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Travelers’ Em
ail

Guiding Principles
 

If you have questions or need to contact me directly, please email me at KFIELD@travelers.com
 

 

 

 

Five Key Questions
Your Manufacturers Should Consider

 

As the costs of lawsuits continue to rise, the potential for a single runaway verdict can
threaten a manufacturer’s financial viability. Help your clients better understand how they
can protect their brand, reputation and financial interests with excess liability coverage.
 

DISCOVER HOW

 

 

$345 million
 

Average products liability verdict from
National Law Journal’s Top 100 Verdicts in
2018.*
 

 

  

Rely on Our Team’s
Experience
 

Travelers Excess Casualty group has extensive
experience assessing your clients’ unique
needs. We can quickly provide up to $25
million in coverage to help protect them from a
range of unexpected large-scale losses.
 

LEARN MORE

 

 

I'm ready to help you get the right
coverage to protect your clients. Give me

a call.
 

 

 

   

 

Kevin Field
 

(123) 456-7899
 

KFIELD@travelers.com
 

 

 

© 2020 The Travelers Indemnity Company.
All rights reserved.

 

 

Producer Compensation Disclosure | Privacy & Security | Terms of Service | Unsubscribe
 

The Travelers Indemnity Company, One Tower Square, Hartford, CT 06183
 

* The National Law Journal, The Top 100 Verdicts of 2018.
 

 

To ensure that Travelers emails reach your inbox, please add us to your address book.
 

This email is intended for: BDUMELIN@travelers.com
 

This material does not amend, or otherwise affect, the provisions or coverages of any insurance policy or bond
issued by Travelers. It is not a representation that coverage does or does not exist for any particular claim or loss
under any such policy or bond. Coverage depends on the facts and circumstances involved in the claim or loss, all
applicable policy or bond provisions, and any applicable law. Availability of coverage referenced in this document
can depend on underwriting qualifications and state regulations.
 

Travelers and the Travelers Umbrella logo are registered trademarks of The Travelers Indemnity Company in the
U.S. and other countries.
 

 

 

MOBILE FIRST
The majority of consumers view email 
solely on their phones. In response to  
this, we create our emails to be  
responsive to screen size. 
Key thing to consider: does your  
email pass the squint test?

FOCUS ABOVE THE FOLD
You have less than 8 seconds to get your 
reader's attention. This means content  
that is initially visible on screen (above  
the fold) has to have impact.
Key thing to consider: what does your 
consumer see first?

THE GOLDEN PYRAMID 
People naturally scan to highlight the 
most noticeable areas. By use of bold, 
clear headers and a flow to the call to 
action, we make the most of this 
behavior.
Key thing to consider: What do you 
want your reader to focus on?

View Email View Email View Email

Mobile Web

View Email

https://view.email.travelers.com/?qs=3fb276307a5da6cc806a43e6f99834bc941f6c59dc746487c8e3af0f6fdd50f1ea18a439a79cfa65985b8ce8582dc9c6b75f2b4fe8d33e7b8d8a1eff854a18cd45fafb44fd85481eb898ae450911cccb
https://view.email.travelers.com/?qs=901d7d51f3a0e3fa5cc264a60c95c7876d562c0d00fe9b8a75d43d6a832435b13892a030afa669ac7b2cc19733a950f0987a406948cdc36c6f0e011d58bda6a27c22befc9f03457b12e9970d134dc96e
https://view.email.travelers.com/?qs=16b113a2318e92301dbb45a28475a8407d8582db904299bbcf4b3ac4809aa162955561d54a9c2807e7ccd7c5b688749bc0b041629f8c6f5ec335b5cf5b291cbbdf749334985fbd12
https://view.email.travelers.com/?qs=5223f3636a52d4c72a0e07673119a717e4689b3d258c39163bfd079661eca78cff8d49d55211dbdfb617f80c22e893be3d544159c061480f69f07102b2183e5b2fa231c7aae6532b7ad4c028c17b71ee
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A CLEAR CALL TO ACTION
Sets the expectations to the consumer as to 
what they should expect and what we expect  
of them.
Key thing to consider: have you made it clear 
without using "click here"?

