
 

 

  



DisĐlaiŵeƌ 
These course notes have been written for information purposes only. Every effort has been 

made to ensure that they are as complete and accurate as possible. However, there may be 

mistakes in typography or content. Also, these course notes provide information only up to 

the publishing date. Therefore, these course notes should be used as a guide - not as the 

ultimate source. 

 

The purpose of this course is to educate. The author and the publisher do not warrant that 

the information contained in these course notes are fully complete and shall not be 

responsible for any errors or omissions. The author and publisher shall have neither liability 

nor responsibility to any person or entity with respect to any loss or damage caused or 

alleged to be caused directly or indirectly by this book. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Copyright ©2017 Tim Dodd Consulting Services Ltd  

All rights reserved. 

 

No part of this publication may be reproduced, stored in a retrieval system or transmitted 

in any form or by any means, electronic, mechanical, photocopying, recording or otherwise 

without prior permission of the author. 

 

First published in Great Britain in 2017 

 

Tim Dodd - 3d Consulting Services 

9, The Willows 

Station Road 

Pulborough 

West Sussex 

RH20 1RH 

www.3dConsultingServices.com 

help@3dconsultingservices.com 

 

Created by 3d Consulting Services 

  

http://www.3dconsultingservices.com/
mailto:help@3dconsultingservices.com


 

FoĐus OŶ: 
eMail MaƌketiŶg 

 

How to Get More of Your Subscribers Clicking 

More of the Links In Your eMails, More Often 

…even if you’ǀe neǀer ǁritten sales Đopy ďefore! 
 

Woƌkshop 
 

 

 

 



  



CoŶteŶts 

 

Preface ....................................................................................................................... 1 

Introduction ............................................................................................................... 2 

Highly-Effective Email Calls to Action & When You Should Use Them ........................ 5 

How to Get People Engaged In Your Campaigns & Opening Your Emails ................... 8 

Your Own Engagement Email Sequence Template ................................................... 11 

The ϱ TǇpes of Eŵails You “hould “eŶd “uďsĐƌiďeƌs ;But PƌoďaďlǇ DoŶ’tͿ ............... 16 

How to Get More Clicks From Your Email Campaigns .............................................. 20 

Top 20 Tips That Keep Subscribers Reading ............................................................. 24 

Critical Mistakes That Kill Email Results & How to Avoid Making Them ................... 29 

How to Optimise Your Click Through Rate ................................................................ 32 

Your Guide to Creating a 3-Part Email Series That Subscribers  

Enjoy & Engage With ................................................................................................ 35 

How to Plug Any Leaky Calls to Action! .................................................................... 37 

Appendix 1: Your 7-Step Checklist for Writing the Perfect Call to Action 

in Every Email You Send ........................................................................................... 40 

Appendix 2: A 5 Part eMail Series That Promotes a Professional  

Business Coaching Service ........................................................................................ 44 

 

  



 

 



Focus On: eMail Marketing Workshop 

Page 1 

PƌefaĐe 
Everything contained in this workshop is focused on one outcome: getting the reader to click. That 

ŵeaŶs Ǉou’ll ďe gettiŶg tƌaiŶiŶg aŶd teŵplates that ǁill help you to: 

Get more of your subscribers clicking  

more links in your emails more often. 

But… 

DoŶ’t lose sight of ǁhat ŵakes eŵail ŵaƌketiŶg ǁoƌk:  investing in your list. 

On the other end of every email you send out is a real person. A person who has problems he or 

she wants to eliminate; a person who has objectives they want to achieve. 

While you are in the business of making money from whatever it is that you do, your business is 

made up of real people just like you. 

It’s iŵpoƌtaŶt that Ǉou ƌeŵeŵďeƌ that all effeĐtiǀe ŵaƌketiŶg floǁs out of the relationship you 

build with your tribe. 

People do business with those they know, like and trust. You have to earn that and keep nurturing 

that foƌ the loŶg haul. IŶǀest iŶ theŵ aŶd theǇ ǁill iŶǀest iŶ Ǉou. Otheƌǁise, theǇ’ll uŶsuďsĐƌiďe 
from your list and find someone else who will do what you are unwilling to do. 

Yes, everything in this package of resources will help you get more clicks … ďut oŶlǇ if Ǉou aƌe 
actively providing your subscribers with useful content that helps them achieve the outcomes they 

desire. 

Clicks are given when content is given. 
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IŶtƌoduĐtioŶ  
MaǇďe Ǉou alƌeadǇ haǀe a dataďase of ĐoŶtaĐts aŶd ĐlieŶts, ďut Ǉou’d like to improve your sales 

ĐoŶǀeƌsioŶ ƌate ǁith theŵ. Oƌ peƌhaps Ǉou’ƌe gettiŶg ƌeadǇ to ďuild a list, aŶd Ǉou’ƌe lookiŶg foƌ 
ways to start off on the right foot. Either way, this workshop is going to show you how to design a 

multi-part email series to help you boost your conversion rates on just about everything you sell. 

If Ǉou’ƌe just seŶdiŶg out a siŶgle eŵail aďout ǁhat Ǉou do to Ŷeǁ pƌospeĐts ǁheŶ Ǉou ŵeet 
theŵ, theŶ Ǉouƌ ĐoŶǀeƌsioŶ ƌate is goiŶg to ďe faiƌlǇ aďǇsŵal. That’s ďeĐause ŵost people doŶ’t 
buy the first time they encounter something new. They need to hear about it multiple times 

WheŶ Ǉou seŶd ŵultiple eŵails all pƌoŵotiŶg the saŵe pƌoduĐt oƌ seƌǀiĐe, theŶ Ǉou’ƌe ŵuĐh ŵoƌe 
likelǇ to get a higheƌ ĐoŶǀeƌsioŶ ƌate ďeĐause Ǉou’ƌe ďuildiŶg up faŵiliarity and value for that 

product or service. 

That’s ǁhat this ǁoƌkshop is goiŶg to get Ǉou to do. Fiƌst off, Ǉou’ll leaƌŶ a feǁ tips aŶd tƌiĐks foƌ 
ĐoŶstƌuĐtiŶg Ǉouƌ eŵail seƌies. TheŶ Ǉou’ll get aŶ aĐtual fiǀe-part template that you can use to 

promote a single product. 

Are you ready to improve your conversion rates and really start profiting from your database?  

TheŶ let’s juŵp iŶ ǁith soŵe ĐoŶǀeƌsioŶ-ďoostiŶg ďasiĐs… 

CoŶǀeƌsioŶ-BoostiŶg BasiĐs 
Think about some of the times you first heard about a new product, service or even a type of 

business. 

For example: the very first time you heard about Facebook you may not have 

signed up for it. Or the very first time you heard about a new type of cereal, 

Ǉou ŵaǇ Ŷot haǀe puƌĐhased it ;espeĐiallǇ if it didŶ’t Đoŵe from a brand you 

already knew and trusted). Or the first time you heard about a new video 

game, you may not have rushed out to buy it. 

The same goes for a lot of products and services: movies, books, restaurants, software, gadgets, 

electronics and so on. We often need a few exposures in order to build our interest in the product. 

Sure, in some cases you may feel like you did in fact buy as soon as you heard about the product, 

but chances are you heard about it multiple times first. Maybe you saw an ad for it. Then you 

overheard a friend talking about it. Perhaps you even saw something on the news about it. 

You ŵaǇ Ŷot ƌeŵeŵďeƌ all these eǆposuƌes to aŶǇ paƌtiĐulaƌ pƌoduĐt, ďut theƌe’s a good ĐhaŶĐe 
they occurred and contributed to you eventually purchasing the pƌoduĐt. That’s ďeĐause 
familiarity alone can help sell a product. When something is familiar, we tend to trust it more than 

something that is unfamiliar to us. 

The seĐoŶd thiŶg ŵultiple eǆposuƌes does is keeps the pƌoduĐt iŶ fƌoŶt of people. You’ǀe heard 

the saǇiŶg, ͞out of sight, out of ŵiŶd͟… ƌight? This applies to Ǉouƌ pƌoduĐts aŶd Ǉouƌ ďusiŶess too. 
IŶ oƌdeƌ to ďuild ͞top of ŵiŶd͟ aǁaƌeŶess ǁith Ǉouƌ pƌospeĐts, Ǉou Ŷeed to keep Ǉouƌ offeƌs iŶ 
front of them. 

Finally, multiple exposures to a single product give you a chance to build up the value of the 
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pƌoduĐt. It also helps Ǉou do thiŶgs like oǀeƌĐoŵe Ǉouƌ pƌospeĐts’ oďjeĐtioŶs. 

“o ǁhat’s the ďottoŵ liŶe heƌe? “eŶdiŶg out ŵultiple eŵails ǁhiĐh all pƌoŵote the saŵe pƌoduĐt 
will create a higher conversioŶ ƌate foƌ Ǉou. This ǁoƌks ǁhetheƌ Ǉou’ƌe selliŶg a ŶeǁlǇ ƌeleased 
pƌoduĐt, oƌ oŶe that’s ďeeŶ oŶ the ŵaƌket foƌ soŵe tiŵe. 

“o let’s take a look at the seƋueŶĐe of eŵails as ǁell as the tǇpiĐal stƌuĐtuƌe of oŶe of those 
eŵails… 

StƌuĐtuƌe of a RespoŶse-BoostiŶg Eŵail SeƋueŶĐe 
A good multi-part email sequence will do the following to help close sales for your own product or 

service or an affiliate offer you might want to promote for a partner: 

 Create interest & desire for the product. Multiple messages all extolling the 

benefits of a single product will help build interest & desire for it.

 Build value for the product. Your email sequence should repeatedly point out the 

main benefits of the product, which builds value for your offer (and helps prospects 

to justify their purchase).

 Overcome objections. WheŶ people aƌeŶ’t ƌeallǇ suƌe if theǇ should ďuǇ 
something, they often find a solid reason to not purchase it. Then they can feel 

Đoŵfoƌtaďle ǁith theiƌ deĐisioŶ, siŶĐe theǇ figuƌe the pƌoduĐt ;oƌ offeƌͿ isŶ’t a good 

fit for them. Your job is to overcome these natural objections and strip away any 

excuses your prospects may have for not purchasing the product.

 Prove your claims. “oŵetiŵes people just doŶ’t ďelieǀe Ǉouƌ Đlaiŵs. You Ŷeed to 
show them that what you say is true by offering some form of proof. For example, 

a ͞ďefoƌe͟ aŶd ͞afteƌ͟ photoset of Ǉou foƌ a ǁeight loss pƌoduĐt is good. But a 
photoset from a satisfied customer who enjoyed great results is even better.

You’ll see eǆaĐtlǇ hoǁ to iŶtegƌate these components into your email sequence just a bit later in 

the Đouƌse, as Ǉou’ll get a teŵplate foƌ a fiǀe-email sequence which hits every single one of these 

points and pushes prospects towards your buy button. 

The other thing you need to keep in mind is timing. If you send out one email per week, your 

pƌospeĐts aƌe goiŶg to lose iŶteƌest as tiŵe goes oŶ. WheŶ Ǉou’ƌe ďuildiŶg eǆĐiteŵeŶt aƌouŶd a 
pƌoduĐt, Ǉou Ŷeed to seŶd out the eŵails iŶ the seƋueŶĐe ŵoƌe fƌeƋueŶtlǇ. That’s ǁhǇ I suggest 
you send emails out one or two days apart, and preferably no more than three days apart tops. 

Noǁ let’s ƋuiĐklǇ go oǀeƌ the stƌuĐtuƌe of aŶ iŶdiǀidual eŵail… 

StƌuĐtuƌe of aŶ IŶdiǀidual Eŵail 
The aĐtual stƌuĐtuƌe of the eŵail depeŶds oŶ the tǇpe of eŵail Ǉou’ƌe seŶdiŶg. IŶ geŶeral, each 

individual email should have the following components: 

 An attention-getting subject line. If Ǉouƌ suďjeĐt liŶe doesŶ’t ĐatĐh Ǉouƌ pƌospeĐt’s 
eǇe, theŶ the ƌest of Ǉouƌ eŵail doesŶ’t ŵatteƌ ;ďeĐause Ǉouƌ pƌospeĐt ǁoŶ’t opeŶ 
itͿ. That’s ǁhǇ Ǉou Ŷeed to spend time crafting an attention-getting, benefit-driven, 

and/or curiosity-arousing subject line.

Foƌ eǆaŵple, ͞diet tips͟ is a pƌettǇ ďoƌiŶg suďjeĐt liŶe. 
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Noǁ ĐoŶsideƌ this: ͞The #ϭ seĐƌet foƌ gettiŶg ƌid of ďellǇ fat͟ 

I thiŶk Ǉou’d agƌee the latteƌ’s ŵuĐh stƌoŶgeƌ ďeĐause it pƌoǀides a ďeŶefit ;gettiŶg 
ƌid of ďellǇ fatͿ aŶd aƌouses ĐuƌiositǇ ďǇ usiŶg the ǁoƌd ͞seĐƌet.͟ 

 Something to increase desire for your product. How you accomplish this depends 

oŶ ǁhat tǇpe of eŵail Ǉou’ƌe seŶdiŶg. GeŶeƌallǇ eǀeƌǇ email you send should 

convey the main benefits of the product. Beyond that, however, your email might 

offer proof of your claims, overcome objections, or even emotionally engage the 

reader with a rapport-ďuildiŶg stoƌǇ. You’ll see hoǁ this ǁoƌks just a ďit later in this 

report as you start learning about the five different types of emails.

 A call to action. Finally, every email you send should specifically tell readers what 

Ǉou ǁaŶt theŵ to do, suĐh as ͞ĐliĐk heƌe to Đlaiŵ Ǉouƌ ĐopǇ ďefoƌe this offeƌ is 
goŶe!͟
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HighlǇ-EffeĐtiǀe Eŵail Calls to AĐtioŶ 

& WheŶ You Should Use Theŵ 
A ďuttoŶ oƌ liŶk doesŶ’t do a ǁhole lot oŶ its oǁŶ to Đoŵpel soŵeoŶe to take aĐtioŶ. That’s ǁhǇ 
you need to specifically instruct people on what you want them to do next. This is referred to, of 

course, as your call to action or CTA. 

Heads up… 

There is no one-size-fits-all Call to Action. That’s ǁhǇ Ǉou’ll ǁaŶt to take a good look at all ten of 

these effective CTAs and start to understand when you should use theŵ… 

ϭ. GeŶeƌal Offeƌ Call to AĐtioŶ 
This is a call to action that you use when you want someone to purchase a product or service, but 

Ǉou’ƌe Ŷot offeƌiŶg aŶǇ disĐouŶts oƌ otheƌ speĐial offeƌs. 

For example: 

 Click here to purchase this meal-planning app today – and do it now, because this 

is your key to losing weight and getting healthy!

 Take out your credit card and click here to join the #1 copywriting club – this is a 

great way to start making more money with every sales letter!

This is pƌoďaďlǇ oŶe of the ŵost ĐoŵŵoŶ Đalls to aĐtioŶ Ǉou’ll use, as it’s a gƌeat ǁaǇ to pƌoŵote a 
product at the end of a piece of content. 

Ϯ. SpeĐial Offeƌ Call to AĐtioŶ 
Whetheƌ Ǉou’ƌe lauŶĐhiŶg a pƌoduĐt oƌ Ǉou just ǁaŶt to dƌuŵ up soŵe sales ǁith a speĐial offeƌ, 
this is the call to action to use. 

For example: 

 Click here now to claim your 50% discount – but hurry, because this coupon expires 

tomorrow!

 Be oŶe of the fiƌst ϱϬ people to oƌdeƌ this tuď of ǁheǇ pƌoteiŶ, aŶd Ǉou’ll get a 
seĐoŶd tuď aďsolutelǇ fƌee! “o ĐliĐk heƌe Ŷoǁ ďefoƌe this speĐial offeƌ eŶds…

ϯ. Upsell/Cƌoss-Sell Call to AĐtioŶ 
If Ǉou’ǀe alƌeadǇ ĐoŶǀiŶĐed your reader to purchase a product, then your next step is to persuade 

them to purchase something else. Ideally this call to action should go on the order page itself, 

although in some cases you may offer it as an additional option right inside an email, particularly 

in a follow-up (post-purchase) email. 

For example: 

 Click here to double your whey protein order for just £Ϯϱ ŵoƌe…

 CliĐk heƌe to upgƌade to the gold ŵeŵďeƌship, ǁheƌe Ǉou’ll get tǁo fƌee ĐoaĐhiŶg 
sessioŶs eǀeƌǇ ŵoŶth…
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ϰ. OŶe-Tiŵe Offeƌ Call to AĐtioŶ 
The idea here is to present a one-tiŵe offeƌ. If the pƌospeĐt doesŶ’t take adǀaŶtage of the offeƌ, 
theǇ’ll Ŷeǀeƌ see that paƌtiĐulaƌ offeƌ agaiŶ. This speĐial offeƌ ŵight iŶĐlude a disĐouŶt, ďoŶus 
products, or both. 

TIP: If you want to create even more urgency with a one-time offer, then present a countdown 

timer next to the offer. For example, you might give your prospect 60 minutes to order, before the 

offer disappears off the table forever. 

