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Introduction

A great many marketers who offer giveaways tend to hand out eBooks and reports.
But you know what? There are so many eBooks and reports floating around that
your prospects are getting a bit numb to them. They see “eBook,” and they think of
some low-quality rehash of information.

That’s why you’ll want to think about offering different kinds of giveaways. And one
of the options you’ll definitely want to consider is a five-day mini-course delivered
by email.

This giveaway is just what it sounds like: instead of giving someone all the
information at once, you break it up into five parts that you deliver via email over a
pre-determined length of time. You might send the course with one email going out
each day for five consecutive days, or depending on the topic you might spread
them out a little more.

There are many powerful reasons for creating mini-courses. Here are three big ones:

1. Your calls to action get exposure. Not only do your subscribers see your initial
links and calls to action five times during the mini course, but they’ll see your
promos for other products that you recommend in future emails.

2. You get to develop a relationship over time. People do business with those
they know, like and trust. And one really good way to build this trust is by
sending a series of high-quality emails like this mini course.

3. You train your subscribers to open your emails. If you’ve ever handed out a
giveaway in exchange for an email address, then you know what often
happens: people give you their “throwaway” email addresses. Or they simply
collect their giveaway and never open any of your emails. Offering a five-day
mini course overcomes this problem, because over five days you show your
subscribers that you offer high-quality information via email, which trains
them to open all your future emails too.

As you can see, there are plenty of good reasons for offering email mini-courses to
your prospects.

Which brings us to this two-part question: how do you create and cash in with a
mini-course? To find out the answers, read on...
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Section 1: Create

At this point, I’'m going to assume that you’ve already picked out a product to
promote within your mini-course. If you haven’t done so yet, do it now. That’s
because your entire course is going to lead to that offer. In other words, you can’t
write a single word of your course unless you know what you’re selling.

Once you’ve picked an in-demand offer to sell, then let’s get down to the business
of creating your mini course...

Step 1: Detail the Five Parts

The first thing you need to do is determine what you’ll share in each of the five parts
of your mini course. This could be five steps of a process, five tips, five different
ways to do something, five tools or resources that prospects need to complete a
task, and so on.

In order to decide what you’re going to write about, take a look at what you’re going
to sell. You want your mini course to provide part of a solution so that you can then
direct subscribers towards the paid offer to get the rest of the solution.

Let me give you an example...

Let’s suppose you’'re selling a diet guide. Here are different ways to construct your
mini course in a way that lead to the paid offer:

» Create a mini course that details the five steps to losing weight. This works
particularly well if the paid product includes five steps. That way, you can
offer a direct overview of the diet guide. You tell your subscribers what to
do, but they’ll need to buy the diet guide to get details on HOW to
complete each step.

For example, one step might discuss “eating clean.” The email will give an
overview of this step, but readers will need to buy the guide to get meal
plans, recipes and in-depth details.

» Create a mini course that goes into depth on one step. Then the
subscribers will naturally want to know the rest of the steps, and for that
they’ll need to purchase the paid product.
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For example, your mini course may go into detail about how often to
exercise and what sort of exercises to do to lose weight. Readers will then
need to purchase the diet guide to get details on the second major part of
weight loss, which is good nutrition.

» Create a mini course that shares five “secrets” or tips for losing weight.
These will be good tips that readers can put to use immediately to help
them lose weight. You’d then point readers towards the diet guide to in-
depth instructions and even more tips.

» Create a mini course that shares five common dieting mistakes. You’d then
point readers towards the diet guide to help them avoid other mistakes
that will derail their weight loss goals.

» Create a mini course that offers recipes and shopping lists in each email.
You’d then point readers towards the diet guide to get even more recipes,
meal plans, and in-depth instructions for losing weight safely and
effectively.

In all cases, the point of each email is to offer something useful yet incomplete. You
want each email to help the reader solve their problem. And yet your mini course
shouldn’t completely solve the problem, which is why you point readers towards the
paid product.

For this example, we looked at selling an in-depth information product on the
backend. Naturally, you can use a mini course to sell other types of products and

services too.

Let’s stick with the weight-loss example, except in this case let’s imagine you're
selling a meal-planning app. You could create a mini course that goes into depth
about how to eat right to lose weight. You’d then promote the meal-planning app as
a quick and easy way to create healthy, balanced and low-calorie meals.

Another example: you’d could share five tips for good nutrition, and then sell a
physical product on the backend, such as pre-packaged meals. Once again, the idea
is to make it quick and easy for readers to put to use the weight-loss information
they’ve just learned.

Once you've decided what to put in your five emails, we can move onto the next

step...
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Step 2: Develop the Content

Now that you know what all you’re going to include in your five emails, it’s time to
develop the content.