PERSONALIZE
Customers are more likely to open emails and 
follow calls to action when the content is specific 
to them, whether in the subject line, pre-header, 
or body content. Use personalization to build your 
relationship with the consumer.
Key thing to consider: are you building your 
relationship with the consumer by making the 
consumer feel we know them?

View EmailView Email View EmailView Email

https://view.email.travelers.com/?qs=b04e4be6451b7b885d11f5067a47b66033a6087597fb9e1fabf8067e1842280c4e600dd652d042f1234521f9b45fe66656efa10fc28a6d9437782931904491f8b7f41a6753f0a4e1
https://view.email.travelers.com/?qs=bcd3e7dfc21c0e4db5e16b2e9b66d11c8134b3ec8060f41ac1a593a93fbf59eeb12c0dd7f7af806d9a1a25210cb0a851eaf66b9c3e2677b9e779c6534a273f29418a1b191defc2b6
https://view.email.travelers.com/?qs=c1beed9b1e38bf8d9dad6c3898510ec568e0f965c96bcbb1a4a01bf0ccd213fa44b1eb9224910838c545cb73084db25e8692e899f21ccfff6bca4b1c95b5cca8e8f3ecca79702548
https://view.email.travelers.com/?qs=bcd3e7dfc21c0e4db5e16b2e9b66d11c8134b3ec8060f41ac1a593a93fbf59eeb12c0dd7f7af806d9a1a25210cb0a851eaf66b9c3e2677b9e779c6534a273f29418a1b191defc2b6
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Email Requirements

GOAL SETTING
•  �Determine who the audience is, and what you want them to do.

•  �What will your primary call-to-action be? There can be more than 
one call-to-action, but determine your primary action and what 
you want the recipient to do.

•  �How will you measure success? Click-to-Open rate  
is a good way to start, but consider what happens next.  
(e.g. reduce call volume, sell a policy)

•  �Is the message Marketing or Transactional? Marketing will need  
an unsubscribe option.

View Email

View Email

https://view.email.travelers.com/?qs=d3d28dd57cf1ce1279f4e63b4de8f236635b3f46ed3c1272deaa46df63283399e74a7b6ab61eb1189728baba2c9bd270c617e1b97d78924bc85a0b0ebc76df19eab06276a32a561d340ac56b702c2638
https://view.email.travelers.com/?qs=94b88eed395ce7d580ad68a643d6f8c21e2bdf9a2cdb3889a854f5201530c5ab227ae6d5abec484a691ed733453b3659459ed602e061d65fd4bfc9a8c84e74eef1c702b3fe2b802c2e7b084f7f9d91c6
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FROM
•  ��Every email has sender info attached. You'll need to determine 

who the email is from ("friendly from") and the email address 
used to send.

•  �Consider that email is not a one-way communication. Consider 
where emails would be routed if the consumer replies.

View Email

Example of "friendly from" within the inbox. This is the same email, one is sent from the generic 
Travelers from line and the other is sent from ‘Kevin Field’. Swapping the friendly from supports 
our personalization strategy to build agent connections with our sales field.

https://view.email.travelers.com/?qs=c8166531a4e2528d2d7ef6b346329c1a04c53874023237e0f26f17ef35b66bd37b278ff63a088f24ef680ce06b3934077945619235b69a51e8c06725c8371ea1239832cabbbf876bde66d40ea5cd2afb
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SEND TIME
•  ��Many factors will help determine the best time to send your email. 

Is it service or is it marketing? What time zone are the recipients 
in? How recent was the last communication or event (e.g. claim)?

•  �For emails that are not triggered by an event, start by creating a 
calendar, and test the best day and time for your program.

•  �Use Einstein for insights that may help you garnish additional 
engagement on your email

Consider your audience when determining a send time.

View Email

View Email

https://view.email.travelers.com/?qs=2e4d3929609de48b198ab1a9c2d0ba1c3dddafb2cec5e7693f549ef93db9620d65a244f51a1c97a144a2554604aff3ef71ce891d267fbb1fa98bdb30a57f03c976306231b147e353e2588a54fb40234b
https://view.email.travelers.com/?qs=594dbd99d93861713b0eaab02881588b9402792872d08682f283db9447f4e687e78fa753046f4b5eb82e6957e9abed91550db526eb8ca1352013ffeb9f61a053f0d0f357f5df7f2a207549561b58289c
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GOLDEN TRIANGLE
•  �Studies show that readers focus their initial attention to the top 

20% of the screen, then jump to the next more noticeable area 
before reading further or giving up.

