
Creating an HTML e-blast: 
 
We are flexible in how we can create an HTML e-blast…you can: 
 
A) provide the HTML and accompanying image files, ready-to-go with links and images 
 
B) create a PDF of a layout and I'll turn that into an HTML. 
 
C) provide the content (images, language, links and colors) and I'll do the design. 
 
D) provide me a link to your website with an idea of what product/service, etc you would 
like to focus on and I'll build it. 
 
If any of this does not make sense, please contact me directly for design help (contact info 
below).  
 
The following are some further design guidelines and tips, see point 6 and 7 for 
content ideas/suggestions:  
 
CONTENTS: 
1. The HTML fi le (for designers) 
2. The Subject l ine 
3. Images 
4. Links 
5. (Internal) Contact info 
6. Some content suggestions 
7. Other resources 
 



1. HTML fi le (wil l  have an extension, “.html” or “.htm”) 
 
If you right-click and "Open As" on the file with Notepad, you'll see the code.  The part of the 
HTML file I use will be from the <body> tag to </body> tag.  I can send examples of e-blasts if 
you need a visual of what this code looks like. 
 

Formatting 
• Only inl ine styles can be used, so formatting must be included within the 

<td>, <p>, <span>, tags.  No external CSS can be used.  Nothing outside of the 
<body> tags will be used.  Any styling found between the <head> tags needs to 
be brought into the body or it that formatting will not be applied to the email. 
 

• Simple is best, please make sure all <tags> are closed with end </tags>  
Unfortunately, e-mail clients are all different in how they display HTML so it's best 
to design for the "lowest common denominator".  Certain JavaScript stylings can 
tend to be ignored in certain email clients. 
 

• Nested tables seem to be best for laying out content in specific areas.  
 

• A width of 600 - 700 pixels seems to work best in most e-mail clients in the 
preview window. 

 
• Use basic fonts (Arial, Helvetica, Verdana, Geneva, Courier) for large portions of 

text.  If the font does not exist on a reader’s computer, then the font will go to 
the reader’s default font.  To use fancier, less common fonts for headlines, you 
may want to create them as an image and use alt text code. 
 

• We do not support sending a plain text e-blast along with the HTML. 
 
2. Subject l ine (include this separately or within the <tit le> tags of the HTML) 

• This should be 40 – 60 letters, check out the link here 
(http://www.internetbasedmoms.com/ezine-publishing/compelling-subjects.html) for 
more information on the art of creating an effective, non-Spammy subject line. 
 

• This is the place where many folks automatically trash the e-mail without even opening 
the message, so make sure it’s a good subject line! 

 
3. Images 

• Images can either be hosted on your web server or on ours.  Just send images as an 
attachment to my e-mail (use a plain text e-mail and zip file to ensure receipt), or 
direct me to particular images on your website.  Each hosted image has a particular 
web address, which is called up in the HTML.  You can find this "image location" for 
hosted images by right clicking on an online image and selecting "View image", then 
looking at the address bar. 
 

• The less “image-heavy” an e-blast is, the less likely the blast will be caught up in Spam 
filters.  A good balance of text and images is vital - so your whole e-mail should NOT 



consist of one large image. 
 

• GIFs or JPGs or PNGs work best…no animated gifs or Flash.  All images should be 
reduced to web quality (72 dpi) for faster loading. 
 

• Image Maps work (creating a hot spots over a larger image), but are not 
recommended as blasts with larger images may be caught by spam filters and are 
harder to edit.  Larger images also take longer to load, or may not load without a user 
action if an email client is set to automatically block images (many do this). 
 

• Include “alt” information in the <img> tag so that alternative text shows up in the case 
that an image cannot be loaded. 
 

4. Links 
• Please include full hyperlinks to any web pages for more information. 

 
• Also, NO forms, Flash or videos can be used in an e-mail.  Please include a link to an 

external page that will include such complex web content. 
 

• Stats Reporting: I will create redirection links from these links so that when a viewer 
clicks on the link, we will be able to track that click-through information.  A stats report 
with open and click-through information will be automatically sent about a week after 
the e-blast is sent.  Please contact me if you do not receive the stats within a week 
and I will pull it manually. 
 

5. Contact info 
• Please include e-mails separated by a comma of all the people who should receive 

this piece internally on the final send. 
 

• Along with your ad material, please include the e-mails of any people who also need 
to approve the e-blast. 

 
6. Some content suggestions 

• You can focus on a product line or specific services of your company.  Other 
successful ways of reaching your audience could be including a special offer, 
including a link to an online survey, using a case study format, or providing a “did you 
know?” informational e-blast.  Overly general emails can tend to be a bit boring. 
 

• Please include at least one link to your website, the more specific the pages, the 
better. 
 

• Create a way for the viewer to contact you, by e-mail, phone and/or a link to a web 
form, along with a clear, specific call to action.  A web-based contact form is a 
great way to gather specific information when people contact you: you have 
something they want, they volunteer their contact information to get it. 
 

• Make sure the most important or eye-catching information lives somewhere near the 
top of the e-blast, as each piece of e-mail has an “above-the-fold” portion visible in 



the preview window.   For some readers, that takes on a vertical orientation while 
others have a horizontal preview pane.  But don't cramp your information: if you do, it's 
likely a sign that you either need to simplify your message, or make sure that your 
design causes readers to read further down the page. 
 
In other words, don't get too information-heavy!  Otherwise, why will the reader 
feel the need to "click for more information" if you already included everything in the 
e-mail? 
 

7. Other resources 
• I really like MailChimp.  They have a fun style and are on the edge of e-marketing 

design: https://mailchimp.com/resources/ 
 

• This is a recent blog on designing for mobile applications: 
http://www.emaildesignreview.com/category/email-design-best-practice/ 
 

• Here are 9 tips for creating good e-marketing copy: 
http://blog.hubspot.com/blog/tabid/6307/bid/32606/The-9-Must-Have-Components-
of-Compelling-Email-Copy.aspx 
 

• Avoiding Spam filters:  
http://mailchimp.com/resources/guides/how-to-avoid-spam-filters/ 
 
 

If you have any specific questions, please feel free to contact me! 
 
Tr icia Chicka 
Digital Media Production Manager 
Technology Publishing 
JPCL - PaintSquare - D+D - Paint BidTracker 
2100 Wharton Street, Suite 310 
Pittsburgh, PA 15203-1951 
Telephone: (800) 837-8303 x139 
Fax: (412) 431-5428 
tchicka@paintsquare.com 
 