For example: 

 You’ll oŶlǇ see this offeƌ oŶe-time, so ordeƌ iŶ the Ŷeǆt ϲϬ ŵiŶutes ďefoƌe it’s goŶe 
for good!

 This is a one-time offer that you can only take advantage of today, so order now to 

avoid disappointment!

Heƌe’s the Ŷeǆt Call to Action Ǉou’ll ǁaŶt to use… 

ϱ. Lead GeŶeƌatioŶ Call to AĐtioŶ 
Now you may be lookiŶg at this CTA aŶd thiŶkiŶg, ͞Wait a ŵiŶute… ǁhǇ oŶ eaƌth ǁould I ǁaŶt to 
use a lead-geŶeƌatioŶ Đall to aĐtioŶ ǁheŶ ŵǇ leads aƌe alƌeadǇ oŶ ŵǇ ŵailiŶg list?͟ 

There are two good reasons to direct your subscribers to join a mailing list: 

1. You can segment your list by offering your subscribers freemiums for joining your 

other lists. 

2. You ŵaǇ ďe doiŶg a joiŶt ǀeŶtuƌe ǁheƌe Ǉou tell Ǉouƌ leads to joiŶ Ǉouƌ JV paƌtŶeƌ’s 
mailing list (and they do the same for you). 

For example: 

 Enter your name and email addƌess iŶ the foƌŵ ďeloǁ, aŶd theŶ ĐliĐk ͞suďŵit͟ to 
download this free WordPress plugin!

 Click here to get your free golfing report – it’s suƌe to shaǀe stƌokes off Ǉouƌ gaŵe, 
so claim yours today!

This gets your existing subscribers onto an additional list with additional targeted mailings to 

create additional streams of income! 

ϲ. Fƌee eǀeŶt Call to AĐtioŶ 
One of the most valuable ways to offer information is through a live event such as a webinar or 

even an offline workshop held in a hotel or other conference room. These sorts of events are also 

great ways to generate leads or even segment an existing list. 

Here are two examples of how to put this call to action to work for you: 

 Now you too can discover the secrets of getting washboard abs – click here to 

register for this free webinar!

 Are you on the path to retiring with at least one million pounds in the bank? Find 

out tonight at 9:00 by hopping on this free webinar. Click here now to register – 

aŶd huƌƌǇ, ďeĐause seatiŶg is liŵited…
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ϳ. CoŶtest EŶtƌǇ Call to AĐtioŶ 
If Ǉou’ƌe lookiŶg foƌ a ǁaǇ to dƌuŵ up soŵe eǆĐiteŵeŶt iŶ Ǉouƌ ŶiĐhe, Ǉou ŵight offeƌ Ǉouƌ 
prospects and customers a chance to win prizes through a contest. 

Heƌe’s ǁhat Ǉouƌ Đalls to aĐtioŶ ŵight look like: 

 Click here to enter the contest for free—aŶd do it Ŷoǁ, ďeĐause Ǉou’ll kiĐk Ǉouƌself 
if you miss out on winning these great prizes!

 Click here to enter the contest now—and be sure to tell your friends, because 

Ǉou’ll get aŶ eǆtƌa ĐhaŶĐe to ǁiŶ if Ǉou shaƌe the ĐoŶtest oŶ soĐial ŵedia!

ϴ. Get Moƌe IŶfo Call to AĐtioŶ 
Sometimes you may want your prospects to contact you for more information. Maybe you want 

them to call you for a free consultation, or perhaps email you about their needs. If you do any pre-

sale ĐoŶsults, theŶ Ǉou’ll ǁaŶt to use this call to action. 

For example: 

 Click here to begin your free 15-minute consultation (hurry, this offer is limited to 

the Ŷeǆt Ϯϱ people ǁho aĐt Ŷoǁ…Ϳ

 Click here to get your free no-obligation estimate for web development and 

marketing – you might be surprised at just how affordable it is to put your best 

foot forward!

ϵ. Read Moƌe/See Moƌe Call to AĐtioŶ 
Sometimes when people get to the end of a piece of content, you simply want them to look at 

another article, read a social media post, or perhaps watch a ǀideo. That’s ǁheƌe this Đall to aĐtioŶ 
Đoŵes iŶ. It’s a gƌeat ǁaǇ to get people to Ǉouƌ ďlog to see Ǉouƌ ads, aŶd it also ǁoƌks ǁell to get 
your prospects to watch a pre-selling video. 

For example: 

 If Ǉou liked this aƌtiĐle, theŶ Ǉou’ƌe goiŶg to loǀe Part 2, where Ǉou’ll disĐoǀeƌ ϭϬ 
more fat-ďustiŶg seĐƌets. CliĐk heƌe to ƌead it Ŷoǁ… 

 The very best way to learn how to tune a carburettor is to watch someone else do 

it first. Click here to watch a video where you can literally look over my shoulder as 

I cleaŶ aŶd tuŶe a ’ϲϲ MustaŶg Đaƌď…

ϭϬ. SoĐial Media ShaƌiŶg Call to AĐtioŶ 
If Ǉou’ƌe tƌǇiŶg to kiĐk staƌt a ǀiƌal effeĐt, theŶ Ǉou’ll ǁaŶt to iŶĐlude this Đall to aĐtioŶ aloŶgside 
the content you want shared. 

For example: 

 Your friends will love finding out this secret too! Click here to share it with them on 

FaĐeďook…

 Do Ǉou kŶoǁ aŶǇoŶe else ǁho’s stƌuggliŶg ǁith iŶsoŵŶia? CliĐk heƌe to shaƌe this 
article with them so they can start getting some much-Ŷeeded sleep…
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Hoǁ to Get People EŶgaged IŶ Youƌ CaŵpaigŶs 
& IŶto the Haďit of OpeŶiŶg Youƌ Eŵails 

Every business owner looks for ways to generate more income from their email campaigns. Well 

heƌe’s ǁheƌe it all staƌts: Ǉou Ŷeed to get people iŶ the haďit of opeŶiŶg Ǉouƌ eŵails. 

If your suďsĐƌiďeƌs aƌe Ŷot opeŶiŶg Ǉouƌ eŵails, theŶ theǇ’ƌe oďǀiouslǇ Ŷot goiŶg to see Ǉouƌ 
awesome content and strong calls to action. 

So how do you get people in the habit of tapping open your emails the second those emails hit the 

ƌeĐipieŶts’ iŶďoǆes? Take a look at these seǀeŶ pƌoǀeŶ ǁaǇs… 

ϭ. SeŶd Eŵails WheŶ Youƌ AudieŶĐe CaŶ Take AĐtioŶ 
Since so many people have mobile phones, most folks are almost always connected and 

ŵoŶitoƌiŶg theiƌ iŶďoǆes. Hoǁeǀeƌ, just ďeĐause theǇ’ƌe ŵoŶitoƌiŶg eŵails doesŶ’t ŵeaŶ they 

have time to take action on them. 

If theǇ opeŶ Ǉouƌ eŵail aŶd doŶ’t haǀe tiŵe to take aĐtioŶ, theŶ it’s uŶlikelǇ theǇ’ll ƌeŵeŵďeƌ to 
take aĐtioŶ lateƌ. BǇ that tiŵe, theiƌ iŶďoǆ ǁill haǀe filled up ǁith Ǉouƌ Đoŵpetitoƌs’ eŵails. Yikes! 

So what you need to do is figure out when your readers are not only online, but they also have 

time to respond. Here are four steps you can take to figure out the best time to email your list: 

 See when most of your subscribers originally joined. For example, if a lot of people 

seeŵed to joiŶ oŶ TuesdaǇ ŵoƌŶiŶg, theŶ that’s pƌoďaďlǇ a good tiŵe to seŶd 
emails. 

 Think about your audience. Where do they live? Do they work? If so, what are their 

work hours? What kind of hobbies do they have and when do they do them? 

Answer these tǇpes of ƋuestioŶs, aŶd Ǉou’ll get a ďetteƌ idea of ǁheŶ Ǉouƌ 
prospects have time to read emails. 

 Look at when your audience is otherwise active. For example, when are they 

commenting on your blog or social media pages? 

 Test and track. Ultimately, this is the best way to figure out exactly what days and 

times are best for mailing your subscribers. 

Ϯ. BƌoadĐast Eŵails RegulaƌlǇ 
The idea here is to get your subscribers used to receiving your emails on certain days at certain 

times. Indeed, you want your subscribers to look forward to your regular emails. 

For example, you might create a regular feature, such as offering a new freemium every Friday. 

You can bet your readers will eagerly open every email they get from you on Fridays! 

ϯ. Offeƌ Youƌ Best CoŶteŶt aŶd Deals 
“oŵetiŵes eŵail ŵaƌketeƌs figuƌe that siŶĐe theǇ’ƌe offeƌiŶg theiƌ Ŷeǁsletteƌ foƌ fƌee, theŶ theǇ 
ĐaŶ offeƌ ĐoŶteŶt that’s ǁoƌth zeƌo pounds. That is just the opposite of what you want to be 

doing. Instead, you should be offering your BEST content to your readers. 
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UŶdeƌstaŶd this… 

You want your readers to be thoroughly impressed 

every time they open one of your emails. 

That means you should be consistently sending out high-quality content.  

Every. Single. Email. 

You should also be offering your best deals to your subscribers. Reward them for staying on your 

list ďǇ offeƌiŶg ďoŶuses aŶd disĐouŶts that theǇ ĐaŶ’t get aŶǇǁheƌe else. 

ϰ. Build AŶtiĐipatioŶ 
The idea here is to use your current email to boost response for an upcoming email. You do this by 

building anticipation, as well as telling readers exactly when to expect the next email. 

Foƌ eǆaŵple: ͞“taǇ tuŶed, ďeĐause toŵoƌƌoǁ Ǉou’ll disĐoǀeƌ a suƌpƌisiŶg ǁaǇ 
to save thousands of pounds oŶ Ǉouƌ taǆes this Ǉeaƌ. You ǁoŶ’t ǁaŶt to ŵiss 
this, so keep an eǇe oŶ Ǉouƌ iŶďoǆ…͟ 

ϱ. Use ReleǀaŶt SuďjeĐt LiŶes 
You ĐaŶ get aǁaǇ ǁith usiŶg iƌƌeleǀaŶt suďjeĐt liŶes… oŶĐe. But oŶĐe Ǉou do oŶe ͞bait and switch͟ 
ǁheƌe the suďjeĐt liŶe doesŶ’t ŵatĐh the ĐoŶteŶt, Ǉouƌ ƌeadeƌs aƌe goiŶg to lose faith in you. And 

that means they ǁoŶ’t open your future emails. 

Let ŵe giǀe Ǉou aŶ eǆaŵple… 

SuďjeĐt liŶe: Heƌe’s Ǉouƌ £ϱϰϴϳ affiliate ĐheĐk… 

Email Body: If you join my affiliate program today, you could be receiving emails like this 

every month! 

See how that works? You get people thiŶkiŶg theǇ’ƌe gettiŶg ŵoŶeǇ, aŶd theŶ Ǉou pull a fast oŶe 
oŶ theŵ. TheǇ’ƌe goiŶg to ďe disappoiŶted. TheǇ’ƌe goiŶg to tƌash Ǉouƌ eŵail. AŶd theǇ ŵight eǀeŶ 
uŶsuďsĐƌiďe. IŶ otheƌ ǁoƌds, use oŶlǇ ƌeleǀaŶt suďjeĐt liŶes … Ŷot ͞ĐliĐkďait͟ tǇpe suďjeĐt liŶes! 

ϲ. Foƌŵat foƌ Moďile 
More and more people are checking their emails on their mobile phones, which means you need 

to ďe aďsolutelǇ suƌe Ǉouƌ eŵails look good. Of Đouƌse if Ǉou’ƌe seŶdiŶg teǆt, it’s geŶeƌallǇ Ŷo 
problem. Just be sure to have plenty of white space, and put links on separate lines so they stand 

out aŶd theǇ’ƌe easǇ to tap/ĐliĐk. 

AŶd ǁhat if Ǉou’ƌe seŶdiŶg HTML eŵails? TheŶ Ǉou Ŷeed to ďe suƌe Ǉou’ƌe usiŶg a responsive 

design template. This means the design, images and columns should naturally grow or shrink to 

ďest fit the useƌ’s deǀiĐe aŶd sĐƌeeŶ size. 
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ϳ. ReseŶd UŶopeŶed Eŵails 
Most major email service providers (such as Aweber or GetResponse) provide tools for you to 

track how many people are opening your emails and clicking on your links. Better yet, these 

seƌǀiĐe pƌoǀideƌs also giǀe Ǉou the tools to segŵeŶt out the people oŶ Ǉouƌ list ǁho didŶ’t opeŶ 
your last email. And that means you can send a follow-up emails to those folks. 

Heads up… 

DoŶ’t seŶd out saŵe eŵail ǁith the eǆaĐt saŵe suďject line and pre-header (preview) information. 

It’s possiďle the ƌeĐipieŶt deĐided to siŵplǇ Ŷot opeŶ Ǉouƌ last eŵail ďeĐause it didŶ’t gƌaď theiƌ 
attention. So offer something new—a new benefit, and/or a pinch of curiosity to persuade them 

to open this ͞Ŷeǁ͟ second email. 
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Youƌ OǁŶ EŶgageŵeŶt Eŵail SeƋueŶĐe 
Teŵplate That TuƌŶs CoŶteŶt iŶto CliĐks 

This sequence is all about giving your prospects some really good information (such as a set of tips, 

secrets or steps for completing some process) and then promoting a specific product that is 

related to the content at the conclusion of the email. 

IŶ esseŶĐe, Ǉouƌ eŵails ǁill ďe ͞useful yet incomplete,͟ so that pƌospeĐts ǁill take a look at Ǉouƌ 
paid offers to get the results they desire. 

Check out these templates… 

Eŵail ϭ: Tip #ϭ foƌ [gettiŶg a good ƌesult] 
Subject line: Secret #1 for [getting a benefit] Step #1, [your niche topic] 

#ϭ, Hoǁ to [get a ďeŶefit]… 

Heƌe’s the ϭst
 step to [get a ďeŶefit]… 

Hi [Name], 

Once you learn the secret of [achieving some specific task or goal], then [achieving some overall 

desiƌed ƌesult] ďeĐoŵes a lot easieƌ. AŶd that’s ǁhǇ oǀeƌ the Ŷeǆt feǁ daǇs I’ŵ goiŶg to shaƌe ǁith 
you five [tips/steps/tricks/etc.] for [getting a good result]. 

“o let’s staƌt ǁith the fiƌst oŶe… 

[Insert overview sentence of this first tip/secret/step.] [Insert description of how to take this step, 

complete this tip, etc.] 

Sounds pretty easy, right? 

But heƌe’s a heads up… 

A lot of people sĐƌeǁ this up ďǇ [ŵakiŶg soŵe ŵistake]. AŶd ŵost of the tiŵe theǇ doŶ’t even 

ƌealize theǇ’ǀe doŶe it ǁƌoŶg, ďeĐause [ƌeasoŶ ǁhǇ this ŵistake is so easǇ to ŵake]. 

“o let’s aǀoid all of that. If Ǉou ǁaŶt to [get a good ƌesult ǁith this tip/step/etĐ.], theŶ Ǉou Ŷeed to 
[do some specific thing to avoid this mistake]. 

It’s easǇ, ďut ǀeƌǇ effeĐtiǀe. But doŶ’t take ŵǇ ǁoƌd foƌ it – try it out for yourself to see what kind 

of results you get! 

Noǁ ďefoƌe I go, theƌe’s soŵethiŶg else I eŶĐouƌage Ǉou to tƌǇ out: [Ŷaŵe of pƌoduĐt]. 

A lot of people get stuĐk ǁheŶ theǇ’ƌe fiƌst [tƌǇiŶg to get some good result], but [the mistake 

mentioned above] is just one of the possible mistakes that could set you back. There are twelve 

other common mistakes that can cost you a lot of time, money and frustration down the road. 

Do you want to avoid it? Then ĐheĐk this out: [liŶk to sales page]… Ǉou’ll ďe delighted Ǉou did. 

[sign off] 

P.“. We’ƌe just gettiŶg staƌted! CheĐk Ǉouƌ iŶďoǆ [ǁheŶeǀeƌ the Ŷeǆt eŵail is set to aƌƌiǀe, e.g., 
͞toŵoƌƌoǁ͟], ďeĐause Ǉou’ƌe goiŶg to disĐoǀeƌ a ƌeallǇ suƌpƌisiŶg ǁaǇ to [get some benefit]. See 

you then!  
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Eŵail Ϯ: Tip #Ϯ foƌ [gettiŶg a good ƌesult] 
Subject line: Secret #2 for [getting a benefit] Step #2, [niche topic] 

#Ϯ, Hoǁ to [get a ďeŶefit]… 

Heƌe’s the Ϯnd
 step to [get a ďeŶefit]… 

Hi [Name], 

So, in my last email, you found out a ŶiftǇ ǁaǇ to [get soŵe ďeŶefit]. TodaǇ Ǉou’ll fiŶd out [hoǁ to 
get some other benefit/complete a step/etc.]. 

Heƌe’s hoǁ it ǁoƌks… 

[Describe this second step, secret, tip, etc.] [Give an overview of how to complete this step, secret 

tip, etc.] 

