, complexity
or switching cost.

Document the source, owner and approval status before drafting.

PRACTICAL APPLICATION

CAMPAIGN FIELD GUIDE

05 PROOF INVENTORY

Match the offer with demonstrations,
specifications, case evidence, policy details,
expert review or transparent limitations.

06 MESSAGE ANGLE

Choose the single angle most relevant to this
segment and stage. Save secondary ideas for
later emails.

WORKSHEET QUESTIONS

Which verified fact supports this decision?

What information is still missing or
conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

EVIDENCE BEFORE PERSUASION

Do not invent reviews, urgency, outcomes, scarcity, savings, awards or social proof. If the proof is weak, narrow the promise rather
than amplifying the language.

DIGITAL WORLD PULSE / EMAIL MARKETING CAMPAIGN
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Permission and list quality

A smaller list with clear expectations is more valuable than a large database built on uncertain consent, old addresses or unrelated
acquisition.

o1 PERMISSION SOURCE

Rev;ord how, when and where each contact joined, what they were told and CAMPAIGN FIELD GUIDE
which messages they reasonably expect.

Document the source, owner and approval status before drafting.
05 LIST ACQUISITION

02 PREFERENCE DESIGN Do not buy or scrape lists. Third-party data

requires documented rights, current notices

Offer useful choices for topics, frequency, product interests, language and N i S A iy

channel when the business can honor them.

Document the source, owner and approval status before drafting.
06 RECONFIRMATION
03 DATA MINIMIZATION

When permission or expectations are unclear,

Collect only the personal data needed for a clear purpose. Avoid gathering use a conservative review and legal guidance
sensitive information without necessity and expert review. instead of assuming continued eligibility.

Document the source, owner and approval status before drafting.

04  SUPPRESSION CONTROL WORKSHEET QUESTIONS

Maintain unsubscribe, complaint, hard-bounce and legal suppression records

: Which verified fact supports this decision?
across every sending system.

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

LEGAL CHECKPOINT

Email rules vary by country, recipient, relationship and message type. The EU also applies data-protection and ePrivacy rules. Obtain
qualified legal advice for your exact situation.
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Create a segmentation map

Segmentation should improve relevance and reduce unwanted messages. Use the minimum reliable data needed to change the
content, timing or offer.

o1 LIFECYCLE

Nevy subscriber, lead, first-time buyer, active customer, repeat customer, CAMPAIGN FIELD GUIDE
at-risk customer or former customer.

Document the source, owner and approval status before drafting.
05 PREFERENCE

02 INTENT Topic, language, frequency, format, product

family or declared goal supplied by the

Content interest, category viewed, product compared, webinar attended, )
subscriber.

quote requested or trial started.

Document the source, owner and approval status before drafting.
06 EXCLUSIONS
03 BEHAVIOR

Recent purchasers, open support cases,

Clicked topic, completed action, used feature, purchased category or refunds, unavailable regions, out-of-stock
ignored a sequence. Interpret behavior cautiously. products and anyone who opted out.

Document the source, owner and approval status before drafting.

04 VALUE AND NEED WORKSHEET QUESTIONS

Use commercial value only when fair and useful. Do not reduce people to

. Which verified fact supports this decision?
revenue labels or exclude needed service messages.

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

SEGMENT RULE

If two groups will receive the same message, offer and timing, they are not meaningfully different campaign segments. Combine them
and keep the system simpler.
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Design the campaign architecture

Map the complete message journey before writing. Each email should perform one clear job and create a logical reason for the next
step.

ENTRY Define the approved trigger, eligibility window, exclusions and maximum number of entries.
|
‘ ORIENT Set context, deliver immediate value and explain what the subscriber can expect next.
|
‘ EDUCATE Clarify the problem, method or category using one useful idea and verified information.
|
‘ PROVE Show evidence, demonstration, fit, limitations and the source behind important claims.
|
‘ OFFER Present the action, terms, price, eligibility, availability and real deadline clearly.
|
‘ FOLLOW Respond to meaningful behavior while applying frequency caps and purchase suppressions.
|
‘ EXIT Define conversion, expiry, opt-out, support handoff and the next appropriate lifecycle journey.

SEQUENCE MAP WORKSHEET

Email purpose, primary reader question and approved proof
Trigger, delay, send window, frequency cap and priority
Primary CTA, destination and expected post-click experience

Conversion event, suppression rules, branch and human handoff
Owner, approval date, monitoring metric and emergency pause method

PRESSURE CONTROL

Set frequency caps across broadcasts and automations. A technically valid trigger does not mean another email is helpful at that
moment.
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™

L;' DIGITALWORLDPULSE 06 / PACKAGING 08

Subject line and preheader lab

The inbox preview is a promise. Earn attention with relevance and clarity, then make sure the email delivers exactly what the preview
implies.