•  �Make sure your email pulls readers to the CTA.  
You've got to draw your reader in quickly! 

Travelers’ Em
ail 

Email Requirements

View Email

View Email

https://view.email.travelers.com/?qs=336cfb8ef76bd47b97d150572928086542652fa811f0f14223fba32fcb8e0338957ba9dd36ac411d4228cf92ca25d1e1857ae89b27eeda06cabbe87c09e7e235f5d63dc8885c879c38933740691eba9b
https://view.email.travelers.com/?qs=5db4aab50deaff874fe86c1b1f42904fa322cdb73b5784c7217eff81cf81cea015f5a8aa194f0ec70dda472f3e00f60b136d0c320d125fb0f9a13359d206169f2d192914ce4c98c015bdb41e69bdae80
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SUBJECT LINE
•  �35% of recipients decide to continue reading based  

on the subject line alone.

•  �Relate your subject line to your CTA.

•  �Most browsers/clients only provide space for 50 characters  
(or 6-10 words). 

•  �Use urgent or declarative language (action words).

•  �Consider personalizing when appropriate. 

•  �Test your subject line optimization with HeadlineStudio and aim 
for 60% or better.

Travelers’ Em
ail 

Email Requirements

View Email

https://headlines.coschedule.com/headlines
https://view.email.travelers.com/?qs=f00397ee6c945e21fcd5ce1ade5e493c0fcb27c668fd010148c10c3d0db69375c9e91c4543b7201336b49c4acbc55e44572d33a982034814c251a53449805b3e984b9d85a8de47e9dcaf09f4b40c161d
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PREHEADER
A preheader is secondary text that appears under  
the subject line in most email clients. 

•  �Experiment with continuing the subject thought  
as a second sentence.

•  �Test cliffhangers to create intrigue, or call out  
elements at the bottom of a long email.

•  �60-70 characters are the most effective.

Travelers’ Em
ail 

Email Requirements

View Email View Email

https://view.email.travelers.com/?qs=c85e9df3f732b6d4968d31d5cbb958f9cbec005f2573cbb989d65f189f03bee9c119f4b36ef662222771724de00fa8257b8afb7d5eac9f828095beafd47224b05e5e16901b07c1e1833831de4a444eea
https://view.email.travelers.com/?qs=2ddd3d532961efc55f40b42f2a321b5ca6ce0ac9e3d16c1115a9484c5efe7d01d7e1f6d73250756cce7e1262cd6ce0d3ccd08981b30a4744a4e2da641d608f2e090a82423dd4623916f9e6cbb1678700
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IMAGE USE
•  �The Template Toolbox uses maximum image heights to avoid 

pushing key content below the fold.

•  ��Images should convey emotion, and be relevant to the subject 
(car image for auto policy).

•  �Aim for authenticity. Well chosen images (if using people 
make sure they're natural rather than posed) can make a big 
difference from a brand perspective and can potentially 
impact performance over time.

•  �All images need to be secure (https://) to generate secure 
URLs within the email, which in turn prevents bot clicks

PRO TIP: Click the View as Webpage URL at the top of email 
then hit F12 to verify if images are secure.

Travelers’ Em
ail 

Email Requirements

View Email

http://view.email.travelers.com/?qs=e04891002174dac9ac6b41e66d5ec2b12cae3b46403bf641cd3e95a4323d8dc8325e5d2885b3bc445db825686ec7e413e8fdaed3ae7775f3c48c099d57b1e491dadfca389ecdb92b9ae1c9bd16b1a7ea
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HEADLINE
•  ��Five times as many people read the headline as the body copy.

•  �The headline should relate to, but not duplicate the subject line.

•  �Convey a single, clear message and strive for 1-2 lines.

•  �Use active voice.

•  �Aim to create intrigue.
– ask a question
– state a command
– tease the idea
– show a stat
– allude to a list (5 tips for...)