Now here’s soŵethiŶg a lot of people doŶ’t kŶoǁ… 

[Describe a little-known tip or variation on the information you just shared. For example, if you are 

sharing information about how to eat to lose weight, you might share some ingredient 

substitutions to make everyday meals healthier than ever.] 

What’s ŵoƌe, [desĐƌiďe soŵethiŶg else ƌelated to this – an actionable tip that people can put to 

work immediately to get good results]. 

I thiŶk Ǉou’ll fiŶd that this is a ƌeallǇ easǇ ǁaǇ to staƌt [gettiŶg soŵe good ƌesults]. AŶd heƌe’s 
another easy way: [join/buy/download] the [name of product]. 

Right Ŷoǁ theƌe aƌe [Ŷuŵďeƌ] people just like Ǉou ǁho’ƌe sŶappiŶg up theiƌ Đopies of [pƌoduĐt] 
eǀeƌǇ daǇ of the ǁeek. AŶd theǇ’ƌe gettiŶg gƌeat ƌesults, suĐh as [eǆaŵples of gƌeat results]. 

Just look at what [name of person giving a testimonial] from [city where they live] is saying about 

[name of product]: 

[Insert one of your best testimonials.] 

AŶd heƌe’s aŶotheƌ oŶe: 

[Insert another great testimonial.] 

If these folks are [getting great results], just imagine what [product name] will do for you. 

CheĐk it out Ŷoǁ at [liŶk], ďeĐause it’s the ďest ǁaǇ to [staƌt gettiŶg soŵe gƌeat ƌesult]. 

[sign off] 

P.“. Neǆt tiŵe Ǉou’ll fiŶd out [ǁhet appetite/aƌouse ĐuƌiositǇ aďout the upĐoŵiŶg eŵail], so keep 

an eye on your inbox! 
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Eŵail ϯ: Tip #ϯ foƌ [gettiŶg a good ƌesult] 
Subject line: Secret #3 for [getting a benefit] Step #3, [niche topic] 

#ϯ, Hoǁ to [get a ďeŶefit]… 

Heƌe’s the ϯrd
 step to [get a ďeŶefit]… 

Hi [Name], 

Over the last few days you’ǀe ďeeŶ leaƌŶiŶg [hoǁ to get a good ƌesult] ďǇ [ƋuiĐk desĐƌiptioŶ of the 
steps oƌ tips Ǉou’ǀe shaƌed ďefoƌe]. 

Noǁ this tiŵe Ǉou’ƌe goiŶg to fiŶd out [hoǁ to aĐhieǀe soŵe otheƌ good ďeŶefit]. 

But before we do that, let me remind you about [product name]. If Ǉou’ǀe ďeeŶ tƌǇiŶg to [get 
some benefit] but not having much luck with it, then this is exactly what you need to turn things 

around. 

That’s ďeĐause [pƌoduĐt Ŷaŵe] is diffeƌeŶt fƌoŵ all the otheƌ [siŵilaƌ tǇpes of pƌoduĐts] that 
Ǉou’ǀe eǀeƌ eŶĐouŶteƌed. Instead of [trying to get some result using an outdated traditional 

feature or strategy], [product name] helps you [get some specific result] by [doing things in a 

different, better way]. 

And you know what? 

It ǁoƌks like ĐƌazǇ. Those ǁho’ǀe tƌied it saǇ [list ĐoŵŵoŶ pƌaise of the pƌoduĐt]. TheǇ’ƌe saǇiŶg 
it’s the ďest ǁaǇ to [get soŵe ďeŶefit]. AŶd theǇ’ƌe eǀeŶ saǇiŶg that this is the [tǇpe of pƌoduĐt] 
that’s goiŶg to [deliǀeƌ soŵe otheƌ gƌeat ƌesult]. 

I know those statements sound like some pretty big claiŵs. But Ǉou doŶ’t haǀe to take ŵǇ ǁoƌd 
foƌ it that [pƌoduĐt Ŷaŵe] ǁoƌks. That’s ǁhǇ I eŶĐouƌage Ǉou to ǁatĐh the ǀideo oŶ this page: [liŶk 
to soŵe soƌt of ͞pƌoof͟ ǀideo, suĐh as a Đase studǇ]. Theƌe Ǉou’ll see [desĐƌiďe ǁhat theǇ’ll see – 

give them a reason to click through and watch the video]. 

So check it out -- Ǉou’ll ďe glad Ǉou did. Heƌe’s the liŶk: 

[link] 

AŶd Ŷoǁ foƌ todaǇ’s [tip/seĐƌet/step]… 

[Insert description of this tip/step/secret/.] [Insert overview of how to complete this step, tip, 

etc.]. 

That’s it foƌ this tiŵe. I’ll see Ǉou [ǁheŶeǀeƌ Ǉou’ǀe sĐheduled the Ŷeǆt eŵail] ǁith a gƌeat tip foƌ 
[getting some results]. See you then! 

[sign off] 

P.“ DoŶ’t foƌget to ĐheĐk out [pƌoduĐt Ŷaŵe] so Ǉou ĐaŶ staƌt [eŶjoǇiŶg soŵe ďeŶefit]. Heƌe’s that 
link again: 

[link] 
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Eŵail ϰ: Tip #ϰ foƌ [gettiŶg a good ƌesult] 
Subject line: Secret #4 for [getting a benefit] Step #4, [niche topic] 

#ϰ, Hoǁ to [get a ďeŶefit]… 

Heƌe’s the ϰth
 step to [get a ďeŶefit]… 

Hi [Name], 

Welcome back! 

Quick question for you: have you been taking the steps and implementing the tips and strategies 

Ǉou’ǀe ďeeŶ leaƌŶiŶg aďout oǀeƌ the last feǁ eŵails? 

If Ŷot, I stƌoŶglǇ eŶĐouƌage Ǉou to put theŵ to ǁoƌk foƌ Ǉou todaǇ. That’s ďeĐause people ǁho aƌe 
using these tips are getting GREAT results. TheǇ’ƌe [gettiŶg soŵe speĐifiĐ ďeŶefit], theǇ’ƌe [gettiŶg 
soŵe otheƌ ďeŶefit] aŶd theǇ’ƌe eǀeŶ [gettiŶg still soŵe otheƌ ƌeallǇ gƌeat ďeŶefit]. 

To leaƌŶ ŵoƌe aďout the soƌts of ƌesults otheƌs aƌe gettiŶg ;I ďet Ǉou’ƌe ĐuƌiousͿ, oƌ to shaƌe Ǉouƌ 
results, join the [Facebook group, forum discussion or other community platform] now at [link]. 

I look forward to hearing from you! 

UŶtil theŶ, it’s tiŵe foƌ todaǇ’s [seĐƌet/tip/step]. Heƌe it is… 

[Insert overview of the tip/step/secret.] [Describe the tip/secret/step in more detail.] 

Noǁ if all of that souŶds like a lot of ǁoƌk, Ǉou’d ďe ƌight. But theƌe I“ a ǁaǇ to shoƌtĐut the ǁhole 
process without sacrificing [some desired feature/benefit, like quality]. 

How? 

Simple: by [describe how to save time – basically, share an extra tip.] 

AŶd heƌe’s a seĐoŶd ǁaǇ to shoƌtĐut the pƌoĐess... 

Get your hands on [name of product], which is the best way I know to [get some great result]. 

EǀeŶ ďetteƌ, if Ǉou ďuǇ this pƌoduĐt ǁithiŶ the Ŷeǆt ϰϴ houƌs, Ǉou’ll get a suďsĐƌiďeƌs oŶlǇ discount 

ǁheƌe Ǉou’ll saǀe [£ amount of money]. 

Theƌe’s oŶlǇ oŶe ǁaǇ to gƌaď this deal, aŶd that’s ďǇ ĐliĐkiŶg this liŶk ƌight Ŷoǁ: 

[link to special offer] 

Hurry, this offer is going to be gone in the blink of an eye, so order now! 

[sign off] 

P.S. You ǁoŶ’t fiŶd a ďetteƌ ǁaǇ to [get soŵe gƌeat ƌesult] at a ďetteƌ pƌiĐe, so ĐheĐk it out Ŷoǁ at 
[liŶk]… 
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Eŵail ϱ: Tip #ϱ foƌ [gettiŶg a good ƌesult] 
Subject line: Secret #5 for [getting a benefit] Step #5, [niche topic] 

#ϱ, Hoǁ to [get a ďeŶefit]… 

Heƌe’s the 5
th

 step to [get a ďeŶefit]… 

Hi [Name], 

Welcome back! 

“o oǀeƌ the last seǀeƌal daǇs Ǉou’ǀe ďeeŶ leaƌŶiŶg [hoǁ to get soŵe good ƌesult]. If Ǉou’ǀe put this 
iŶfoƌŵatioŶ to ǁoƌk foƌ Ǉou, theŶ Ǉou kŶoǁ it ǁoƌks. You kŶoǁ this is good stuff. AŶd that’s ǁhǇ I 
thiŶk Ǉou’ƌe goiŶg to ƌeallǇ like this last eŵail… 

Heƌe’s ǁhǇ: I’ǀe saǀed the ďest foƌ last… 

You see, one big problem with trying to [get some type of result] is [describe what a common 

problem is]. 

You pƌoďaďlǇ kŶoǁ ǁhat I’ŵ talkiŶg aďout, ƌight? [EǆplaiŶ in more detail why this problem is a 

problem.] 

“o iŵagiŶe foƌ a ŵoŵeŶt if that pƌoďleŵ didŶ’t eǆist aŶǇŵoƌe… 

How much [faster/easier/etc.] would it be for you to [get some desired result]? 

Heƌe’s the good Ŷeǁs: Ǉou doŶ’t Ŷeed to iŵagiŶe it. AŶd that’s ďeĐause [Name of Product] is [a 

type of product, such as an app, set of templates, etc.] that [gets rid of the common problem]. 

AŶd that’s Ŷot all… 

[Name of Product] also [describe a benefit] and [delivers another benefit]. 

It’s ƋuiĐk, it’s easǇ, aŶd Ǉou ǁoŶ’t fiŶd a ďetteƌ ǁaǇ to [get soŵe desiƌed ƌesult]. That’s ǁhǇ I 
highly recommend you check this [tool/solution/etc.] out right now at this link: 

[link] 

I use it aŶd so do ŵǇ Đolleagues. I thiŶk Ǉou’ll ƌeallǇ like ǁhat it does foƌ Ǉou too. 

[sign off] 

P.S. Stop [trying to get some result] the hard way! Save yourself time and money by using the 

[product] that [makes it easy to get a result]. 

See why so many other [types of niche people] are excited by checking out this tool right now at: 

[link] 
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The ϱ TǇpes of Eŵails You Should SeŶd 
SuďsĐƌiďeƌs ;But PƌoďaďlǇ DoŶ’tͿ 

Heƌe’s a ĐoŵŵoŶ ŵistake ŵaŶǇ people make with email marketing: they send out the same types 

of emails to their list every week. 

That’s ďoƌiŶg to ƌeadeƌs. It daŵpeŶs ĐoŶǀeƌsioŶs. AŶd seŶdiŶg the saŵe type of email is going to 

get Ǉou the saŵe ƌesults. ;WhiĐh isŶ’t a good thiŶg if Ǉou’ƌe lookiŶg to improve your results.) 

“o heƌe’s aŶ idea… 

Miǆ thiŶgs up a ďit ďǇ seŶdiŶg diffeƌeŶt tǇpes of eŵails. Heƌe aƌe fiǀe ideas to get Ǉou staƌted… 

ϭ. The FeedďaĐk eŵail 
The idea here is to send an email where you request feedback or opinions from your subscribers. 

DepeŶdiŶg oŶ ǁhat Ǉou’ƌe askiŶg theŵ, Ǉou ŵight iŶǀite theŵ to ĐoŶtaĐt Ǉou pƌiǀatelǇ ǀia eŵail, 
or you might invite them to join a discussion on your blog or social media pages. 

You see, heƌe’s the thiŶg… 

Youƌ ƌeadeƌs doŶ’t ƌeallǇ get a ĐhaŶĐe to Ǉou kŶoǁ Ǉou if theǇ doŶ’t get aŶ oppoƌtuŶitǇ to iŶteƌaĐt 
with you.  

That’s ǁhǇ the feedďaĐk eŵail is so ďeŶefiĐial.  

Not only does it give you a chance to engage your readership, you can use it to create a dialogue 

and build relationships. 

End result?  

Subscribers who read your emails, click on your links, and become loyal fans. 

For example: 

Subject line: What do you think of [some topic]? 

Hi [First Name], 

Theƌe’s ďeeŶ a lot of talk iŶ the iŶdustƌǇ latelǇ aďout [topiĐ]. But Ǉou kŶoǁ ǁho ǁe haǀeŶ’t heaƌd 
from yet? 

You. 

What is your take [on this issue]?  

I’d loǀe to kŶoǁ! JoiŶ the disĐussioŶ that’s goiŶg oŶ ƌight Ŷoǁ at [liŶk]… 

I hope to hear from you! 

[sign off] 

Ϯ. The SegŵeŶtiŶg eŵail 
The idea behind this email is to invite your subscribers to visit another one of your lead pages in 

order to request a valuable freemium. They get a freebie. You get the opportunity to segment 
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your list according to a very specific inteƌest. It’s a ǁiŶ-win proposition! 

Foƌ eǆaŵple… 

Subject: Who else wants to [get a benefit]? 

Hi [First Name], 

“iŶĐe Ǉou like [geŶeƌal topiĐ oƌ ďeŶefit], I thiŶk Ǉou’ƌe ƌeallǇ goiŶg to loǀe this offeƌ. If Ǉou aĐt Ŷoǁ, 
you can get access to [product] absolutely free! 

Heƌe’s ǁhat Ǉou get… 

[Explain what they get. Is it an app? Ebook? Checklist? Gear list? Webinar? Etc. Explain the 

benefits.] 

“ouŶds pƌettǇ aǁesoŵe, ƌight? AŶd it’s Ǉouƌs fƌee todaǇ siŵplǇ foƌ askiŶg. All Ǉou haǀe to do is 
click here to get started. 

CheĐk it out! You’ll ďe glad Ǉou did. 

[sign off] 

P.“. This offeƌ ǁoŶ’t last loŶg, so Đlaiŵ Ǉouƌ fƌee [pƌoduĐt] ďǇ ĐliĐkiŶg heƌe… 

ϯ. The AŶtiĐipatioŶ Eŵail 
Before you even think about promoting a product launch, making a big announcement, or 

anythiŶg else iŵpoƌtaŶt, it’s a good idea to seŶd out aŶ aŶtiĐipatioŶ eŵail.  

As the name suggests, this email is designed to build anticipation, as well as arouse curiosity and 

get people watching for your next email. 

Here are other ways to use this email: 

 Use it to build anticipation before you offer a discount or bonus package. 

 Use it before you launch a new website. 

 Use it before you give away a valuable freemium. 

 Use it in front of major announcements, such as when you join forces with another 

big marketer in your niche. 

For example: Heƌe’s ǁhat the eŵail ŵight look like if Ǉou’ƌe ďuildiŶg aŶtiĐipatioŶ foƌ a 
fƌeeŵiuŵ oƌ pƌoduĐt… 

SuďjeĐt liŶe: It’s ĐoŵiŶg iŶ thƌee daǇs… 

Hi [First Name], 

If Ǉou’ǀe ďeeŶ seaƌĐhiŶg foƌ a ǁaǇ to fiŶallǇ [get soŵe gƌeat ƌesult], theŶ Ǉou’ƌe goiŶg to loǀe 
ǁhat’s ĐoŵiŶg oŶ [daǇ/date]. 

“iŵplǇ put, it’s the ďest ǁaǇ to [get soŵe ƌesult] aŶd [get soŵe otheƌ ƌesult]. 

You doŶ’t Ŷeed [soŵe pƌioƌ ƌeƋuisite, suĐh as pƌioƌ eǆpeƌieŶĐe]. You doŶ’t Ŷeed [soŵe otheƌ 
pƌeƌeƋuisite]. You doŶ’t eǀeŶ Ŷeed [some other thing]. 

All you need is [this type of product]. 
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How is that even possible? 

You’ll fiŶd out the suƌpƌisiŶg details iŶ just thƌee daǇs. Keep aŶ eǇe ƌight heƌe oŶ Ǉouƌ iŶďoǆ, 
ďeĐause Ǉou’ll kiĐk Ǉouƌself if Ǉou ŵiss it… 

[sign off] 

P.S. If Ǉou’ƌe like ŵe, Ǉou pƌoďaďlǇ doŶ’t get suƌpƌised all that ofteŶ. But Ǉou kŶoǁ ǁhat? This is 
gonna surprise you – I guarantee it! 

ϰ. The SeĐoŶd-ChaŶĐe Eŵail 
It’s Ŷo seĐƌet that offeƌiŶg a ƌeallǇ good ďoŶus ĐaŶ ďoost Ǉouƌ ĐoŶǀeƌsioŶs.  

Once the discount expires, however, conversions tend to level off at pre-sale leǀels. AŶd Ǉou’ƌe 
likely to have a few people who are totally kicking themselves for missing a great deal. 

“o heƌe’s aŶ eŵail that’s a ǁiŶ-win proposition. It gives your prospects a second shot at a great 

deal, and it gives your conversions another lift. 