01 CLARITY

Identify the topic or value quickly. A subject line should help the right reader CAMPAIGN FIELD GUIDE
decide, not force curiosity at any cost.

Document the source, owner and approval status before drafting.
05 RECOGNITION

02 SPECIFICITY . .
Keep sender name and voice consistent.

Familiarity and expectation often matter more

Use a concrete benefit, question, product, event or useful detail supported .
than clever wording.

by the email.

Document the source, owner and approval status before drafting.
06 PREVIEW TEST

03 PREHEADER PAIR
Check sender, subject and preheader

Continue the subject instead of repeating it. Add context, proof, eligibility, together on mobile. Remove broken
timing or a second reason to read. personalization and misleading truncation.

Document the source, owner and approval status before drafting.

04 HONEST URGENCY WORKSHEET QUESTIONS

Use deadlines only when real, material and visible on the destination page.

) . ) oy
Never reset or fabricate scarcity. Which verified fact supports this decision?

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

DRAFTING FORMULA

[RELEVANT TOPIC] + [SPECIFIC VALUE OR QUESTION] + optional [REAL TIMING OR CONTEXT]. Generate options by angle, not by
replacing one adjective with another.
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The email copy system

Build a straight line from reader context to value, evidence and action. Every paragraph should earn its place in that decision.

o1 CONTEXT

Open by connecting the campaign to the reader's situation, action, CAMPAIGN FIELD GUIDE
preference or known stage without sounding invasive.

Document the source, owner and approval status before drafting.
05 OBJECTION

02 VALUE Resolve the most important uncertainty:

effort, fit, cost, setup, timing, risk, support,

Explain what the reader can learn, solve, compare, receive or complete. - .
compatibility or cancellation.

Keep the promise proportional to the evidence.
Document the source, owner and approval status before drafting.

06 ACTION

03 MECHANISM
Ask for one primary next step. State what

Show how the product, service, resource or process creates the stated happens after the click and remove
value. Specific mechanisms build credibility. unnecessary decision friction.

Document the source, owner and approval status before drafting.

04 PROOF WORKSHEET QUESTIONS

Use factual examples, demonstrations, customer evidence with permission,

: . : Aoy
specifications, policies and transparent qualifications. LI LIRS e R L e

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

EDITING PASS

Remove unsupported superlatives, repeated introductions, throat-clearing, vague enthusiasm and competing calls to action. Keep the
facts, proof, limitations and next step.
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Email design and mobile QA

A beautiful email that breaks, hides the offer or excludes readers is not good design. Build for the imperfect reality of inbox clients.

o1 MOBILE FIRST

Use a single-column r.eadmg path, large body text, generous spacing and CAMPAIGN FIELD GUIDE
tap targets that remain clear on small screens.

Document the source, owner and approval status before drafting.
05 CODE SAFETY

02 VISUAL HIERARCHY

Use email-safe layouts, tested fallbacks,
compressed assets, HTTPS links and

Make the subject promise, core value, proof and primary action easy to "
ub) P ! VLTS [ pri y ! Y platform-supported personalization.

locate without reading every sentence.

Document the source, owner and approval status before drafting.
06 DARK MODE
03 IMAGE RESILIENCE

Preview common clients. Protect logos and

The email must still make sense when images are blocked. Add useful alt buttons with suitable contrast and avoid
text and never place essential terms only inside an image. relying on background color alone.

Document the source, owner and approval status before drafting.

04 ACCESSIBILITY WORKSHEET QUESTIONS

Use meaningful headings, readable contrast, descriptive links, logical order

: . : Aoy
and concise alt text that communicates purpose. LI LIRS e R L e

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

PLAIN-TEXT VERSION

Provide a readable plain-text alternative with the essential message, destination and unsubscribe information. It is a useful
accessibility and delivery safeguard.
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CTA and landing-page continuity

The click should continue one coherent promise. The email creates intent; the destination must make the next decision clear and
trustworthy.

o1 ONE PRIMARY CTA

Use a verb that describes the real next step: view, compare, register, CAMPAIGN FIELD GUIDE
download, start, reserve, reply or complete.

Document the source, owner and approval status before drafting.
05 TRACKING

02 EXPECTATION

Use consistent campaign parameters without
exposing personal data in URLs. Test

Explain what happens after the click: page type, form length, eligibility, e s, Aneldies s e sl s

price, trial terms, download or confirmation.