TIP:  As always, you can write it yourself if you have the skills,
time and inclination, or you can hire a competent ghost
writer to do it for you. If you’d rather have someone else
create it, then search for a ghost writer via Google or post
a project on a site such as upwork.com. Just be sure to do
your due diligence so that you select a professional writer
who produces high-quality work at a fair price.

Check out these tips and ideas for developing your content...

Decide on Length

There isn’t a one-size-fits-all answer when it comes to length. Some content call for
short, others for longer emails. Some audiences will only ever read emails that take
30 seconds or less to read, while others will read 1000-word articles.

So, here’s the thing...

The only way to know for sure what your audience will respond to the best is to test,
test, and test some more. However, as a general guideline, you can start by offering

articles that are right around 500 words. That’s sort of your “average” length article,
and it’s the length that most readers are accustomed to seeing in their emails.

No matter the length of your emails, your goal is to hook readers fast and keep them
engaged. The next few tips show you how to do it...

Create a Good Subject Line

Your subject lines can make or break the success of your mini course. That’s because
if your subject lines don’t get attention, then no one is going to even bother opening
(much less reading) your emails. That’s why you need to create an enticing, benefit-
driven subject line. If your subject lines also arouse curiosity, that’s even better.

For example, here’s a bland subject line: “Golf tip”

Here’s a more enticing subject line:
“The #1 trick for shaving three strokes off your golf game...”

Next...
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Hook Readers with a Great Opener

Your subject line engaged your readers enough to compel them to open your email.
Now you need to keep them engaged with a good opener. Here are three ways to
do it:

» Tell a story. Think of the way a great novel or short story hooks readers
from the very first line. You can do the same thing, except you’ll be telling
a story that’s directly related to your audience (such as how you or
someone else overcame the same problem your audience is facing).

e.g. “You’re not going to believe the trick | used to double my conversion
rate...”
» Share a startling statistic or other fact. Obviously, this fact should be
directly relevant to your audience.
e.g. “Thisyear, 610,000 people are going to die of heart disease...”
» Ask an engaging question. You want to ask a question that gets your

audience to think about their problem. For this example, I'll combine the

startling statistic with a question:
e.g. “Thisyear, 610,000 people are going to die of heart disease — will

you be one of them?”

Next...

Build Anticipation
Whenever possible, you should build anticipation in two ways:
1. Build anticipation for what’s coming later in the email.

e.g. “Injustafew momentsyou’re going to discover the best conversion
tool for small business owners — and best of all, it’s free...”

2. Build anticipation for the NEXT email. The idea here is to close each email by
building anticipation for what is coming. This helps boost open rates for

upcoming emails.

e.g. “That’s it for this time. But stay tuned, because tomorrow you’re going
to discover a simple productivity trick that will slash your work days
nearly in half. This one’s a real surprise, so check back tomorrow!”

Next...
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Format for Easy Readability

If someone opens up your email and sees a wall of text, they’re going to click away
without reading. If you want to increase the chances of your subscribers reading
each and every email in full, then you need to format for easy readability. This
means creating short sentences, short paragraphs, and plenty of white space.

For example, instead of putting a list in paragraph form, use a bulleted list instead.
You can also do the following to help break up the text:

» Use enticing benefit-driven sub-headlines for new sections. This helps
break up the text, and it can bring a skimmer back into your text.

e.g. “A surprising way to get traffic that no one’s talking about...”

» Insert relevant graphics. This adds variety to your email, and it helps break
up long passages of text. A good caption beneath a graphic can also help

draw skimmers back to reading your article.

» Create variety in your text. For example, alter the length of your sentences.
If you use short sentences exclusively, readers may judge you as being
simple-minded. If you use long sentences exclusively, readers may view
you as trying to talk “above” others (i.e., arrogance). Offer both long and
short sentences (and long and short words) which creates variety and

keeps readers engaged.

Now the next step...

Step 3: Decide Delivery Details

Once your emails are complete, then you need to load them up to your
autoresponder and decide the delivery interval.

' A
NOTE: Don’t yet have an autoresponder? If not, then choose one
of the established, well-respected third-party services such as

L Aweber.com, GetResponse.com, iContact.com, MailChimp.com

or a service of a similar calibre.

»

In most cases, you’ll want to deliver your five-part mini course in five consecutive
days. When someone subscribes to your course, they’ll get the first part
immediately, they’ll get the second instalment one day later, the third lesson a day

after that and so on and so on.
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This daily interval works well because it keeps your name in front of your new
subscribers and helps you build a good relationship with your prospects. Your
subscribers are happy too, because they don’t need to wait long to receive all five
parts of your course.

Depending on the content of your course, however, you may decide to lengthen the
interval between lessons.