Noǁ, oďǀiouslǇ, Ǉou ĐaŶ’t offeƌ the eǆaĐt saŵe deal siŶĐe that oŶe eǆpiƌed. But ǁhat Ǉou ĐaŶ do is 
offer something smaller, but something that is still a good deal. 

For example, if your original sale included a 50% discount, then your second-chance offer 

might be a 25-ϯ5% disĐouŶt. Like this… 

SuďjeĐt: You get oŶe ŵoƌe ĐhaŶĐe foƌ a gƌeat deal… 

[Hi Name], 

Heƌe’s the ďad Ŷeǁs… 

The 50% off coupon for [product name] expired last night. We had over [number] of happy people 

take adǀaŶtage of it. I’ŵ soƌƌǇ Ǉou ŵissed it. 

Noǁ heƌe’s the good Ŷeǁs… 

This is your second-chance offer. 

You probably had good intentions. You planned on taking advantage of the offer. Bu life gets in the 

way. Life gets in busy. Things get pushed to the back burner and forgotten. 

It’s Ŷot Ǉouƌ fault. AŶd that’s ǁhǇ I’ŵ offeƌiŶg Ǉou this seĐoŶd-chance deal. 

Heƌe it is… 

If you act now, you can get 25% off the price of [product name]. 

This your second and final chance to [get some benefit] for a great price. So take a look—I think 

Ǉou’ll like ǁhat Ǉou see. 

[sign off] 

P.S. I almost forgot! This special discount offer ends [date and time], so hurry and grab yours now 

before this one is gone too. Get it here: [link] 

 

 



Focus On: eMail Marketing Workshop 

Page 19 

ϱ. The PeƌsoŶal Eŵail 
This is an email where you tell a personal yet relevant story, which helps build relationships and 

boosts conversions. 

For example: 

 Tell an inspirational story about how you overcame the same problem that your 

prospects are facing now.

 Tell a story about an embarrassing, costly or time-consuming niche-relevant 

mistake you made.

The bonus of this particular type of email is that a good story can bring the reader into the 

conversation with you, and it may even be a good lead in to a product promo. 

For example: Take a look at this embarrassing mistake, and how the story naturally leads 

to a pƌoduĐt pitĐh… 

SuďjeĐt liŶe: I’ǀe eǀeƌ ďeeŶ so huŵiliated… 

Hi [First Name], 

I felt my face flush hot with embarrassment. I cast my eyes down at the floor. I was praying no one 

had seeŶ ǁhat I’d doŶe. 

[Now go into the details of what was embarrassing. For example, maybe this email is aimed at 

bodybuilders, and it tells the story of how the person did squats completely wrong.] 

You can see why I was so embarrassed. 

Now the good neǁs is that Ǉou ĐaŶ leaƌŶ fƌoŵ ŵǇ ŵistakes. You doŶ’t Ŷeed to go thƌough the tƌial 
aŶd eƌƌoƌ that I ǁeŶt thƌough. You doŶ’t Ŷeed to ǁaste tiŵe aŶd ŵoŶeǇ. AŶd Ǉou doŶ’t haǀe to 
risk being embarrassed. 

How is this all possible? 

Simple – just download [name of product]. This is your complete solution to: 

 [Getting a benefit.]

 [Getting some other benefit.]

 [Getting yet another desirable benefit.]

But doŶ’t take ŵǇ ǁoƌd foƌ it. “ee foƌ Ǉouƌself at [liŶk] 

[sign off] 

P.“. DoŶ’t huŵiliate Ǉouƌself like I did! “hoƌtĐut your learning curve now by clicking here [sales 

page link] 
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Hoǁ to Get Moƌe CliĐks Fƌoŵ 

Youƌ Eŵail CaŵpaigŶs 
Why do you send emails to your list? 

Because you want them to take some specific action, such as clicking on a link. 

But if Ǉou’ǀe alƌeadǇ staƌted up Ǉouƌ eŵail list, theŶ Ǉou kŶoǁ that suďsĐƌiďeƌs doŶ’t teŶd to do a 
lot of ĐliĐkiŶg. “oŵetiŵes theǇ doŶ’t ĐliĐk oŶ the liŶks iŶ Ǉouƌ eŵails. AŶd let’s ďe hoŶest: 
soŵetiŵes theǇ doŶ’t eǀeŶ ďotheƌ ĐliĐkiŶg oŶ Ǉouƌ eŵail itself to opeŶ it. 

The good news is that you can turn that all around starting today by taking a look at these 15 ways 

to get more clicks in your email campaigns. 

ϭ. Use Iŵages 
Big walls of text are boring. You can break up the content by using images. Not only does this 

make your email more aesthetically pleasing, a well-plaĐed iŵage ĐaŶ also dƌaǁ Ǉouƌ ƌeadeƌ’s eǇes 
into the content. 

Check out these tips for using images effectively: 

 Use simple images. Busy images are a turn off, as the viewer doesŶ’t kŶoǁ ǁhat to 
focus on. Use simple images, such as an image with one or two people or objects

 Show happy people. If Ǉou’ƌe usiŶg iŵages of people, shoǁ happy people who are 

looking at the camera. Alternatively, the people in the photo should be looking in 

the direction of the text. That’s ďeĐause Ǉouƌ ƌeadeƌ’s eǇes teŶd to ŶatuƌallǇ folloǁ 
where the subject of a photo is looking.

 Place images near important text. This dƌaǁs the ƌeadeƌ’s eyes back into the 

content.

Ϯ. Wƌite EŶtiĐiŶg SuďjeĐt LiŶes 
If Ǉouƌ suďjeĐt liŶe doesŶ’t Đaptuƌe Ǉouƌ suďsĐƌiďeƌs’ atteŶtioŶ, theŶ theǇ’ƌe Ŷot eǀeŶ goiŶg to 
bother opening your email. Check out these tips for writing enticing subject lines: 

 Present a benefit. Let ƌeadeƌs kŶoǁ ǁhat’s iŶ it foƌ theŵ if they open your email. 

Foƌ eǆaŵple: ͞Eat this ǇuŵŵǇ food to lose ǁeight…͟

 Ask an intriguing question. 

 Foƌ eǆaŵple, ͞Aƌe Ǉou ŵakiŶg these deadlǇ ĐopǇǁƌitiŶg ŵistakes?͟

 Keep it short. Some mobile phones cut subject lines to as few as 25 characters, 

while other email clients cut them off at around 50-60 characters. So be sure to get 

the gist of your headline in the first few words to get the click.

ϯ. Aƌouse CuƌiositǇ 
You can use this tactic in three ways: 

1. Arouse curiosity in your subject line to boost your open rate.  

Eǆaŵple: ͞Do Ǉou kŶoǁ this ĐopǇǁƌitiŶg seĐƌet?͟ 
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2. Arouse curiosity in the beginning of your email to keep people reading. 

Eǆaŵple: ͞IŶ just ŵoŵeŶts Ǉou’ll disĐoǀeƌ the #ϭ ǁaǇ to iŶĐƌease Ǉouƌ golf dƌiǀe 
ďǇ Ϯ5 Ǉaƌds!͟ 

3. Arouse curiosity near your call to action to get the click.  

Eǆaŵple: ͞FiŶd out ǁhat ŵillion pound marketers know about creating six-figure 

pƌoduĐt lauŶĐhes. CliĐk heƌe to disĐoǀeƌ these seĐƌets Ŷoǁ foƌ Ǉouƌself!͟ 

ϰ. Offeƌ Moƌe IŶfoƌŵatioŶ 
The idea here is to simply offer something very valuable to your readers, and then offer them 

more (as a paid product). This valuable thing might be a free report, an app, a checklist, a gear list 

or even just a really good article. 

Foƌ eǆaŵple: ͞Noǁ that Ǉou’ǀe seeŶ the eǆaĐt ĐheĐklist I use to get ŵǇ 
ŵeŵďeƌship sites up aŶd ƌuŶŶiŶg, Ǉou’ll ǁaŶt to get Ǉour hands on my 

Đoŵplete pƌofitaďle site sǇsteŵ. CliĐk heƌe to ĐheĐk it out…͟ 

ϱ. SegŵeŶt Youƌ List 
The idea here is to create targeted segments of your list so that you can send out targeted content 

and ads to these specific segments. The more targeted your eŵails, the ŵoƌe ĐliĐks Ǉou’ll get. 

Foƌ eǆaŵple, let’s suppose Ǉou haǀe a dog tƌaiŶiŶg list. If Ǉou segŵeŶt this list 
iŶto oďedieŶĐe tƌaiŶiŶg, tƌiĐk tƌaiŶiŶg aŶd agilitǇ tƌaiŶiŶg, Ǉou’ll get a ŵuĐh 
higher conversion rate. 

Here are three ways to segment your list: 

1. Send your existing subscribers to another lead page. Each lead page you link to 

should correspond to a specific segment of your list. 

2. Segment your lists according to what they buy.  

For example: if someone purchases a book on a particular topic, then you can add 

theŵ to a Đustoŵeƌ list that’s taƌgeted to that topic. 

3. Get subscribers to tell you what interests them. You can ask them to simply place a 

checkmark next to topics that interest them at the tiŵe theǇ’ƌe fiƌst joiŶiŶg Ǉouƌ 
list, and then segment your list according to interests. 

ϲ. Foƌŵat foƌ EasǇ ReadaďilitǇ 
Heƌe’s the loŶg aŶd shoƌt of it: if Ǉouƌ eŵail looks haƌd to ƌead, people ǁill ďail oŶ Ǉou. “o foƌŵat 
for easy readability using these tips: 

 Use short words, sentences and paragraphs. This creates a lot of white space, and 

makes it easy for readers to jump in.

 DoŶ’t ǁƌite at a Đollege leǀel. IŶstead, ŵake it easilǇ ĐoŶsuŵaďle foƌ the aǀeƌage 
ƌeadeƌ. What Ǉou’ƌe ƌeadiŶg ƌight Ŷoǁ is aŶ eǆaŵple of making your writing 

accessible. 

 Use a conversational tone. A friendly tone and entertaining comments keep people 

reading.
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ϳ. SeŶd a Seƌies of Eŵails 
People ƌaƌelǇ ďuǇ soŵethiŶg the fiƌst tiŵe theǇ Đoŵe iŶ ĐoŶtaĐt ǁith it. That’s ǁhǇ Ǉou ĐaŶ ďoost 

your clicks and conversions by sending a series of emails that all promote the same offer. 

For example, create a three-paƌt seƌies Đalled, ͞The Thƌee “eĐƌets of “elliŶg 
Youƌ Hoŵe Fast.͟ EaĐh eŵail ǁould eǆplaiŶ oŶe seĐƌet, as ǁell as pƌoǀide a 
link to a related product. 

ϴ. FoĐus oŶ a SiŶgle Call to AĐtioŶ 
The point is, each email should focus on ONE primary purpose. If you ask people to click on 

ŵultiple liŶks foƌ ŵultiple offeƌs, Ǉouƌ ĐoŶǀeƌsioŶ ƌate ǁill dƌop. That’s ǁhǇ eaĐh eŵail Ǉou seŶd 
should focus on one link and call to action. 

ϵ. IŶĐlude Youƌ LiŶk aŶd Call to AĐtioŶ Moƌe ThaŶ OŶĐe 
Even though each email focuses on one call to action, you need to repeat the link and call to action 

multiple times throughout your email. 

For example: 

 Include a clickable headline. 

 Embed your call to action and link in the middle of the content. 

 Create a call to action button and place it at the end of the email. 

TIP: The idea is to tell people to take action and give them 

the link to do so. Next, give them even more reasons to 

take action, and then repeat the call to action and link. 

ϭϬ. Reǁaƌd People foƌ TakiŶg QuiĐk AĐtioŶ 
If Ǉou giǀe people a ĐhaŶĐe to pƌoĐƌastiŶate, theǇ ǁill. If theǇ leaǀe Ǉouƌ eŵail ǁithout ĐliĐkiŶg, it’s 
uŶlikelǇ theǇ’ll Đoŵe ďaĐk. That’s ǁhǇ Ǉou need to create a sense of urgency. And one way to do 

that is by rewarding people for taking quick action. 

Foƌ eǆaŵple… Be oŶe of the fiƌst ϭϬϬ people to aĐt Ŷoǁ, aŶd Ǉou’ll get a ĐopǇ 
of ͞OŶliŶe BusiŶess Made EasǇ͟ aďsolutelǇ fƌee! CliĐk heƌe to get Ǉouƌs Ŷoǁ… 

ϭϭ. Wƌite OŶe-to-OŶe 
“o ŵaŶǇ eŵail ŵaƌketeƌs ŵake the ŵistake of ƌefeƌƌiŶg to theiƌ ͞suďsĐƌiďeƌs͟ oƌ theiƌ ͞list͟ iŶ 
theiƌ eŵails. DoŶ’t do this. You ǁaŶt eaĐh of Ǉouƌ suďsĐƌiďeƌs to feel like Ǉou’ƌe ǁƌitiŶg to theŵ 
one-on-oŶe. Heƌe’s hoǁ: 

 DoŶ’t ŵake aŶǇ ƌefeƌeŶĐes that suggest Ǉou’ƌe ǁƌitiŶg to ŵultiple people. Foƌ 
example, avoid words such as subscribers, list, readers, prospects, etc.

 Know your audience. The more you know about them, the easier it is for you to 

create targeted content that makes theŵ feel like Ǉou’ƌe talkiŶg diƌeĐtlǇ to theŵ.

 Use a ĐoŶǀeƌsatioŶal toŶe. Make Ǉouƌ suďsĐƌiďeƌs feel like theǇ’ƌe ƌeadiŶg a 
personal email from a friend.
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ϭϮ. Be EŵotioŶal & PeƌsoŶal 
Heƌe’s a siŵple tƌuth: oŶĐe soŵeoŶe ͞ĐoŶŶeĐts͟ ǁith Ǉou aŶd Ǉouƌ eŵail ŵessage, the more likely 

theǇ aƌe to take aĐtioŶ. People do ďusiŶess ǁith those that theǇ kŶoǁ, like aŶd tƌust. That’s ǁhǇ 
it’s iŵpoƌtaŶt to eǀoke eŵotioŶ aŶd peƌsoŶalitǇ iŶ Ǉouƌ eŵails. Heƌe’s hoǁ: 

 Tell stories. Not only does a good story evoke emotion, it also engages readers and 

keeps them reading. 

 Empathize with readers. Let people know that you understand how they feel about 

the problem (if you really do understand!). 

 Get theŵ to iŵagiŶe the joǇ of the solutioŶ. If people ĐaŶ iŵagiŶe hoǁ good theǇ’ll 
feel if theǇ solǀe theiƌ pƌoďleŵ, theǇ’ƌe ŵoƌe likelǇ to ĐliĐk Ǉouƌ liŶk. Tell hoǁ it 
changed your life. 

ϭϯ. Pƌoŵise & TheŶ Deliǀeƌ TƌeŵeŶdous Value 
Sad but true: your prospects are used to people over-promising and under-delivering. You can 

pleasantly surprise them (and bond them to you like glue, creating loyal customers) by delivering 

tremendous value. This includes: 

 Sending them valuable freemiums that others in your niche are charging for. 

 Being sure each email you send is in-demand, valuable and high quality. 

 Sharing some of your best content with your subscribers. 

 GiǀiŶg Ǉouƌ suďsĐƌiďeƌs thiŶgs theǇ ĐaŶ’t get aŶǇǁheƌe else ;suĐh as eǆĐlusiǀe 
deals, tools and content). 

ϭϰ. Use a Bullet List 
A bulleted list of benefits gives you two awesome advantages: 

 It sets important content apart. In fact, many people are conditioned to looking at 

bulleted lists, as usually they contain important information and benefits.

 Skimmers will take notice. This is a great way to draw a skimmer/scanner back into 

your content, lead them down to your call to action, and get more clicks.

Need an example? Just notice what I did above! 

ϭϱ. Test, TƌaĐk aŶd Tǁeak 
DoŶ’t guess at ǁhat pƌoduĐes gƌeat ƌesults foƌ Ǉou. IŶstead, test, tƌaĐk aŶd tǁeak eǀeƌǇ ŵajoƌ paƌt 
of your email. 

Now most people know to test subject lines, email openers, calls to action and offers. However, 

doŶ’t foƌget to test the desigŶ of Ǉouƌ eŵail. This iŶĐludes: 

 The oǀeƌall desigŶ oƌ teŵplate Ǉou’ƌe usiŶg, iŶĐludiŶg the laǇout.

 The design colours.

 The graphics and their placement.

 The call to action buttons (both the design and the text).

Most major email service providers have built tracking tools right into their platforms so you can 

easily split-test your emails.  
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Top ϮϬ Tips That Keep SuďsĐƌiďeƌs ReadiŶg 
It’s oŶe thing to get your subscribers to open your email. That you can do with a great subject line. 

It’s aŶotheƌ thiŶg eŶtiƌelǇ to get theŵ to keep ƌeadiŶg eǀeƌǇ siŶgle ǁoƌd of Ǉouƌ eŵail, ƌight doǁŶ 
the part where they see your call to action. 