Document the source, owner and approval status before drafting.
06 POST-CLICK
03 MESSAGE MATCH

Prepare confirmation, onboarding, delivery,

Repeat the central promise and approved offer on the destination page. Do sales.h.andoff and support. Convers.ion is a
not change the terms after earning the click. transition, not the end of the experience.

Document the source, owner and approval status before drafting.

04 FRICTION WORKSHEET QUESTIONS

Remove unnecessary form fields, surprise account creation, hidden costs,

n Which verified fact supports this decision?
broken mobile controls and unclear error states. PP

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

CONTINUITY TEST

Read only the subject, CTA and landing-page headline. Do they describe the same value, action and conditions? If not, repair the
journey before sending.
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Five-email welcome sequence

A welcome sequence should deliver the promise, create an early success and establish a useful relationship before asking for
increasing commitment.

o1 EMAIL 1 - DELIVER

Immediately prqwde the promlsgd resource, access or confirmation. Set CAMPAIGN FIELD GUIDE
sender recognition and expectations.

Document the source, owner and approval status before drafting.
05 EMAIL 5 - INVITE

02 EMAIL 2 - ORIENT

Present the next logical offer or action to the
right segment. Explain fit, terms and what

Help the subscriber take a first useful step. Link to one focused guide, tool, e s e alldk

setup task or preference choice.

Document the source, owner and approval status before drafting.
06 EXIT AND BRANCH
03 EMAIL 3 - TEACH

Stop when the goal is complete. Route clicks,

Explain a relevant method, mistake or decision. Demonstrate expertise purchases, replies and preference changes to
without turning every lesson into a pitch. the appropriate next journey.

Document the source, owner and approval status before drafting.

04 EMAIL 4 - PROVE WORKSHEET QUESTIONS

Share an approved example, result context, process demonstration, FAQ or

. . ' o]
transparent behind-the-scenes explanation. Which verified fact supports this decision?

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

TIMING PRINCIPLE

Choose timing based on the promised resource, buying cycle and reader need. Do not copy a generic day-by-day cadence when the
context requires faster help or more space.

DIGITAL WORLD PULSE / EMAIL MARKETING CAMPAIGN 12/20



™

L‘. DIGITALWORLDPULSE 11 / PROMOTION 13

Launch and promotional sequence

Use multiple emails to answer different buyer questions, not to repeat the same pressure. Relevance and proof should increase as the
decision approaches.

o1 ANNOUNCEMENT

State the offer, eligible audience, primary value and availability. Link to CAMPAIGN FIELD GUIDE
complete terms and product information.

Document the source, owner and approval status before drafting.
05 REMINDER

02 EDUCATION

Summarize value and real timing for
interested non-converters. Suppress recent

Teach the problem, method or use case. Help the reader evaluate fit rather
purchasers and unrelated segments.

than simply repeating the launch.

Document the source, owner and approval status before drafting.
06 CLOSE AND HANDOFF
03 DEMONSTRATION

Honor the real deadline, stop expired

Show the product or service in action using approved evidence, examples, promotion copy and transition buyers to
specifications or a guided walkthrough. onboarding or support.

Document the source, owner and approval status before drafting.

04 OBJECTION WORKSHEET QUESTIONS

Address the most common hesitation with transparent details about setup,

) . . oy
price, support, compatibility or cancellation. Which verified fact supports this decision?

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

FREQUENCY PROTECTION

Coordinate promotional messages with newsletters and automations. Pause or suppress conflicting sends for purchasers, support cases
and disengaged contacts.
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Build a sustainable newsletter

A newsletter succeeds when readers know why it is worth opening. Create a repeatable editorial promise that the team can maintain.

o1 EDITORIAL PROMISE

Define the recurring value: analysis, tutorial, curation, product education, CAMPAIGN FIELD GUIDE
industry update, community story or practical template.

Document the source, owner and approval status before drafting.
05 ARCHIVE VALUE

02 CONTENT PILLARS

When appropriate, publish durable editions or
companion resources on the website and

Choose three to five durable topics connected to audience needs and real ; .
create useful internal links.

brand expertise.

Document the source, owner and approval status before drafting.
06 COMMERCIAL BALANCE
03 ISSUE STRUCTURE

Separate education from promotion clearly.

Use one lead idea, a practical takeaway, optional supporting links and one Earn attention consistently before asking the
relevant action. audience to buy.

Document the source, owner and approval status before drafting.

04 PRODUCTION RHYTHM WORKSHEET QUESTIONS

Plan research, drafting, fact-checking, design, approval, scheduling and

post-send review Which verified fact supports this decision?