For example, if you want your prospects to take action in real time —and you
suspect it will take more than a day to complete the steps outlined in any one email
—then you may space the emails out accordingly. However, since this is your first
contact with most subscribers, you’ll want to keep the emails as close together as
possible (such as delivering them every other day) so that your subscribers
remember you and remain enthusiastic about your course.

NOTE: As mentioned, daily delivery is best for MOST courses and
audiences, whenever possible and applicable. In no circumstance
should you deliver emails more than one week apart.

Now that you know how to create the content, let’s take a look at how to earn
money from it...

Section 2: Cash In

At this point you know what you’re going to sell, and you have a set of five content
emails in the form of a mini course. Question is, how can you monetize this course?

As mentioned, the key is to create a mini course that’s useful yet incomplete, which
gives you an opportunity to sell something on the backend which solves the rest of
your prospect’s problem. Here are the keys to turning your mini course into a
powerful sales tool...

Sell One Product

Some mini-course creators get tempted to sell five different products since they’re
sending five emails to new subscribers. But don’t do this. A new subscriber needs at
least three to five (and sometimes more) “touches” with a marketer before they buy
something from that marketer. And, in general, people usually need to be exposed
to a single product multiple times before they make the decision to purchase it.
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Point is, you are going to have a low conversion rate if you promote multiple
products throughout your mini course. Instead, promote just ONE product
throughout all five emails in your mini course, and you’ll see conversion rates rise as
your autoresponder delivers each new instalment of the course.

Follow the 80/20 Rule

The idea here is to create emails that are part solid content (steps, tips, and other
how-to information), and part pitch for the paid product. As a general guideline, you
can seek to create emails that are about 80%-90% course content, and 10%-20%
pitch for the paid product.

Vary Your Pitch

You are sending out five emails, so you have five opportunities to sell your paid
product. Heads up: do NOT pitch it in the same way every time, otherwise your

prospect is likely to begin ignoring it.
Specifically:

» Do not pitch the product in the same place in every email. For example, don’t
always place your pitch in the postscript of your email, as your postscript,
another time at the beginning of the email, and still another time embedded

within the content itself.

» Do not pitch the product in the same way. If you put the exact same pitch
and call to action within every email, then you’re not offering your prospect
any new information to help them make the buying decision. That’s why you
want to pitch the offer in different ways throughout the five parts of your mini

course.

Let me give you an example of different approaches you can take in each of the five
parts (which will appeal to different segments of your audiences and address
different needs):

» Email 1: Gain pitch. In this email you share the main benefits of the
product you’re selling.

» Email 2: Logic pitch. Here you appeal to your prospect’s logical side,
such as by showing them a case study or other hard evidence that the
product works.
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» Email 3: Objection-handling. Just about every potential prospect who
comes your way is going to raise objections. These objections might be
specific to the product (e.g. the product is too long, too big, wrong
colour, etc.), or they might be more general objections such as the
product is too expensive. Your job is to raise and then handle these
objections to put the prospect’s mind at ease.

For example, if price is an objection, then you can justify the price
before you drop the link and call to action. e.g.  “If you hired a
ghost-writer to create this content, you’d spend upwards of $5500. But
order this PLR package now, and you’ll spend a fraction of that to get
the highest quality content available on the market today!”

» Email 4: Social proof. Here you might post one or more strong
testimonials alongside your call to action. e.g. “People everywhere
are loving the results they’re getting with this new diet. Just look at
what John C. from Kentucky said after losing 50 pounds...”

» Email 5: Fear. This is where you appeal to people’s emotions by stoking
fear. If you have a limited-time offer going on, you can stoke a fear of
missing out. e.g.  Click here before this offer is gone for good!”

If it’s evergreen email, then you can create some fear by letting people
know the pain of their problem will continue if they don’t order now.
e.g. “Don’t wait until your computer gets infested with viruses and
your bank account information gets stolen — click here to protect
yourself now!”
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Conclusion

As you just discovered, a five-part mini-course delivered by email makes for a
powerful giveaway. That’s because prospects are going to give you their good email
addresses, and they’re going to read your emails. This gives you a chance to not only
start developing a great relationship with your subscribers, but you also get to
follow up with them repeatedly to close the sale.

But don’t take my word for it — create your own mini-course today to see just how
well it works to turn subscribers into loyal readers and buyers!

Has this this short report proven helpful?

Hopefully, it’s provided you with a solid introduction as to how you might create
your own email mini course and help start to accelerate your business growth, if
that’s one of your primary, long-term objectives. However, I’'m sure that you realise
that there's a great deal more you’ll also need to do in order to get your business to
the level that you truly want.