Simply put: if you ĐaŶ iŶĐƌease the Ŷuŵďeƌ of people ǁho see Ǉouƌ Đall to aĐtioŶ, theŶ Ǉou’ll 
increase your conversion rate. 

“o ǁith that iŶ ŵiŶd, heƌe aƌe ϮϬ pƌoǀeŶ ǁaǇs to keep Ǉouƌ suďsĐƌiďeƌs ƌeadiŶg… 

ϭ. Make It Aďout Theŵ 
Youƌ ƌeadeƌs aƌeŶ’t ĐƌaĐkiŶg opeŶ Ǉouƌ eŵail to ƌead aďout Ǉou. Tƌuth is, theǇ’ƌe a little self-

centred. As we all are! They want to read about their problems, they want to read about solutions 

that could help them and they want to read stories, tips and articles that are relevant to their lives. 

Here’s a ƋuiĐk aŶd easǇ ǁaǇ to ĐheĐk if Ǉouƌ eŵails aƌe aďout Ǉouƌ ƌeadeƌ: ĐheĐk hoǁ ŵaŶǇ tiŵes 
Ǉou use ǁoƌds like ͞Ǉou͟ aŶd Ǉouƌ,͟ ǀeƌsus usiŶg ǁoƌds like ͞I,͟ ͞ŵe͟ aŶd ͞ŵiŶe.͟ If Ǉou use self-

ƌefeƌeŶtial ǁoƌds ;like ͞ŵe͟Ϳ ŵoƌe thaŶ ƌeadeƌ-oriented words, it’s tiŵe to ƌeǁƌite Ǉouƌ eŵail to 
make it about your reader. 

Ϯ. Tell Stoƌies 
A good story engages readers, pulls them into the email, and keeps them reading until the end. 

Especially if you interrupt the story before its climax to share other information, and then return 

to finish up the story at the conclusion of your email. And as an added bonus, a good story makes 

your content more memorable, too. That means your readers will be thinking about your content 

loŶg afteƌ theǇ’ǀe Đlosed Ǉouƌ eŵail. 

ϯ. Build AŶtiĐipatioŶ 
Get this: as sooŶ as ƌeadeƌs opeŶ Ǉouƌ eŵail, theǇ’ƌe goiŶg to ďe looking for signs that reading it is 

worth their time. One way you can persuade them to keep reading is by building anticipation right 

up fƌoŶt foƌ ǁhat’s ĐoŵiŶg. IŶ otheƌ ǁoƌds, let theŵ kŶoǁ the ďeŶefits theǇ’ll get if theǇ keep 
reading. 

Foƌ eǆaŵple: ͞You’ƌe aďout to disĐoǀeƌ a siŵple thƌee-step process for 

housetƌaiŶiŶg Ǉouƌ Ŷeǁ puppǇ iŶ ϭϬ daǇs oƌ less…͟ 

ϰ. Make Theŵ Cuƌious 
Another good way to keep people glued to your email is by making them curious. DoŶ’t just ďuild 
anticipation – ŵake theŵ Đuƌious aďout ǁhat’s ĐoŵiŶg up. 

Foƌ eǆaŵple: ͞IŶ just a feǁ ŵoŵeŶts Ǉou’ll disĐoǀeƌ a suƌpƌisiŶg tǁeak that 
ĐaŶ douďle Ǉouƌ ĐoŶǀeƌsioŶ ƌates!͟ 
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ϱ. Foƌŵat foƌ EasǇ ReadaďilitǇ 
Have you ever taken one look at a hiking trail, realized it looks way too hard for the hike you had in 

mind, and turned around to head back? 

That’s kiŶd of like ǁhat Ǉouƌ ƌeadeƌs aƌe doiŶg ǁheŶ theǇ opeŶ Ǉouƌ eŵail.  

If Ǉouƌ ĐoŶteŶt ŵeƌelǇ LOOK“ like it’s goiŶg to ďe difficult to read, your subscribers are going to 

bail out early.  

Here are three quick tips to avoid this problem: 

 Break up long paragraphs of lists into a bulleted list. This bulleted list is an example. 

 Use short words, short sentences and short paragraphs. This is particularly true at 

the beginning of the email. Hint: Try to open with a one-sentence paragraph, which 

makes the content look really easy to read. 

 Break up the content. For example, insert sub-headlines into the middle of your 

content, ǁhiĐh ďƌeaks up loŶg ďloĐks of teǆt. Added ďoŶus: it dƌaǁs a skiŵŵeƌs’ 
eyes back into the content.

ϲ. Use a FƌieŶdlǇ ToŶe 
WheŶ Ǉou Đƌaft aŶ eŵail, iŵagiŶe that Ǉou’ƌe ǁƌitiŶg to a fƌieŶd. That ǁaǇ Ǉouƌ eŵail ǁill take oŶ 
a warm, conversational and friendly tone. 

Bonus Tip: Add variety to the way you open and close your emails. For example, instead of always 

opeŶiŶg ǁith, ͞Deaƌ [Ŷaŵe],͟ tƌǇ soŵethiŶg like ͞ǁaƌŵ gƌeetiŶgs͟ oƌ ͞Hello!͟ 

End result? You seem more like a human rather than a robot, which helps you build a relationship 

with your subscribers. 

ϳ. Bƌeak Big TopiĐs DoǁŶ iŶto Multiple Eŵails 
WheŶ people opeŶ aŶ eŵail, theǇ doŶ’t eǆpeĐt to fiŶd aŶ aƌtiĐle the leŶgth of ͞Waƌ aŶd PeaĐe͟ 
iŶside. That’s ǁhǇ Ǉou should ďƌeak up ďig topiĐs iŶto ŵultiple eŵails.  

This ŵakes Ǉouƌ ĐoŶteŶt easǇ to ƌead, ǁhiĐh keeps Ǉouƌ ƌeadeƌs’ eǇes glued to the page. 

And as an added bonus, sending a series of related emails makes it more likely your readers are 

goiŶg to opeŶ aŶd ƌead the Ŷeǆt eŵail Ǉou seŶd, too. That ŵeaŶs theǇ’ll see your links and calls to 

action repeatedly, which gives your conversion rates a nice boost. 

The more contacts you have with your readers about a particular offer, the more clicks you will 

receive. 

ϴ. Build CƌediďilitǇ aŶd BelieǀaďilitǇ 
Sometimes people siŵplǇ stop ƌeadiŶg Ǉouƌ eŵails ďeĐause theǇ doŶ’t ďelieǀe ǁhat Ǉou’ƌe saǇiŶg. 
That’s ǁhǇ Ǉou Ŷeed to ďuild ĐƌediďilitǇ aŶd ƌeadaďilitǇ.  

Heƌe’s hoǁ: 
 Deliver on your promises. Avoid hype. Avoid false promises. Instead, under-

promise and over-deliver. 



Focus On: eMail Marketing Workshop 

Page 26 

 Be hoŶest. Foƌ eǆaŵple, if Ǉou’ƌe ƌeǀieǁiŶg soŵeoŶe else’s pƌoduĐt, ďe hoŶest 
aďout the pƌoduĐt flaǁs. People ǁill tƌust Ǉou ŵoƌe if Ǉou’ƌe kŶoǁŶ foƌ telliŶg the 
tƌuth ;eǀeŶ if that tƌuth ŵeaŶs Ǉou ǁoŶ’t ŵake as ŵaŶǇ sales that daǇͿ.

ϵ. IŶseƌt PleŶtǇ of Tips aŶd Eǆaŵples 
“loggiŶg thƌough a ͞hoǁ to͟ aƌtiĐle isŶ’t aŶǇ fuŶ if the ƌeadeƌ doesŶ’t uŶdeƌstaŶd ǁhat Ǉou’ƌe 
tƌǇiŶg to teaĐh theŵ. AŶd if the ƌeadeƌ is ĐoŶfused, theǇ’ll ďail out. 

The solution?  

Provide plenty of tips and examples to make the concepts more clear. If you need an example of 

how this works, just look at the additional tips and examples provided right in this very guide.  

ϭϬ. Offeƌ SoŵethiŶg UŶiƋue 
Did Ǉou kŶoǁ that peoples’ ďƌaiŶs actually light up when they encounter something unique? 

That’s ƌight, the ďƌaiŶ ƌeǁaƌds leaƌŶiŶg Ŷeǁ iŶfoƌŵatioŶ. AŶd that’s ǁhǇ Ǉou should alǁaǇs seek 
to offer new information, or even just Ŷeǁ tǁists oŶ old ŵethods. If Ǉou ĐaŶ get Ǉouƌ ƌeadeƌs’ 
brains to light up, you can bet those readers will read every last word of your email. 

ϭϭ. Make Use of GƌaphiĐs 
One good way to break up the text, make the content more aesthetically pleasing, and illustrate 

complex concepts is through the use of graphics. This includes: 

 Infographics

 Charts and tables

 Screenshots

 Illustrations

 Mind maps

AŶd aŶǇ otheƌ ƌeleǀaŶt gƌaphiĐ that ǁill eŶgage Ǉouƌ ƌeadeƌs’ iŶteƌest. 

ϭϮ. Pƌoǀide AĐtioŶaďle IŶfo 
The idea here is simple: teach your readers how to do something, and then provide an action step 

they can take.  

Try to give them an action step that will produce fast results. 

For example, you might show readers simple ways to boost their conversion 

rates. The action step might be to change one of their email subject lines 

using a specific (proven) template that you provide.  

It only takes a few minutes to take this step, and yet readers will get fast 

ƌesults This ŵakes it ŵoƌe likelǇ theǇ’ll opeŶ up the Ŷeǆt eŵail Ǉou seŶd to 
them! 
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ϭϯ. Cƌeate a Regulaƌ ColuŵŶ 
The idea here is to give your readers something to look forward to every week. 

For example: 

 Top Tip Tuesdays, where you offer a high-value tip every Tuesday. 

 Freemium Friday, where you give your readers a valuable and highly desirable 

product every Friday. 

You get the idea – I’ŵ sure you can come up with your own regular features and columns that 

your readers are sure to love and anticipate. 

ϭϰ. Get PeƌsoŶal 
Basically, use a couple lines in every email to tell your readers a little bit about you. 

For example: 

 ͞I just got iŶ fƌoŵ ŵǇ 10-ŵile tƌaiŶiŶg ƌuŶ…͟

 ͞I hope Ǉou doŶ’t ŵiŶd, ďut I just had to shaƌe this piĐ of ŵǇ new born soŶ…͟

OďǀiouslǇ, Ǉou doŶ’t ǁaŶt to dƌoŶe oŶ aŶd oŶ aďout Ǉouƌself, ďeĐause ƌeadeƌs ǁill lose iŶteƌest 
fast. But dropping in a few titbits here and there will make you seem more human.  

And if these titbits are relevant to the niche, that’s eǀeŶ ďetteƌ. People ǁill staƌt ĐaƌiŶg aďout Ǉou, 
which means theǇ’ll ďe ŵoƌe iŶteƌested iŶ ƌeadiŶg eǀeƌǇ eŵail Ǉou seŶd. 

ϭϱ. Suƌpƌise Youƌ Readeƌs 
The idea heƌe is to saǇ soŵethiŶg otheƌs iŶ Ǉouƌ ŶiĐhe aƌeŶ’t saǇiŶg, offeƌ a ĐoŶtƌoǀeƌsial 
viewpoint, or even pleasantly surprise them with a freemium. 

BoŶus Tip: DoŶ’t use the saŵe foƌŵula foƌ eǀeƌǇ eŵail. Foƌ eǆaŵple, doŶ’t 
alǁaǇs seŶd ͞Hoǁ To͟ eŵails. IŶstead, drop a video with a few tips. 

ϭϲ. Let Theiƌ VoiĐes CouŶt 
Asking your readers for their opinions does two things: 

1. First, it makes your readers feel special when they know their opinions are valued.  

2. Secondly, it gives you insight into what your readers want, which is always a good thing. 

So what should you ask readers about? 

 Ask them what kind of content they would like to see next.

 Ask them for their most pressing questions (which you can answer within the 

newsletter).

 Let them choose between content idea options.

 Ask for their feedback.

 Let them beta test.

Basically, keep asking your readers how you can better serve them. 
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ϭϳ. Tie Youƌ Eŵail iŶto CuƌƌeŶt EǀeŶts 
TǇiŶg Ǉouƌ eŵails iŶto ĐuƌƌeŶt eǀeŶts helps Ǉou eŶteƌ the ĐoŶǀeƌsatioŶ that’s alƌeadǇ goiŶg oŶ in 

Ǉouƌ ƌeadeƌ’s head. That ŵeaŶs theǇ’ll stop ǁhat theǇ’ƌe doiŶg aŶd ƌead Ǉouƌ eŵail. That’s eǆaĐtlǇ 
what you want them to do! 

For example, if the Olympics are going on, you might tell a story about the 

Olympics that ties into your niche. 

ϭϴ. Keep FoĐused OŶ the BeŶefits 
Earlier I mentioned that your readers should understand the benefits of reading your content as 

sooŶ as theǇ opeŶ Ǉouƌ eŵail. But doŶ’t stop theƌe. Keep Ǉouƌ ƌeadeƌs foĐused oŶ the ďeŶefits. 
Heƌe’s hoǁ: 

 Keep lettiŶg ƌeadeƌs kŶoǁ ǁhat’s coming up. For example, halfway through your 

newsletter you can drop another set of curiosity-arousing benefits. 

 Let readers know the benefits of taking action on what they just learned. (Hint: 

provide the actionable information we talked about earlier, where people will get 

good and fast results) 

 Let readers know the benefits of following your call to action, such as clicking on a 

link. This increases your conversion rate. 

ϭϵ. SpiĐe Up Youƌ CoŶteŶt 
DoŶ’t just eduĐate Ǉouƌ ƌeadeƌs—edutain them. This means you entertain them while you educate 

them. You can entertain them with: 

 Occasional humour.

 Stories.

 Expressive language that includes analogies, metaphors and similes.

IŶ otheƌ ǁoƌds, doŶ’t ǁƌite like Ǉou’ƌe ĐƌeatiŶg a stuffǇ teǆtďook. Make the ĐoŶteŶt ďoth 

entertaining and useful, and people will keep reading. 

ϮϬ. Ask QuestioŶs 
Heƌe’s a ƌeallǇ good ǁaǇ to eŶgage ƌeadeƌs: ask ƋuestioŶs. You ĐaŶ ask a siŶgle ƋuestioŶ, oƌ Ǉou 
ĐaŶ eǀeŶ pƌoǀide a shoƌt Ƌuiz. Eitheƌ ǁaǇ, it Ŷot oŶlǇ eŶgages ƌeadeƌs, ďut it’s also a good way to 

get them to self-identify. 

Foƌ eǆaŵple, ͞Do Ǉou eǀeƌ haǀe tƌouďle falliŶg ďaĐk asleep ǁheŶ Ǉou ǁake up 
iŶ the ŵiddle of the Ŷight?͟ 

CoŶĐlusioŶ 
Youƌ ĐoŶǀeƌsioŶ ƌates aŶd pƌofits ƌest eŶtiƌelǇ oŶ Ǉou holdiŶg Ǉouƌ ƌeadeƌs’ iŶteƌest aŶd keepiŶg 

them reading right to the end of each email. The good news is that you just discovered 20 proven 

ways to keep readers hooked and reading. Just be sure not to cherry-pick through these ideas. 

IŶstead, iŵpleŵeŶt as ŵaŶǇ as possiďle, aŶd I ďet Ǉou’ll see soŵe great results! 

Bottom line: mix things up, as the variety will keep people reading (and coming back for more). 
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CƌitiĐal Mistakes That Kill Eŵail Results 

& Hoǁ to Aǀoid MakiŶg Theŵ 
It’s a pƌoďleŵ as old as eŵail ŵaƌketiŶg itself: a pooƌlǇ ƌespoŶdiŶg list. Sometimes marketers 

struggle to get clicks, they struggle to get people to open their emails, and they struggle to get 

readers to take definite action (such as purchasing a product). 

Why does this happen? 

There are actually quite few mistakes that can kill your results. Are you making one or more of 

these ŵistakes too? Read oŶ to fiŶd out… 

Mistake ϭ. SettiŶg IŶĐoƌƌeĐt EǆpeĐtatioŶs 
From the very moment someone lands on your landing page or even reads the very first email you 

send, you should be telling them what to expect. 

Specifically, this includes: 

 What kind of content they can expect to receive. Promos? Special discounts and 

otheƌ deals? ͞Hoǁ to͟ iŶstƌuĐtioŶal ĐoŶteŶt? Fƌeeŵiuŵs? Cuƌated ĐoŶteŶt? “oŵe 
combination of these? Whatever it is, let your readers know upfront what they get.

 Hoǁ ofteŶ theǇ’ll ƌeĐeiǀe ĐoŶteŶt. People doŶ’t ŵiŶd gettiŶg fƌeƋueŶt ĐoŶteŶt, as 
long as they know to expect it. However, what is a problem is if you email 

iŶfƌeƋueŶtlǇ, suĐh as less thaŶ oŶĐe peƌ ǁeek. If Ǉou doŶ’t get iŶ touch on a regular 

ďasis, Ǉouƌ suďsĐƌiďeƌs aƌe goiŶg to foƌget aďout Ǉou. That ŵeaŶs theǇ’ll do 
business with your competitor who reaches out to them more frequently.