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

ISSUE FILTER

Would this edition still help the intended reader if the promotional link disappeared? If not, label it honestly as a promotion instead of
disguising it as editorial value.

DIGITAL WORLD PULSE / EMAIL MARKETING CAMPAIGN 14/20
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Behavioral journeys with control

Automation should deliver timely help, not create invisible pressure. Every trigger, branch and exit needs a documented reason and
owner.

01 TRIGGER

Use a clear event: signup, purchase, renewal date, feature use, preference, CAMPAIGN FIELD GUIDE
genuine inactivity or approved milestone.

Document the source, owner and approval status before drafting.
05 HUMAN HANDOFF

02 ELIGIBILITY

Move replies, high-value questions,
complaints, accessibility needs and complex

Define who can enter, who must be excluded, how often the journey can A
cases to a responsible person.

repeat and which messages take priority.
Document the source, owner and approval status before drafting.
06 LIFECYCLE AUDIT
03 PERSONALIZATION

Review old automations after product, pricing,

Use accurate, necessary data that changes the message meaningfully. policy, staff, inventory, brand or legal
Always provide a safe fallback. changes.

Document the source, owner and approval status before drafting.

04 BRANCHING WORKSHEET QUESTIONS

Branch only when behavior creates a genuinely different next step. Too

) . . oy
many paths become impossible to verify. Which verified fact supports this decision?

What information is still missing or
Document the source, owner and approval status before drafting. conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

SAFETY SWITCH

Every automation needs an off switch, a test contact, a version record, a monitoring owner and an emergency process for pausing
broken or inappropriate messages.
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Deliverability fundamentals

Deliverability depends on permission, relevance, authentication, infrastructure and recipient response. Copy tricks cannot repair a
low-trust sending program.

o1 AUTHENTICATION

Configure SPF and DKIM for sending sources. Bulk senders should also CAMPAIGN FIELD GUIDE
publish DMARC and align the visible From domain.

Document the source, owner and approval status before drafting.
05 HYGIENE

02 IDENTITY . . .
Remove invalid addresses, honor suppression,

investigate inactive cohorts and avoid
purchased, scraped or poorly documented
lists.

Use consistent domains, sender names, reply handling and transparent
business information. Avoid sudden unexplained infrastructure changes.

Document the source, owner and approval status before drafting.

03 UNSUBSCRIBE 06 INFRASTRUCTURE

Provide a clear visible unsubscribe method. Eligible bulk marketing Use TLS, correct DNS, valid forward and

messages should support standards-based one-click unsubscribe. reverse records where required, and test all
configured sending services.
Document the source, owner and approval status before drafting.

04 REPUTATION
. . ) WORKSHEET QUESTIONS
Monitor complaints, bounces, blocks and provider tools. Keep spam rates

low and stop sending to harmful sources.
P 9 Which verified fact supports this decision?

Document the source, owner and approval status before drafting.

What information is still missing or
conflicting?

Who approves the final version and by
when?

What should happen if the result misses the
threshold?

PRACTICAL APPLICATION

Write the approved version in one sentence, list the evidence beside it, then identify the one reader action this section should influence. If
the answer is unclear, return to the campaign brief before writing copy.

CURRENT SENDER REQUIREMENTS

Gmail and Yahoo maintain current requirements for senders and bulk senders. Verify the official documentation before every major
launch or infrastructure change.
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Metrics and experiment design

Measure the complete journey and connect each metric to a decision. Privacy features, client behavior and attribution limits make
single-number conclusions unreliable.

DELIVERED UNIQUE CLICKS

Accepted by recipient servers; not proof of inbox placement. Stronger action signal than opens, but still needs context.
CONVERSION REVENUE / VALUE

Defined action completed with an agreed attribution window. Commercial result adjusted for refunds, margin and lag.
COMPLAINTS UNSUBSCRIBE

Strong negative signal requiring immediate investigation. Preference signal; analyze source, promise and frequency.
BOUNCE REPLIES / SUPPORT

Delivery failure by type, source, domain and acquisition cohort. Qualitative evidence of questions, trust and friction.

TEST

A/B TEST CARD
Hypothesis: changing [ONE VARIABLE] will improve [METRIC] for [SEGMENT] because [REASON].

Primary metric and guardrail: define before launch.

Sample and duration: include normal variation and business cycle.
Decision rule: ship, retest, reject or investigate.

Archive: record version, audience, result, uncertainty and next question.

DO NOT OPTIMIZE HARM

A higher click rate does not justify deceptive subjects, hidden terms, unwanted frequency, inaccessible design or pressure that
damages long-term trust.
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Master campaign prompt

Replace every bracketed field. Ask for PLAN ONLY first when the facts, audience, legal basis, offer or delivery rules still need approval.