So, if you want help with growing your business quickly, head over to...

www.3dConsultingServices.com

and see how else we can help you achieve your long term goals faster.

| guarantee you’ll be delighted that you did!
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Appendix — Email Mini Course Planner

THE EMAIL MINI COURSE PLANNER

NG A MINI-COURSE BY EMAIL GIVES YOU MULTIPLE CHANCES TO GETYOUR LINKS AND
O ACTION IN FRONT OF YOUR AUDIENCE, WHICH RESULTS IN HIGHER CONVERSIONS

TIPS AND SHORTCUTS

) @&

v

Create evergreen content. Craft a high-quality lead page to Add more emails to your Put thought into your *from" line.
That way your emails can boost opt-ins. Outsource this if you autoresponder as time allows. Pick something brandable, and
work for you for months don't have the skills to do it You can pitch different offers the don't change it once you've
and even years to come. hands-free way. started sending emails,

TITLING TEMPLATES

Five Easy Steps to The Five Secrets of How to

|Getting Some Result). EG., |Getting Some Result). The [Complete Some Task] In
Five Easy Steps to Creating a Bestselling Five Secrets of Looking 10 Years Younger. Just Five [Days/Hours/Etc.). How to Start
Udemy Course, Up an Online Business In Just Five Days.

FREQUENTLY ASKED QUESTIONS AND ANSWERS

Q. How long should each email be?

A. Start with emails around 500 word g, bu
Q. Can you pitch a product in the first emall?
A ¢ onlv 2 1 do It. vou SHOULD d

it best t !
e very be tior

A Ye

Q. How do you boost conversions?

A. Check

STEP1: STEP 2: STEP 3: STEP 4:

L 4 A 4 A 4 ¥
Detail the Five Parts, Develop the Content. Decide Delivery Details. Deploy CTA.
o Steps ¢ Determine the length of each email. Ask yourself how quickly readers ¢ Sell one product across your
o Secrets o Create attention-grabbing subject lines, can put the information to use. five emails
o Ways ¢ Hook readers with a great opener When in doubt, deliver one ¢ Craft emails with 80%
o Tips ¢ Build anticipation for upcoming emails, email per day for five days. content, 20% pitch.
o |deas o Format for easy readability. o Vary your pitch across emails
¢  Resources to avoid ad blindness.

WHAT WORKS BEST: SHARE SOME OF YOUR VERY BEST CONTENT VIA EMAIL IN ORDER TO
BUILD GOOD RELATIONSHIPS WITH SUBSCRIBERS AND TEACH THEM TO OPEN ALL OF YOUR EMAILS.

CLICK HERE For A Step-By-Step Trai Tutorial For Creating This Type Of Lead Magnet RN} com

Page 11


https://www.3dconsultingservices.com/call/

About The Author:

Do you ever wish there was an easier way to attract clients?

If you’re thinking “Yes, | do!” you’re certainly not alone. Many
professional service providers feel exactly the same way as you

=g because their expertise is in providing the service that they are
u gualified to provide, rather than in the selling of it.
And just imagine for a second how much easier it would be, how much happier
you’d feel and how much more you could be earning if suddenly you discovered the

secret to having a crowd of clients wanting to engage you, rather than you having to
go out searching for them.

If our paths haven’t crossed before, let me introduce myself. I’'m Tim Dodd, a former
chartered accountant and specialist business workflow consultant. In simple terms, |
help clients put in place processes that attract potential new business automatically.

If you are an entrepreneurial business owner or professional service provider, who
would like to automate their lead generation, prospect follow-up and business
relationship building processes in order to spend more chargeable time working
with your best clients, doing what you enjoy doing most, then | am certain that | can
help you to achieve that goal.

If you like the idea but aren’t convinced I'd be able to help your particular business,
make an appointment to speak with me today and find out why I'm so confident
that | can.

Just head over to www.3dconsultingservices.com/call and select the appointment
time that is most convenient for you.

There is no charge, and when we talk, | promise to provide you with at least one
strategy you could implement immediately, which will transform how you win new
clients in the future!

And, whether you decide to get in touch or not, may your God always go with you
and continue to guide you along the path you’ve chosen and were created to pursue
in order to prosper and live a uniquely fulfilling life.

| truly look forward to speaking with you.

Timy
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These Days Traffic Generationlsn’t A Problem.
Convincing Browsers To Buy Is The Challenge!
Yet, A Few Little Tweaks To Your Website Can

Soon Fix That When You Know What To Change...

How To Convince Buyers
Your Service Delivers
The Outcome They Want

Tim Dodd

_

Readers Who Implement These
Changes Truly Appreciate The
Difference It Makes To Their Sales!

Every self-respecting business owner
would like more paying customers. It
doesn’t matter what you sell, the end
goal of being in business is to keep
finding people who want and, more
importantly, are in a position to buy
the product or service you offer.

So if you have a website and want to
learn how you can easily set yourself
apart from other suppliers in your
marketplace, take a proper look at this
easy to follow guide right now. Then
start by completing the first exercise
and very soon you'll see it yield truly
excellent returns on a tiny investment!
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