Mistake Ϯ. RepuƌposiŶg Youƌ List 
“oŵe eŵail ŵaƌketeƌs doŶ’t see ŵuĐh of a ƌespoŶse fƌoŵ their lists, so they repurpose it. In other 

ǁoƌds, theǇ staƌt seŶdiŶg ĐoŶteŶt that ǀiolates theiƌ ƌeadeƌs’ eǆpeĐtatioŶs. This is a ŵistake that 
will kill your results. 

Foƌ eǆaŵple, ŵaǇďe Ǉou’ǀe told Ǉouƌ list theǇ’ll ƌeĐeiǀe ͞ĐoŶteŶt aŶd tips͟ oŶĐe a ǁeek. But then 

you start hammering them with promos once a day. 

Or maybe you have a bodybuilding list that started off focusing on specific lifts, but now focuses 

alŵost eǆĐlusiǀelǇ oŶ ŶutƌitioŶ. You’ƌe likelǇ to see Ǉouƌ ĐoŶǀeƌsioŶs dƌop, ďeĐause ĐuƌƌeŶt 
subscribers primarily signed up to get lifting info, not nutrition info. 

So how do you fix this? 

OďǀiouslǇ, the fiƌst step is to plaŶ Ǉouƌ list stƌategǇ ĐaƌefullǇ so that Ǉou doŶ’t eŶd up ƌepuƌposiŶg 
it midstream. 

Secondly, if you DO make a major change, then ǁaƌŶ Ǉouƌ ƌeadeƌs. Let theŵ kŶoǁ ǁhat’s ĐoŵiŶg 
for a few weeks before you make the change. Be sure to also change your lead page and welcome 

emails to reflect these changes. 
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Mistake ϯ. SeŶdiŶg UŶtaƌgeted Eŵails 
There are actually two parts to this mistake: 

1. The first part is making the mistake of simply not understanding what your market wants. 

There are three ways to fix this mistake: 

 Do your market research. Find out what your market is already buying, and then 

put similar offers in front of them.

 Survey your list. Find out what their problems are and find out what kinds of 

solutioŶs theǇ’ƌe seekiŶg.

 Test Ǉouƌ offeƌs. If theǇ doŶ’t peƌfoƌŵ, fiŶd aŶ offeƌ that does pƌoduĐe high 
conversions with your list.

2. The second part is making the mistake of not segmenting your list. You can fix this problem 

with these steps: 

 Separate your prospect lists from your customer lists. 

 Separate customer lists according to what they purchase. 

 Offer freemiums to your prospects to help you segment by their interests. 

Once you have these micro-taƌgeted lists, Ǉou’ll ďe ďetteƌ aďle to seŶd out taƌgeted ĐoŶteŶt aŶd 
offers that produce high conversion rates. 

Mistake ϰ. CƌaftiŶg Pooƌ SuďjeĐt LiŶes 
Youƌ suďjeĐt liŶes ĐaŶ ŵake oƌ ďƌeak the suĐĐess of eaĐh eŵail Ǉou seŶd. If theǇ’ƌe ďoƌiŶg, 

oǀeƌhǇped oƌ iƌƌeleǀaŶt, people ǁoŶ’t eǀeŶ ďotheƌ to opeŶ Ǉouƌ eŵail. 

You can fix this mistake by applying these tips: 

 Offeƌ a ďig ďeŶefit. Let ƌeadeƌs kŶoǁ ǁhat’s iŶ it foƌ theŵ if theǇ opeŶ the eŵail. 
;E.G., ͞Heƌe’s the #ϭ ǁaǇ to get ŵoƌe tƌaffiĐ…͟Ϳ 

 DoŶ’t oǀeƌhǇpe. It’s okaǇ to ŵake a ďold pƌoŵise if Ǉou ĐaŶ deliǀeƌ ďig-time within 

the eŵail, ďut doŶ’t eǆaggeƌate aŶd hǇpe thiŶgs up. ;Heƌe’s aŶ eǆaŵple of ǁhat 
NOT to do: ͞Hoǁ to Make £ϭ ŵillioŶ iŶ ϰϴ houƌs!͟Ϳ 

 Use social proof. People are more likely to do something if others are doing it too. 

;E.G., ͞FiŶd out ǁhǇ so ŵaŶǇ sŵaƌt executives loǀe this app…͟Ϳ 

Mistake ϱ. IgŶoƌiŶg the Pƌe-Head 
The pre-head is that little bit of text that is shown in the message preview, which is accessible 

before the recipient actually opens the email.  

If the suďjeĐt liŶe gets theiƌ atteŶtioŶ, theŶ theǇ’ll ofteŶ look at the pƌeǀieǁ.  

If the pƌeǀieǁ doesŶ’t hold theiƌ atteŶtioŶ, theǇ’ƌe Ŷot goiŶg to ďotheƌ opeŶiŶg the eŵail to ƌead 
the rest. 

Point is, you need to make the first 100 characters of your email absolutely gripping.  

Tell a stoƌǇ. PƌeseŶt a ďig ďeŶefit. Build aŶtiĐipatioŶ foƌ ǁhat’s ĐoŵiŶg. Make people Đuƌious.  

In short, give people a compelling reason to open your email. 
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Mistake ϲ. MakiŶg the Eŵail aďout You 
One of the ďest ǁaǇs to lose Ǉouƌ ƌeadeƌs’ atteŶtioŶ is to ŵake the eŵail aďout Ǉou. It’s oŶe thiŶg 
to tell a ƌeleǀaŶt stoƌǇ aďout Ǉouƌself, ďut it’s aŶotheƌ thiŶg eŶtiƌelǇ to ŵake the eŶtiƌe eŵail 
about you. When that happens, readers bail out. You can bet they ǁoŶ’t see Ǉouƌ Đalls to aĐtioŶ. 

So how do you avoid or fix this mistake? 

Theƌe’s aĐtuallǇ a siŵple ͞ƋuiĐk aŶd easǇ͟ ǁaǇ to eŶsuƌe Ǉou’ƌe ŵakiŶg Ǉouƌ eŵail aďout Ǉouƌ 
ƌeadeƌs aŶd Ŷot Ǉouƌself. “iŵplǇ take a look at hoǁ ŵaŶǇ tiŵes Ǉou use ǁoƌds like ͞Ǉou͟ ǀersus 

hoǁ ŵaŶǇ tiŵes Ǉou use ǁoƌds like ͞I͟ oƌ ͞ŵe.͟ 

HINT: You should use the ǁoƌd ͞Ǉou͟ MUCH ŵoƌe fƌeƋueŶtlǇ 
thaŶ ǁoƌds like ͞I͟ oƌ ͞ŵe.͟ You should ďe usiŶg the ǁoƌd ͞Ǉou͟ 

about three times more often than self-referential words. 

Mistake ϳ. OffeƌiŶg a Weak Call to AĐtioŶ 
Your subscribers can be hooked & engaged throughout your entire email, but you can still blow it 

at the end by having a poor, or even worse NO, call to action. 

You see, people doŶ’t ĐliĐk oŶ a ďuttoŶ oƌ liŶk just ďeĐause it’s ƌight iŶ fƌoŶt of their face. You need 

to do two things: 

1. Tell them specifically to click on that link. 

2. Give them a good reason to click now. 

Foƌ eǆaŵple: ͞CliĐk heƌe Ŷoǁ to take adǀaŶtage of this speĐial 5Ϭ% off pƌiĐiŶg 
– ďut huƌƌǇ, this offeƌ eŶds toŵoƌƌoǁ!͟ 

 

Use this section as a checklist of mistakes to avoid the next time you send out an email & checkout 

how your conversion rate improves! 
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Hoǁ to Optiŵise Youƌ CliĐk Thƌough Rate ;CTRͿ 
You’ƌe daŶgliŶg Ǉouƌ liŶk iŶ fƌoŶt of Ǉouƌ eŵail suďsĐƌiďeƌs like a juiĐǇ carrot. But no one is biting. 

You’ƌe Ŷot gettiŶg the ĐliĐks. 

Why not? 

There are a lot of factors that come into play, such as not putting a targeted offer in front of the 

audieŶĐe. But if that’s Ŷot the pƌoďleŵ, theŶ ĐhaŶĐes aƌe Ǉouƌ Đall to aĐtioŶ is ďƌeaking one of 

these thƌee ĐaƌdiŶal ƌules. Take a look… 

Rule ϭ. Cƌeate UƌgeŶĐǇ 
Youƌ goal is to get people to ĐliĐk RIGHT NOW. BeĐause if Ǉou doŶ’t Đƌeate uƌgeŶĐǇ, theŶ people 
will simply put it off until later. 

Later after work. After making dinner. After puttiŶg the kids to ďed. Afteƌ this TV shoǁ. Afteƌ… 

You kŶoǁ ǁhat happeŶs? The ͞afteƌs͟ keep piliŶg oŶ. PƌettǇ sooŶ Ǉouƌ offeƌ is ƌeallǇ loǁ oŶ the 
priority list. And eventually your prospect totally forgets aďout Ǉou. That’s ǁhǇ Ǉou Ŷeed to get 
the click before your prospect closes your email. 

Heƌe aƌe thƌee ǁaǇs to do it… 

#1. Create a limited time offer. 

One of the best ways to create urgency is to create an urgent offer, which is one with a 

quickly approaching deadline. This might be a time- or quantity-limited offer. 

For example: 

 Be oŶe of the fiƌst ϵϵ people to aĐt Ŷoǁ, aŶd Ǉou’ll get a fƌee ĐopǇǁƌitiŶg 
ĐoŶsultatioŶ. That’s a £ϯϱϬ ǀalue that’s Ǉouƌs fƌee ǁheŶ Ǉou joiŶ this site!

 Hurry, this 50% off coupon expires in three days, so click here to activate your 

discount now!

 This class only has seating for 150 people, so click her to join now before all seats 

are gone!

#2. Offer a visual representation to create urgency. 

Putting a countdown timer next to your call to action can really boost conversions. Here 

are two ways to use this countdown timer: 

 Count the number of days, hours, minutes and seconds left to take advantage of a 

good deal. Be sure to have the seconds ticking down, as that animation is what 

provides a sense of urgency.

 Count the number of people who can still take advantage of an offer. For example, 

͞The Ŷeǆt ϵ people ǁho oƌdeƌ Ŷoǁ ǁill get a gƌeat deal…͟

You can also use a timer or ticker that counts UP. One example is a dime sale, where the price 

goes up by a dime, a quarter or even a dollar every time someone makes a purchase. This creates 

urgency because the prospect needs to buy right now to lock in the lowest price, as the ticker 

shows that the price is continuously rising. 
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#3. Use words that create urgency. 

EǀeŶ if Ǉou doŶ’t have a limited-time or limited-quantity offer, you can still create urgency 

by using time-sensitive words. 

For example: 

 AĐt Ŷoǁ…

 Oƌdeƌ todaǇ…

 Get Ǉouƌs ƌight aǁaǇ…

Rule Ϯ. Giǀe People a ReasoŶ to CliĐk 
In addition to creating urgency, your call to action needs to tell people why they should click. 

Specifically, what will they get? What happens if they take action? Or, alternatively, what happens 

if they do NOT take action? 

Example of what happens if they take action? 

Click here now to get instant access to this video, which shows you the secrets of 

getting a lean, strong, healthy body. 

Eǆaŵple of ǁhat happeŶs if theǇ doŶ’t take aĐtioŶ? 

If Ǉou Đhoose to do ŶothiŶg, toŵoƌƌoǁ Ǉou’ll ǁake up aŶd still hate ǁhat Ǉou see ǁheŶ 
Ǉou look iŶ the ŵiƌƌoƌ. You’ll see the love handles. The thunder thighs. The fat flapping 

underneath your arms. Or you can choose to finally create a healthier version of 

Ǉouƌself ďǇ ĐliĐkiŶg heƌe… 

While a lot of people use the ͞Ŷegatiǀe͟ appƌoaĐh ;i.e. ͞What happeŶs if theǇ doŶ’t take aĐtioŶ͟Ϳ 
because it tends to get better results, I personally prefer to staǇ ͞positiǀe͟ aŶd shaƌe the ďeŶefits 
of taking action. 

Eitheƌ ǁaǇ … do Ǉou see hoǁ that ǁoƌks?  

Youƌ Đall to aĐtioŶ tells people ǁhat to do ;͞ĐliĐk heƌe͟Ϳ, & then gives them a good reason to do it. 

Rule ϯ. BeŶd the Rules 
The ǁoƌld’s ďest ŵaƌketeƌs didŶ’t folloǁ foƌŵulas. IŶstead, theǇ pioŶeeƌed theiƌ oǁŶ stƌategies. 
They blazed their own trials. They tried things that other people claimed would never work. 

And you know what? 

If you want to be successful too, sometimes you have to throw the rule book away and try 

something new. 

For example, one of the big rules of copywriting is to write in the second-

peƌsoŶ poiŶt of ǀieǁ ;POVͿ. This ŵeaŶs usiŶg the ǁoƌd ͞Ǉou͟ a lot, ǁhiĐh 
creates reader-oriented copy. 

However, some marketers have discovered that switching to a first-person point of view (using the 

ǁoƌd ͞I͟ oƌ ͞ŵe͟Ϳ oŶ the Đall to aĐtioŶ ďuttoŶ ĐaŶ ďoost ĐoŶǀeƌsioŶs. 

So in other words, the main copy retains the second person POV language, but the call to action 

(and ONLY the call to action) uses first-person POV language. 
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For example: 

 Send Me This Exciting Report!

 I Want In!

 “hoǁ Me Hoǁ to Get RiĐh! Noǁ heƌe’s the keǇ to all of us…

Test everything. 

If Ǉou’ƌe goiŶg to ďeŶd the ƌules, theŶ Ǉou Ŷeed to tƌaĐk aŶd test Ǉouƌ ƌesults to see if Ǉouƌ ͞ƌule 
ďeŶdiŶg͟ is haǀiŶg a positiǀe iŵpaĐt. Most eŵail seƌǀiĐe pƌoǀideƌs giǀe Ǉou the oppoƌtuŶitǇ to test 
and track your email results, such as counting the number of people who click on your links. 

IŶ SuŵŵaƌǇ 
For many decades, marketers have been studying consumer behaviour to find out what makes 

them take action.  

Things like creating urgency and offering benefits are two proven methods that you can use to 

ďoost Ǉouƌ ĐoŶǀeƌsioŶ ƌates too. But doŶ’t ďe afƌaid to bend the rules from time to time too, 

because you might just be surprised by your own conversion rates! 
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Youƌ Guide to CƌeatiŶg a ϯ-Paƌt Eŵail Seƌies 
That SuďsĐƌiďeƌs EŶjoǇ & EŶgage With 

One of the best ways to improve your conversion rates for a particular promo is by sending a 

seƌies of eŵails. Heƌe’s ǁhǇ: 

People usuallǇ doŶ’t ďuǇ soŵethiŶg the fiƌst tiŵe theǇ heaƌ aďout it. So when you reach out 

multiple times, you increase their desiƌe foƌ the pƌoduĐt… aŶd Ǉouƌ ĐoŶǀeƌsioŶ ƌates iŶĐƌease. 

Multiple emails give you multiple chances to reach prospects. Not every prospect reads every 

email you send. So when you send out several around the same promo, you get more people 

seeing that promo. That means higher conversions rates. 

So how do you grab these benefits for yourself? Simple: by following this three-step guide to 

creating an effective three-paƌt eŵail seƌies. Take a look… 

Step ϭ: Choose a TƌeŶdiŶg TopiĐ 
The first step is to choose an in-deŵaŶd topiĐ that’s alƌeadǇ tƌeŶdiŶg iŶ Ǉouƌ ŶiĐhe. 

Choosing an in-demand topic means your readers are already interested in it, which is a good 

thiŶg. ChoosiŶg oŶe that’s tƌeŶdiŶg ŵeaŶs that interest is continuing to climb. A trending topic 

also lets you jump into the conversation that your prospects are already having with others. 

Noǁ heƌe’s the keǇ, of Đouƌse: this tƌeŶdiŶg topiĐ Ŷeeds to ďe relevant to ǁhateǀeƌ it is that Ǉou’ƌe 
selliŶg. Foƌ eǆaŵple, if Ǉou’ƌe iŶ the ǁeight loss ŵaƌket, Ǉou ŵight talk aďout a Ŷeǁ diet that’s 
getting a lot of buzz. 

Heƌe’s hoǁ to find these hot topics: 

 Check the news. Big media agencies spend a lot of time and money figuring out 

ǁhat topiĐs ǁill attƌaĐt iŶteƌest, so theǇ’ƌe ofteŶ the fiƌst souƌĐe of tƌeŶdiŶg topiĐs.

 “ee ǁhat’s tƌeŶdiŶg iŶ ŶiĐhe ĐoŵŵuŶities. Check out blogs, Facebook groups, 

LinkedIn groups and other communities in your niche. Then take note of which 

topics get a lot of discussion, likes and shares.

 FiŶd out ǁhat’s selliŶg. Check marketplaces like Amazon and Clickbank.com to see 

what sorts of topics people are buying. If theǇ’ƌe alƌeadǇ ďuǇiŶg iŶfoƌŵatioŶ oŶ a 
speĐifiĐ topiĐ, that’s a daƌŶ good sigŶ that theǇ’ƌe eageƌ to kŶoǁ ŵoƌe aďout it.