ROLE

You are a precise email campaign strategist and conversion copywriter. Build an original, useful and truthful campaign using only approved
facts. Protect permission, accessibility, deliverability, brand voice and recipient trust.

INPUTS

Business, campaign objective and primary action: [INSERT]
Audience, lifecycle stage, intent and objections: [INSERT]
Permission source, region and required exclusions: [INSERT]
Offer, terms, availability, deadline and limitations: [INSERT]
Verified facts, proof, testimonials and approved claims: [INSERT]
Brand voice, banned language and accessibility rules: [INSERT]
Sequence length, timing, frequency cap and exit events: [INSERT]
Landing page, CTA, tracking rules and primary metric: [INSERT]

PROCESS AND OUTPUT

Audit missing, conflicting or high-risk information. Do not guess.

Define the reader's decision, message promise and proof map.

Create the campaign architecture with purpose, trigger and exit for each email.

For every email return: sender, subject options, preheader, body, CTA, segment, timing and fact notes.
Keep one primary action, natural personalization fallbacks and mobile readability.

Flag claims, consent, privacy, deliverability and policy questions for human review.

Return a QA checklist and a 15% tighter alternative for each email.

If | write PLAN ONLY, stop after the audit and architecture and wait for approval.

CONTROL RULES

Do not invent consent, personalization data, reviews, outcomes, urgency, price, availability or legal conclusions.
Use only the supplied facts and show which input supports every important promise.

Keep unsubscribe, identity, required disclosures, accessibility and plain-text requirements intact.

Suppress converted, ineligible, unsupported and opted-out recipients exactly as instructed.

If a critical fact is missing, return a question instead of completing that part of the copy.

FINAL VERIFICATION OUTPUT

Fact-to-copy traceability notes and unresolved questions
Segment, trigger, exclusion, branch and exit summary
Link, CTA, mobile, accessibility and plain-text checklist
Claims, privacy, permission and deliverability review flags
Test hypothesis, primary metric, guardrail and decision rule
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Worked example: guide launch

A fictional creator-business campaign shows how the framework becomes a sequence. The details below are examples, not
performance guarantees.

APPROVED BRIEF MESSAGE PROMISE

Goal: qualified guide downloads A structured email campaign is easier to build when strategy,
Audience: opted-in small-business readers copy, delivery and measurement live in one practical workflow.
The sequence demonstrates the guide, answers fit questions and

Value: practical campaign planning guide
o paign p 99 invites the right readers to download it.

Proof: complete contents and sample pages

Voice: clear, helpful, no hype

CTA: view the guide page
Exclusions: prior downloaders, opt-outs
Metric: qualified page-to-download rate

Subject direction: build the campaign before writing. Explain the problem, preview the guide structure and
EMAIL 1 THE PLAN invite the reader to view the resource page. CTA: Preview the campaign system.

Teach the one-sentence campaign contract and show how it aligns audience, action, value, proof and limits.
EMAIL 2 THE METHOD CTA: Use the complete planning framework.

Show approved sample pages, list the practical modules, explain who the guide serves and state that results
EMAIL 3 THE PROOF are not guaranteed. CTA: Explore the complete guide.

Send only to engaged non-downloaders. Summarize the most useful modules, keep the tone calm and stop
EMAIL 4 THE REMINDER the sequence after the click or download. CTA: View the guide.

EXAMPLE DECISION RULE

If the campaign produces qualified clicks but weak downloads, inspect landing-page continuity and offer fit before increasing email
frequency.
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Build campaigns
people are glad
to receive.

You now have a campaign brief, audience and segmentation framework, subject-line
lab, copy system, welcome and promotional sequences, automation controls,
deliverability guidance, a master prompt and a measurement plan.

HELP KEEP PRACTICAL GUIDES ACCESSIBLE

If this campaign system saved research time, removed guesswork or helped you create clearer email, consider supporting Digital World
Pulse. Even a small contribution helps fund the next original guide.

RESEARCH - Current standards, official guidance and practical examples
TEST - Working templates, prompts and verification checklists

CREATE - Original visuals, downloadable guides and useful tools

SUPPORT DIGITAL WORLD PULSE digitalworldpulse.com

Your next step

Complete the campaign brief, verify permission and exclusions, map the sequence, paste the master prompt into your Al assistant, approve the draft
and run the final quality checks before scheduling.

PLAN WITH PURPOSE. WRITE WITH CLARITY. SEND WITH RESPECT.
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