
class is in session

The National Retail Foundation projects as much as
$83 billion in consumer spending for the 2017 Back to School

shopping season. With millions of marketing promotional dollars
poised to support Back to School, Persado PhDs performed a

linguistic analysis to better understand the language that best
resonates with consumers. After reviewing 540 email subjectlines

deployed by five major retail brands, here’s what we found:
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Helping the smartest marketers in the world get an A+ in emotional 
engagement through the power of language and artificial intelligence. 
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on the effectiveness of your marketing messages. 

BACK TO SCHOOL
RETAIL MARKETING

BACK TO SCHOOL IS
AN EMOTIONAL EXPERIENCE
Descriptions, which defined most back to school-related
words and phrases, did not perform nearly as well as 
emotional language. In other words, making an emotional 
appeal to consumers drives a greater response than 
descriptions of the time of year, the offer, or back 
to school products.
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AVG CONTRIBUTION TO RESPONSE

VS.

EMOTIONAL LANGUAGE |  64.17% DESCRIPTIVE LANGUAGE |  19.05%

NOW’S
YOUR

CHANCE

HURRY UP!

BACK TO SCHOOL PUNS 
MIGHT GET YOU AN F
Subject lines that get cute with wordplay around a 
shopping event’s theme don’t contribute to performance 
as significantly as emotionally-charged language. We 
tested a back-to-school pun against using the correct 
wording — the difference was insignificant and 
contributed just 1.6% to overall performance of the 
subject line.
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WE’VE GOT YOUR

BACK ... PACK

THE EARLY [SENDING] 
BIRD CAN GET THE WORM
Overall, there were no significant differences in average 
response rates between the months of June, July, August, 
and September, suggesting that early promotional 
campaigns can drive action as effectively as late season 
campaigns. In fact, average response rates were marginally 
higher at the start of summer.
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JUN = = =JUL AUG SEP

THE STRUGGLE IS REAL!
END-OF-SUMMER ANXIETY SELLS
Stressing summer’s end using Anxiety-type words and 
phrases can get an audience booking. Understandably, 
given the focus on high grades and top scores in academia, 
Achievement language performs pretty well too.
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WORST PERFORMING EMOTIONS

BEST PERFORMING EMOTIONS

“CONGRATULATIONS”

“GET READY”

“TIME’S RUNNING OUT”

“ATTENTION”

“WE’RE TREATING YOU”

“AWESOME”

THE GROWN-UP HAS THE 
CREDIT CARD, NOT THE KID
She who holds the money, holds the purchasing power. 
Appeal directly to the purchasing customer with a sense 
of accomplishment or reward, and to speak to their desire 
to feel like they are getting the best value.
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EMOJIS ¯\_[ツ]_/¯
Formatting, which includes the use of graphic elements 
like symbols and emojis, had some effect with a 17% 
contribution to response rates in BTS campaigns. It’s 
never a bad idea to test; it might work for your brand. 
Following are among the best performers from the past 
three years.
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RED HEART SCISSORS PUSHPIN HIGH VOLTAGE