 Check Google Trends. This will give you an idea of whether interest in a topic is 

increasing. (See www.google.com/trends.)

 Check social media. Sites like Twitter and Facebook let you ĐheĐk ǁhat’s tƌeŶdiŶg 
in your niche.

Step Ϯ: OutliŶe Youƌ Eŵails 
Once you select your topic, then you need to outline three emails around this topic.  

One good way to do this is by offering three separate steps, tips, secrets, ways or ideas. 

For example: 

 Three Ways to Boost Your Metabolism
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 The Easy Three-Step Process for Creating a Three-Part Email Series 

 The Three Secrets of Retiring With £1 Million In The Bank

 Three Awesome Kitchen Remodelling Ideas For Under £250

 The Three Warning Signs of a Heart Attack That You Should Never Ignore

Keep in mind that each email should range from about 400 to 600 words. So choose tips, steps, or 

secrets that you can cover somewhere within this word range. 

Once you knoǁ ǁhat thƌee steps, tips oƌ seĐƌets Ǉou’ll Đoǀeƌ iŶ eaĐh eŵail, theŶ it’s tiŵe to get 
ǁƌitiŶg. WhiĐh ďƌiŶgs us to the fiŶal step… 

Step ϯ: Solǀe Paƌt of Youƌ PƌospeĐt’s Pƌoďleŵs 
Each email you send should do two things: 

1. It should provide useful information to your readers. This first part is where you 

impress your readers by giving them good content that helps solve their problems. 

2. It should promote a paid product. This is the part where you benefit. 

So how do you strike a balance between content and pitch? 

 Heƌe’s the fiƌst seĐƌet: “eŶd aŶ eŵail that’s at least ϳϱ%-90% content, with the rest 

of it being focused on your promotion.

 Heƌe’s the seĐoŶd seĐƌet: The ĐoŶteŶt poƌtioŶ should ďe useful Ǉet iŶĐoŵplete. 
That means that you should help solve PART of your ƌeadeƌs’ pƌoďleŵ, ďut theǇ 
need to order your product in order to solve the rest of their problem. In essence, 

your free content should naturally and seamlessly lead to the paid product.

For example: 

 You send out a three-step process for setting up a blog. You then promote a set of 

blog themes and plugins at the end of each email.

 You create a series that shares three tips for losing weight. You then sell your full 

dieting course at the end of each email.

 You create an email series that shows people how to set up a successful Facebook 

ad ĐaŵpaigŶ. You theŶ offeƌ Ǉouƌ ͞doŶe foƌ Ǉou͟ ĐaŵpaigŶ-management service at 

the end of each email.

You get the point. Your email solves part of the problem, which naturally leads to the product that 

solves the rest of the problem. 

SuŵŵaƌǇ 
Are you ready to boost your conversion rates, make more sales and enjoy more profits from your 

database of contacts? Then use this strategy for sending three-paƌt eŵail seƌies. It’s as siŵple as: 

Choosing a Trending Topic 

Deciding What to Write About 

Solving Part of a Problem 

This is a tried and true formula that’s worked for countless business owners, and I know it will 

work for you too. So put it to work for yourself as soon as possible & let me know what kind of 

results you get!   



Focus On: eMail Marketing Workshop 

Page 37 

Hoǁ to Plug AŶǇ LeakǇ Calls to AĐtioŶ! 
Note: Much of what you will read in this section is a 

restatement of some of the core concepts from throughout the 

Đouƌse… ǁith a feǁ additioŶal ideas. This paƌtiĐulaƌ seĐtioŶ is 
desigŶed to seƌǀe as aŶ ͞audit͟ foƌ Ǉou to ƌeview your emails & 

to see if you have any of leaks that need plugging BEFORE you 

send them out to your list. 

Your call to action can make or break the success of your email. A good call to action can boost 

conversion rates and profits. On the other hand, a ͞leakǇ͟ Đall to aĐtioŶ dilutes ĐoŶǀeƌsioŶs aŶd 
creates disappointing sales numbers. 

“o hoǁ do Ǉou plug up these leaks aŶd ďoost Ǉouƌ ĐoŶǀeƌsioŶ ƌates? CheĐk out these seǀeŶ ǁaǇs… 

ϭ. Pƌoŵote Just OŶe Iteŵ Peƌ Eŵail 
If you have multiple calls to action for multiple products, people are just going to throw their 

haŶds iŶ the aiƌ iŶ fƌustƌatioŶ. TheǇ pƌoďaďlǇ ǁoŶ’t ĐliĐk oŶ aŶǇthiŶg at all. Youƌ ĐoŶǀeƌsioŶ ƌate 
will plummet. 

Focus, grasshopper. 

If you really want to ramp up your conversion rate, then focus on promoting just ONE product, 

service or other item per email. Then write your entire email around the goal of getting people to 

click on that singular offer. 

Hoǁeǀeƌ… 

Ϯ. Do Repeat Youƌ Call to AĐtioŶ WithiŶ the Eŵail 
EǀeŶ though Ǉou’ƌe pƌoŵotiŶg just oŶe offer within a single email, you can boost your conversion 

rates by inserting your call to action multiple times within each email. 

For example, you might place your first call to action about one-half to three-

quarters of the way through the email, and then place the second call to 

action right at the end. Another example: your first call to action might 

appear near the end, and then you might drop your second call to action in 

the postscript (P.S.) of your email. 

Why do this? 

Because when your reader first encounters your call to action, they might not yet be ready to click. 

Then you offer them some additional information – perhaps you provide another benefit or even 

overcome an objection – at which point you repeat the call to action and drop a link. This time 

Ǉouƌ ƌeadeƌ ĐliĐks, aŶd he’s ƌeadǇ to take aĐtioŶ ďeĐause Ǉou’ǀe ƌeiŶfoƌĐed Ǉouƌ Đall to aĐtioŶ. 
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ϯ. Giǀe People The What, WhǇ aŶd Hoǁ 
WheŶ people aƌƌiǀe at Ǉouƌ liŶk, theǇ’ƌe Ŷot autoŵatiĐallǇ goiŶg to ĐliĐk it. You Ŷeed to tell theŵ 
exactly what you want them to do, which is your call to action. In fact, you need to give the What, 

Why and How. 

Specifically, each call to action should cover these three questions: 

What do you want prospects to do? E.G., purchase a product. 

Why should they do it? E.G., beĐause theǇ’ll get a gƌeat ďeŶefit. 

How should they do it? E.G., they need to click a link to get started. 

For example: 

 Click this link right now to save 50% off your membership!

 Pick up the phone and call now to find out how you to lose ten pounds!

 Get better rankings in Google by claiming your free SEO app below – just fill out the 

foƌŵ aŶd Ǉou’ll get iŶstaŶt aĐĐess to the app!

ϰ. Use Tiŵe-SeŶsitiǀe Woƌds to Cƌeate UƌgeŶĐǇ 
One really good way to give your conversion rate a lift is by creating a sense of urgency around 

Ǉouƌ Đall to aĐtioŶ. OďǀiouslǇ, this is easǇ to do ǁheŶ Ǉou’ƌe eǆteŶded a liŵited-time offer. 

But what if there is no limit on the offer? 

Turns out you can still create a sense of urgency, simply by using time-seŶsitiǀe ǁoƌds like ͞Ŷoǁ,͟ 
͞huƌƌǇ,͟ aŶd ͞todaǇ.͟ These tiŵe-sensitive words serve as natural triggers that stir up a perceived 

sense of urgency. And that means a better conversion rate for you. 

For example: 

 Join today to discover these weight loss secrets for yourself!

 Click here now to download your copy, and you too will soon have a well-trained 

puppy!

 Hurry, click here to learn this amazing traffic-generation strategy!

 DoŶ’t delaǇ—ĐliĐk heƌe ƌight Ŷoǁ to fiŶd out ǁhat the ǁoƌld’s top Ŷatuƌal 
bodybuilders know about winning competitions!

 DoŶ’t eǀeŶ thiŶk aďout ďuǇiŶg a Đaŵeƌa uŶtil Ǉou ƌead this ƌepoƌt! CliĐk heƌe Ŷoǁ 
to doǁŶload Ǉouƌ ĐopǇ…

ϱ. ChaŶge Up Youƌ WoƌdiŶg 
Take a look at the Đalls to aĐtioŶ iŶ Ǉouƌ ŶiĐhe, aŶd Ǉou’ll ƋuiĐklǇ ŶotiĐe that ŵaŶǇ of theŵ aƌe 
downright boring.  

Submit? Join? Sign Up? Register? All big yawns, and all very outdated. 

ThiŶk aďout this foƌ a ŵoŵeŶt… 

Your lead page or sales page is probably full of passion and excitement, right?  

So tacking a boring call to action at the end is like snuffing out a flame. 
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For example, perhaps you make bold claims like this: 

Discover the secrets of starting a six-figure business! 

But then your call to action says this: 

Sign up now! 

“igŶ up Ŷoǁ? It’s Ŷot eǆaĐtlǇ a gaŵe-changer, is it? 

“o heƌe’s the poiŶt… 

Be sure your call to action matches the enthusiasm and flavour of your copy. Change up the 

words. You might even use the first-person point of view when writing the call to action. 

Here are three examples of changing up the wording: 

 Show Me the Money!

 Heck Yeah, I Want In!

 I’ŵ Ready to Rock a New Body!

ϲ. Set Ǉouƌ Call to AĐtioŶ Apaƌt 
Heƌe’s the keǇ to pluggiŶg up a Đall to aĐtioŶ liŶk: doŶ’t ďuƌǇ the liŶk aŶd Đall to aĐtioŶ iŶ a 
paragraph. Instead, set them apart from the rest of the content. 

Here are two examples of ways to do it: 

 Put the call to action and link on a separate line. That way, even skimmers will 

notice it.

 Put the call to action on an attention-getting button, and set this button apart from 

the content. Again, this is very eye catching.

ϳ. PuttiŶg Youƌ Call to AĐtioŶ iŶ the Right PlaĐe 
If Ǉou put Ǉouƌ fiƌst Đall to aĐtioŶ too eaƌlǇ iŶ Ǉouƌ eŵail, people ǁoŶ’t ĐliĐk it. That’s ďeĐause Ǉou 
haǀeŶ’t ďuilt up ǀalue foƌ the offeƌ oƌ eǆplaiŶed eŶough of the ďeŶefits. 

But, you still need to have two opportunities for your readers to click. 

“o heƌe’s a haŶdǇ little ƌule of thuŵď foƌ Ǉou… 

Dƌop the fiƌst Đall to aĐtioŶ aŶd liŶk afteƌ Ǉou’ǀe shaƌed at least ϳϱ% of the ďeŶefits, aŶd theŶ 
ƌepeat the liŶk aŶd Đall to aĐtioŶ Ŷeaƌ the eŶd of Ǉouƌ eŵail. That ǁaǇ, Ǉou’ǀe pƌeseŶted enough 

of the benefits for people to make their buying decision, so some will click that link. Others will 

read the last few lines before clicking the second call to action. 

CoŶĐlusioŶ 
Before you started reading this, you probably knew the importance of having a strong call to 

action. And now you also know how to plug up the leaks that are diluting your click-through and 

conversion rates.  

So set aside some time right away to review your existing emails and calls to action, and look for 

ways to improve them usiŶg the tips Ǉou just leaƌŶed. I thiŶk Ǉou’ll like Ǉouƌ ƌesults! 
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AppeŶdiǆ ϭ: Youƌ ϳ-Step CheĐklist foƌ WƌitiŶg the 
PeƌfeĐt Call to AĐtioŶ iŶ EǀeƌǇ Eŵail You SeŶd 
WheŶ ǁƌitiŶg effeĐtiǀe Đalls to aĐtioŶ iŶ Ǉouƌ eŵails, it’s easǇ to skip oǀeƌ a step oƌ a key point. 

That’s ǁhǇ Ǉou’ll ǁaŶt to use this haŶdǇ seǀeŶ-step ĐheĐklist guide to eŶsuƌe Ǉou’ƌe ǁƌitiŶg Đalls 
to action that get great results. 

Step ϭ. Be Suƌe Youƌ IŶstƌuĐtioŶs Aƌe SpeĐifiĐ 
DoŶ’t ŵake aŶǇ assuŵptioŶs aďout ǁhetheƌ Ǉouƌ pƌospeĐts kŶoǁ hoǁ to do something. 

For example :If you want them to place an order, then tell them HOW to 

oƌdeƌ. Do theǇ… 

 Click a link?

 Fill out a form?

 Pick up the phone to call you?

 Send a check?

E.G., ͞Get staƌted ǁith Ǉouƌ oƌdeƌ ďǇ ĐliĐkiŶg heƌe…͟ 

IŶ shoƌt, doŶ’t just tell people to take aĐtioŶ. IŶstead, ďe very specific about how they should take 

action. 

Step Ϯ. CheĐk That Youƌ Call to AĐtioŶ is Cleaƌ 
Your goal is to provide a clear, succinct call to action. 

You see, heƌe’s the thiŶg… 

If takiŶg aĐtioŶ souŶds like it’s difficult, then people ǁoŶ’t do it. 

That’s ǁhǇ Ǉouƌ Đall to aĐtioŶ geŶeƌallǇ oŶlǇ lists the step theǇ Ŷeed to take NEXT, suĐh as ĐliĐkiŶg 
aŶ oƌdeƌ. You doŶ’t pƌoǀide iŶstƌuĐtioŶs foƌ ǁhat Đoŵes afteƌ, because then your call to action will 

be all muddied up. Worse yet, taking action will appear difficult, and that will destroy your 

conversion rate. 

Foƌ eǆaŵple: ͞CliĐk heƌe to get Ǉouƌ ĐopǇ of this ďodǇďuildiŶg ǀideo ƌight 
Ŷoǁ!͟ 

That’s Đleaƌ aŶd it’s suĐĐiŶĐt. 

Now check out this example of what NOT to do: 

͞CliĐk heƌe to go to the oƌdeƌ foƌŵ, aŶd theŶ fill out Ǉouƌ Ŷaŵe, addƌess aŶd 
credit card number. Click the buy button. Wait for the confirmation email. 

CliĐk the liŶk iŶside Ǉouƌ ĐoŶfiƌŵatioŶ eŵail, aŶd Ǉou’ll get iŶstaŶt aĐcess to 

this ďodǇďuildiŶg ǀideo!͟ 

See the difference? 

The first example is clear about what the prospect needs to do next, but in order to remain clear it 

doesŶ’t go iŶto detail. The seĐoŶd eǆaŵple is uŶĐleaƌ, ĐoŶǀoluted, aŶd it just plaiŶ souŶds haƌd. 
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As you craft your call to action, ask yourself: 

 Are the instructions clear?

 Are the instructions succinct?

 Do I focus on the immediate next step I want prospects to take? 

Step ϯ. EŶsuƌe You Giǀe People a ReasoŶ to Take AĐtioŶ 
In the last step you told people what you want them to do. Now you need to give them a good 

ƌeasoŶ to take that paƌtiĐulaƌ aĐtioŶ…why they should do it. 

Ask yourself these questions: 

 What are the main benefits people will receive if they take action?

 What kind of results might they expect?

 What negative consequences might happen if they do NOT take action?

 What are other reasons they should take action?

OŶĐe Ǉou’ǀe thoughtfullǇ aŶsǁeƌed those ƋuestioŶs, theŶ Ǉou ĐaŶ iŶjeĐt a ͞ƌeasoŶ ǁhǇ͟ iŶto Ǉouƌ 
call to action. 

Foƌ eǆaŵple: ͞CliĐk heƌe to order now, because a slimmer, healthier you is 

ƌight aƌouŶd the ĐoƌŶeƌ!͟ 

Step ϰ. Cƌeate a SeŶse of UƌgeŶĐǇ 
People ǁill pƌoĐƌastiŶate if Ǉou let theŵ, aŶd that ŵeaŶs theǇ ǁoŶ’t ĐliĐk aŶd theǇ ǁoŶ’t ďuǇ. 
That’s ǁhǇ Ǉou Ŷeed to Đƌeate a seŶse of uƌgeŶĐǇ. Ask yourself these questions to help you decide 

how to create this sense of urgency: 

 Is the main product or service limited in any way? (e.g. You can only take on four 

coaching ĐlieŶts at this tiŵe…Ϳ

 Are you offering a special offer in the form of a discount?

 Are you offering a special offer in the form of a bonus product or service?

 Are you making a time-limited offer, like a discount that will expire in a few days?

 Are you making a quantity-liŵited offeƌ, suĐh as a ďoŶus that’s oŶlǇ aǀailaďle to the 
first 200 customers?

 Will Ǉouƌ pƌospeĐts eǆpeƌieŶĐe aŶǇ soƌt of uŶpleasaŶt ĐoŶseƋueŶĐe if theǇ doŶ’t 
order now, such as a shipping delay?

 Is there any other way to inject urgency into the offer?

For Example: Click here to order right now in order to guarantee delivery by 

December 25th! 