Travelers’ Em
ail 

Email Requirements

View Email View Email

http://view.email.travelers.com/?qs=8fde6b6684d4c82cc203aae2c791f7b2d96de2e1351aab32fb9cb7568c86664b45c1e8d288f8ab54593d4ea5f50a476532cc4a46cb0333a7e89bfa0017b884ff8ddb146858df89155797fb32562ee204
https://view.email.travelers.com/?qs=b8e5c168c38b2e102ee78755e06c818b10bf404a4f764f3b7b4dd634d8095362ed639bc8d2d1bba2df168fa22eb538507d96c6599c55591ca40a7c189077707c8383aecb0abce5748f57ef971745bb8b
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BODY COPY
•  �Don't make your email a webpage or document when  

a webpage or document already exists.
*Break content into chunks

•  �Strive for 3 lines or less per section.
– remove throwaway adverbs, adjectives and prepositions
– replace phrases with words
– use numerals instead of writing them out

•  �Perform the squint test. Can you get the gist of the email  
through squinted eyes? No? Reorganize your copy.

Travelers’ Em
ail 

Email Requirements

View Email

View Email

http://view.email.travelers.com/?qs=2085e1e8fa2c57a8092a3d95747cec13f4e6c7a8800e6a1d4b8a477390898687d56fb80a2d4d162f953b4b3a8e187fd784206e7f0876db01d205d0a5c72af01176f650c6d13408b19c13e8868480650f
http://view.email.travelers.com/?qs=215be690182924f876abbb9be1a386d546533499f87ed5a26bf1d5e6f5794ec663b67f1e436249d138d35a9dac126617414beb54d79406f9413f4dbbdc68b2b77bbcd38af7d3e93a7ee84b62bdba956b
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CALL TO ACTION
•  �Make it immediately recognizable.

•  �Match the overall message of the subject, headline, and body copy.

•  �There may be multiple CTAs in a multi-message email. Start and 
potentially end (if the email is long) with the primary CTA.

•  ��Text should clearly reference the action  
(read the whitepaper vs. click here).

•  ��Only primary CTA is in red; additional CTAs are white with red text.

Travelers’ Em
ail 

Email Requirements

View Email

https://view.email.travelers.com/?qs=1e1fe80838f20da2d9cbadc0a4d705af5fd2ed12ad614770fb528253aff695efacd098e1660d330da11168b3ac1d59d1d1649831a78d62a108b2b3884a3cae90170654d7c7aca0bf4fec0fdc8ef26ffa
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FOOTER
•  �The templates will handle the core content  

(logo, copyright)

•  �Additional content could vary based on campaign  
(pending legal review)
– �related terms and conditions  

(or a link to them)
– underwriting companies
– certificate numbers
– social media links
– disclaimer

Include an unsubscribe link if the email is Marketing,  
but do not if it's transactional. 

 

 

 

 

WE ARE HERE TO

HELP YOU PREPARE
 

Tropical Depression 8 could impact your area. If your area is prone to
flooding move your vehicle to higher ground.
 
Here’s what you can do now to prepare your family and property.
 

 

GET PREPARED

 

 

WHAT TO DO NOW
 

 
Generator Safety

 
Do you have a generator
for emergency power?
Help keep your home
safe with portable
generator safety
information. Learn more.

 
Prepare a bag

 
Aside from your
emergency survival kit,
make sure to pack a light
bag for each family
member - pets too!
Include important
documents, medications
and valuables. Learn
more.

 
Take Photos

 
Take pictures of your
home’s interior and
exterior and create a
digital inventory of your
valuables. Learn more.

 

 

Travelers is Here to Help!
 
If your property is damaged by weather activity, or to report a claim, you can
reach us 24 hours a day via Travelers.com or by phone at 1.800.CLAIM33

(1.800.252.4633).
 

Learn how to protect your property from further damage and understand
what to do after the storm by visiting our Emergency Response page.

 

LEARN MORE

 

 

If you have questions about your coverage, to report a claim, or view your policy
documents login to MyTravelers.com

 

 

 

© 2020 The Travelers Indemnity Company.
All rights reserved.
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