EǀeŶ if Ǉou ĐaŶ’t Đƌeate ƌeal uƌgeŶĐǇ, Ǉou ĐaŶ still Đƌeate a seŶse of uƌgeŶĐǇ ďǇ usiŶg tiŵe-sensitive 

words.  For example: 

 Act now

 Hurry

 Right now

 Today
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 Right away

 Ends soon

 Offer could end at any time

 HuƌƌǇ ďefoƌe it’s goŶe foƌ good

Example: Hurry and click here to order this amazing cookbook! 

Step ϱ. Set the Call to AĐtioŶ aŶd LiŶk Apaƌt 
This step is very simple: separate your call to action and link or button on a separate line from the 

rest of your text. This makes the link or ďuttoŶ staŶd out, ǁhiĐh iŶ tuƌŶ gets Ǉouƌ pƌospeĐts’ 
attention. 

Step ϲ. Make Suƌe Youƌ LiŶk Woƌks 
We’ǀe all seeŶ those ͞ǁhoops, heƌe’s the ĐoƌƌeĐt liŶk͟ eŵails. DoŶ’t ŵake that mistake. 

Save embarrassment by following these steps instead: 

 Clear your cache. (Important!)

 Click on your links to be sure they work.

 Follow all the way through the process (such as the order form) to be sure all links, 

scripts and processes work.

 Check the links and pages on your other devices (e.g., see how they look on your 

phone).

 Ask a couple friends to check your links and pages as well.

Step ϳ. Test Multiple VeƌsioŶs 
If Ǉou folloǁed all the steps aďoǀe, theŶ Ǉou’ƌe goiŶg to haǀe a pƌettǇ daƌŶ good Đall to aĐtioŶ. 
Hoǁeǀeƌ, theƌe is alǁaǇs ƌooŵ foƌ iŵpƌoǀeŵeŶt. That’s ǁhǇ Ǉou’ll ǁaŶt to tƌaĐk aŶd test Ǉouƌ 
calls to action to see if you can boost your conversion rate. 

Follow these steps: 

 Check if your email service provider offers testing tools. Most major providers 

(such as Aweber) let you split your list into two groups and test the responses.

 DeĐide ǁhiĐh ONE faĐtoƌ Ǉou’ƌe goiŶg to test. This ŵight ďe: 

 The call to action text.

 The colour of the button. 

 The design of the button. 

 Using a link instead of a button. 

 Using a different link (e.g., direct link versus TinyUrl-style link). 

 The font colour of the call to action. 

 The font style of the call to action. 

 The font size of the call to action. 

 Create two versions of your email that are exactly identical except for the ONE 

faĐtoƌ Ǉou’ƌe testiŶg.
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 Randomly split your email list into two groups.

 Send your two different versions of your email to these two groups.

 Look at the data to see if one version gave you a significantly better click-through 

rate. The higher-converting version is called the control.

 Rinse and repeat with a different version to test against your control.

 Rinse and repeat with different factors to improve your conversion rate.

SuŵŵaƌǇ 
You can use this checklist to double check your current calls to action in your email campaigns, 

espeĐiallǇ those that ĐuƌƌeŶtlǇ aƌeŶ’t peƌfoƌŵiŶg ǀeƌǇ ǁell.  

NatuƌallǇ, Ǉou’ll ǁaŶt to ĐoŶsult this list ďefoƌe Ǉou Đƌeate Ǉouƌ Ŷeǆt eŵail. 

You might even want to print this off so the information is at your fingertips.  

Whatever you do, just be sure to use this info (over and over again), because it can really boost 

your conversions and profits! 
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AppeŶdiǆ Ϯ: A ϱ Paƌt eMail Seƌies That Pƌoŵotes 
a PƌofessioŶal BusiŶess CoaĐhiŶg SeƌǀiĐe 

Eŵail ϭ: Hoǁ ďusiŶess ĐoaĐhes ǁoƌk, aŶd ǁhǇ hiƌiŶg oŶe is 
ofteŶ the ďest thiŶg Ǉou ĐaŶ do to gƌoǁ Ǉouƌ ďusiŶess 
 

Hi {!firstname}, 

It's pretty easy to start an online business. You set up a website, offer your product or services, do 

some basic marketing, and unless you're way off the mark, you should be able to bring in some 

customers in a relatively short period of time.  

Making your business pay the bills is quite another matter, though. 

We've all met highly successful people who just seem to have it all together. They have a great 

business, manage to spend time with their families, and even get a vacation (or two) every year. 

What makes them different from you? Why is their business booming, while yours feels like a 

struggle? How do they manage to get so much done so efficiently? 

The answer, nine times out of ten, is that they have help. I don't mean they outsource their work 

(although they may). What I mean is they have help staying focused, on target, and clearly 

envisioning their goals and the path to achieve them.  

In short, they have a coach.  

Just like your high-school track team had a coach to help them run better, faster, and more 

efficiently, a business coach helps entrepreneurs improve their workflow, market more effectively, 

and build a stronger business.  

Some things you can work on with a coach include: 

 Focus. If you struggle to stay on task and have dozens of projects almost finished, a 

coach can help you get to the finish line.  

 Market analysis. Data is critical to your success. Who visits your website? Which 

pages get the most attention? What are your conversions rates? The answers to 

these questions (and more) are the key to improving your sales. A coach will help 

you figure out what's important and what's not.  

 Fresh eyes. When you're immersed in your business (and we all are) it can be 

difficult to see where the problems - and solutions - lie. A coach serves as an 

impartial 3rd party who can oftentimes see trouble where you don't, and 

opportunities you've missed.  

Why does this method work? Well, it's twofold, really. First, we place a much higher value on that 

which we pay for. If you're paying a coach, you'll be more inclined to listen to - and carry out - his 

or her instructions. Not only that, but because your coach is generally someone you admire, but 

not necessarily your friend, you're less likely to want to disappoint them with your lack of action. 

Finally, your coach has more knowledge than you do, and is able to see clearly where you need to 

take action. Left on your own, you might spend months or years with the trial and error method, 
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just to arrive at the same place a well-trained coach can help you achieve in a much short 

timeframe.  

Think you might like to hire a business coach? Stick around for my next email, and I'll let you know 

what you absolutely must do before you even consider hiring one. 

See you next time! 

[YOUR NAME AND URL] 

 

Eŵail Ϯ: What Ǉou Ŷeed to do ďefoƌe Ǉou hiƌe a ďusiŶess ĐoaĐh 
to eŶsuƌe Ǉou get the ďest possiďle ƌesults - skip this step aŶd 
Ǉou'ƌe just thƌoǁiŶg ŵoŶeǇ aǁaǇ 
 

Hi {!firstname}, 

Hiring a business coach is often the turning point for new entrepreneurs. It's at this point that 

many of them finally begin to develop the business they've always envisioned, but could never 

quite reach. Their income goes up, their efficiency improves, and their stress levels decrease.  

But if you want to make the most out of your coaching relationship, there are a few things you 

need to take care of first, because proper planning is the key to your future success. 

First, decide which type of coach is best for you, based on where your business is right now. You 

may have heard fantastic things about one particular celebrity coach, but if their market consists 

mostly of higher income entrepreneurs whose businesses far exceed yours, theǇ’ƌe probably not a 

good fit. Instead, look for a coach whose clients more closely match you and your business.  

In addition, choose a coach whose style you like. Just because a particular coach comes highly 

recommended doesn't mean she's a good fit for everyone. If your personalities clash, your 

relationship will be strained, and you'll only wind up feeling more stressed and resentful of your 

time together.  

Next, make sure you enter into any coaching relationship with a clear goal. It would be nice to be 

able to hand a messy box of ideas and half-formed thoughts to your coach and let them sort it out, 

but that's not a very good use of their time (or your money). Better for you to have an end point in 

sight. You might not know how to get there, but if you can see the goal, your coach will be much 

better able to help you achieve it.  

Working with a business coach may very well be the best thing that ever happened to your 

business. Just make sure you take the time and lay a good foundation before you move ahead. 

You'll be much better prepared if you do. 

Next up, I'm going to share my top tips for choosing the right coach for you and your business, so 

stay tuned! 

[YOUR NAME AND URL] 
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Eŵail ϯ: Hoǁ to Đhoose the ĐoaĐh that's ƌight foƌ Ǉou. Theƌe's 
ŵoƌe to it thaŶ just ĐalliŶg up the ĐoaĐh Ǉou ŵet at that 
ĐoŶfeƌeŶĐe last Ǉeaƌ 
 

Hi {!firstname}, 

In the last email, I briefly mentioned choosing a coach that fits your business and personality. 

Today, I want to dig a little deeper into that subject and give you some pointers for finding the 

perfect coach to take your business to the next level. 

There are as many styles of coaching as there are coaches, so it's important to find one that clicks. 

And as with any service professional, perhaps the best way to do that is to try them out. Much as 

you might schedule an initial consolation with a doctor or a lawyer to get a feel for how he or she 

works, you can do the same with a coach. Most offer free consultations where you can get to 

know one another, ask a few questions about goals and how they help their clients to achieve 

them, and maybe what their experience is in your niche. Take advantage of this time, because it's 

the best way to really get to know your coach before spending any money. 

Questions you might ask include: 

 Who do you most enjoy working with and why?  

 How can you help me grow my business?  

 Do you have any case studies you can share from past clients?  

 Can you tell me about a past client what goals you specifically helped them achieve 

and how you did that?  

Of course, before you can schedule a consultation, you need to put together a list of possibilities. 

Simply Googling business coach might give you a list of thousands to choose from, but how do you 

pick the right ones? One way is to ask your colleagues, much as you'd ask for referrals when 

looking for a real estate agent or a babysitter for your kids. Be sure to ask entrepreneurs with 

similar size businesses and in similar markets to get the best response.  

Once you've narrowed your list, consider purchasing a single session just to test the waters, before 

you jump into a long-term commitment.  

Finally, don't be afraid to admit when someone just isn't right for you.  

Not everyone will see your vision, and not all personalities match, so if after your initial 

consolation or even after your first session you don't feel comfortable, say so. Simply let them 

know that while you think she's probably a great coach, you don't think she's right for you.  

Be aware, too, that they might be thinking the same thing. A good coach will speak up if they feel 

that working together is not in your best interest. They might even refer you to someone else. If 

this happens, it's important to remember that it's likely not personal. Your coach is simply using 

their good business sense to do what's right for you, the client.  

Next up, we're going to talk about just what you can expect from your very first coaching session.  

Here's to getting things done with a business coach! 

[YOUR NAME AND URL] 
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Eŵail ϰ: What to eǆpeĐt fƌoŵ Ǉouƌ fiƌst ĐoaĐhiŶg sessioŶ - aŶd 
ǁhat alŵost ĐeƌtaiŶlǇ ǁoŶ't happeŶ! 
 

Hi {!firstname}, 

Welcome back to my short ecourse about finding, hiring, and getting great results with a business 

coach. So far we've talked about what business coaches do and how we can help you focus on a 

goal and achieve greater success in your business, how to find the right coach for you, and how to 

prepare for your first coaching session. Today we'll take a look at that very first session from both 

points of view, so you can go into it knowing exactly what to expect. 

While you'd probably like to jump right in and start making lists and bouncing ideas around, your 

first coaching session will likely be a little more subdued than that. First, your new coach will need 

to learn about your business model, who your market is, and how you serve them. She'll probably 

want to look at your website, ask you questions about how your business has grown, and where 

you see it going in the future.  

You can prepare for this (and save some time) by creating a list ahead of time, including: 

 Short and long-term goals 

 What you struggle with 

 What triumphs you've had in your business 

 Any personal details that will affect your business or how you work together 

 What motivates you - why you started your business in the first place, and why you 

keep it going 

With all that said, you will have a slightly different agenda for your first meeting. You should be 

listening carefully to what your coach says so you can get a feel for how knowledgeable they are 

about your business model and target market, what their experience is both in business and as a 

coach, and if their ethics and morals are in line with your own. It simply makes no sense to partner 

with a coach who advocates a particular system or technique if you find it to be distasteful or it 

goes against your core beliefs. 

Finally, you and your coach should work out a plan for how the coaching will progress. There 

should be a schedule that works for both of you, and you should be left with an assignment of 

sorts to complete before you meet again.  

You'll want to take careful notes, and record your session if possible. Your coach will likely have a 

list of tasks for you to work on before your next session, so make sure you note those as well.  

Now that you've made it through your first coaching session, it's time for the real work to begin. In 

the next lesson, I'll tell you how you can ensure your coaching does its job and helps your business 

grow! 

[YOUR NAME AND URL] 
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Eŵail ϱ: MoǀiŶg foƌǁaƌd - MakiŶg the ŵost of Ǉouƌ ĐoaĐhiŶg 
ƌelatioŶship ďǇ staǇiŶg foĐused aŶd oŶ taƌget - aŶd hoǁ to 
ĐoŶtiŶue to leaƌŶ fƌoŵ Ǉouƌ ĐoaĐh loŶg afteƌ Ǉouƌ aĐtiǀe 
sessioŶs haǀe stopped. 
 

Hi {!firstname} and welcome back to my short ecourse on finding, hiring, and working with a 

business coach.  

I hope you've made some significant strides in your own coach-hiring project, because today I 

want to talk about the most important aspect of any coaching relationship: the effort you put into 

it.  

So many people make the mistake of thinking that simply hiring a coach will solve all their 

problems. It's rather like those people who wish for a magic pill to help them lose weight. As much 

as we want an easy way out, it just doesn't exist. You truly get out of it exactly what you put in. 

For example, your coach will likely help you identify areas that need work, or projects you need to 

tackle to move your business forward. They might advise you to blog more frequently, modernize 

your website, or remove an unflattering picture. It should go without saying that whatever tasks 

they recommend should become a priority on your to-do list. It makes no sense to pay a coach if 

you're not going to follow through, and will only end up frustrating both of you. 

Remember, too, that no one - including your coach - is infallible. Do not just follow blindly along 

with each and every suggestion. If you don't agree with an idea or a direction they recommend, 

then you should discuss it. After all, you still know your business and yourself better than anyone, 

so if you have sound reasons for rejecting a plan, you should listen to your own advice.  

Finally, make sure you take notes during your sessions. If possible, consider recording each call so 

you can refer back to it later or even have it transcribed. You never know when something that 

was mentioned only in passing will spark an idea worthy of pursuing. Plus, going back to reread 

your notes or listen to a recording again just before your next meeting will help refresh your 

memory without wasting time once you're on the line with your coach.  

I hope this short ecourse has answered some of the questions you might have about hiring a 

business coach, and helped you start developing a workable plan for your next coaching 

experience.  

Here's to building a better business! 

[YOUR NAME AND URL] 

P.S. If you're ready to get started with a coach, I'd love to invite you to schedule a complimentary 

15-minute discovery session with me. We'll take a look at your business and together we'll decide 

if working together can help you grow. CLICK HERE to schedule a call today. 

 

 

  

http://www.seeherehow.com/


 

 

Aďout Youƌ Tutoƌ: 
Do you ever wish you could find an easier way to attract new clients? 

If Ǉou’ƌe thiŶkiŶg ͞Yes, I do!͟ Ǉou’ƌe Ŷot aloŶe. MaŶǇ pƌofessioŶal seƌǀiĐe 
providers feel like that because their expertise is in providing the service 

that theǇ’ƌe Ƌualified to pƌoǀide, ƌatheƌ thaŶ iŶ the selliŶg of it. 

But just iŵagiŶe foƌ a seĐoŶd hoǁ gƌeat Ǉou’d feel, hoǁ ŵuĐh happieƌ 
Ǉou’d ďe aŶd hoǁ ŵuĐh ŵoƌe Ǉou’d ďe eaƌŶiŶg if suddeŶlǇ ĐlieŶts ǁere 

seeking you out, rather than you continually having to chase after them. 

If ouƌ paths haǀeŶ’t Đƌossed ďefoƌe, let ŵe iŶtƌoduĐe ŵǇself. I’ŵ Tiŵ Dodd, a foƌŵeƌ Đhaƌteƌed 
accountant and a specialist business workflow consultant. And I help my clients attract new 

business automatically. 

If Ǉou’ƌe a ďusiŶess oǁŶeƌ oƌ pƌofessioŶal seƌǀiĐe pƌoǀideƌ, ǁho ǁould like to autoŵate theiƌ lead 
generation, prospect follow-up, and business relationship building processes in order to spend 

more chargeable time working with your ideal clients then I can help you to achieve that goal. 

If Ǉou like the souŶd of that ďut Ǉou’ƌe Ŷot suƌe ǁhetheƌ I’d ďe aďle to help Ǉouƌ ďusiŶess oƌ Ŷot, 
make an appointment to speak with me today. 

Just head over to www.3dconsultingservices.com/call aŶd seleĐt a tiŵe that’s ĐoŶǀeŶieŶt foƌ Ǉou. 

Theƌe’s Ŷo Đhaƌge, aŶd I pƌoŵise Ǉou’ll ďe delighted that Ǉou did ǁheŶ Ǉou heaƌ aďout a stƌategǇ 
that’ll tƌaŶsfoƌŵ hoǁ Ǉou ǁiŶ ĐlieŶts iŶ future! 

I look forward to speaking with you and to helping you discover which key business processes you 

can easily automate in order to free up more time to make more money doing what you do best. 

Wishing you the very best of good fortune 

  

http://www.3dconsultingservices.com/call


 

 

 


