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FUNNEL BASICS
Creating a profitable email list starts way before you login into your
email provider's website. We first need to understand the role email
plays in the overall marketing funnel.
A basic funnel will include three components: awareness,
consideration, decision, and I'd like to add loyalty. Understanding the
role your email campaigns play in this process will help you create
messages that connect with your target audience.
During the awareness stage, your target audience is getting to know
you and your brand. The goal is to get them on your mailing lists. You
can use social media, blogs, advertising, etc. as a mechanism to share
your freebie/lead magnet.
During the consideration stage, they are deciding if they like you and
if what you are offering is enough to give you their email address and
possibly make a small investment. During this stage, you are sending
targeted emails that resonate with your prospect.
The last stage for some is the decision stage. Here is where the
prospect becomes a customer if they trust you and your offerings.
Then comes loyalty. The customer not only continues to buy your
next tier products/services but they are raving about them and
sharing with others.
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FUNNEL BASICS

Social Media,
Ads, Blogs,
Articles, SEO,
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checklists, target
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story, sales pages, special
offers, relationship
building
relationship building,
feedback, referral
programs, next tier
product/service
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CLIENT PERSONA
What is a client persona? It describes WHO you are serving. The more
you know about your client persona, the better you'll be able to serve
them.
Still not sure how this applies to email marketing? Well, remember
the different stages and the know, like, and trust factor we hear so
much about. In order to move people from lead to prospect to
customer, they need to know, like and trust you. This is driven in part
by your messaging. Are you speaking their language, in a way that
resonates with them? Do they KNOW your products or services are
for them and will solve their problem or provide the benefits they
seek?
Taking the time to learn as much as you can about your client persona
will drive your messaging and increase conversion.
What do you need to know? As much as possible!
I have more than one persona. All of them are my favorites because I
enjoy helping them accomplish their goals but they may have
different needs, demographics and psychographics.
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WHO'S YOUR CLIENT?
If you already have your client persona (s), then you can skip
ahead. If not, please take a moment to answer as many of the below
questions as possible. This will help you develop a clear message
and lead magnet. It will also help you convert more prospects to
clients.
Male or Female?

How old are they?

Marital status

Children, ages
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What books/magazines do they read?

Online activity (websites,/blogs)

Social Media platforms, pages they like

Do they shop online, how often?

What type of products, services do they purchase?
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What are some personality traits?

What are their goals?

What do they enjoy?

What do they value?

What are their challenges?

PAGE 8

What are their fears?

What are their objections? What makes them hesitate?

How does your product/service benefit them?

What problem does your business solve?

What is your unique selling position?
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THE POWER OF ATTRACTION

Now that we know who our client is, what their challenges are and how
we can help, it's time to show them what we got!
Your lead magnet should pack a punch. It should provide value that
gives them a taste of what they'll get when they hire your company or
purchase a higher level product. This is your time to shine!
First let me answer the question, what do lead magnets or freebies have
to do with list building? Well we're back to the know, like and trust. An
awesome lead magnet is a great way for your target audience to get to
know you and see if they may like what you're offering. It has to be
something to make them want to give you their name and email address.
Oh and I mean the REAL email address, not the one that all the junk mail
goes to. We want to be in the email box that they actually check on a
regular. You know the one that goes to your phone?
The second reason we're discussing it is because we want people to STAY
on your list and engage. If they like your lead magnet, then they'll want
to continue to hear from you and it'll be easier to convert them.
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THE POWER OF ATTRACTION
Sooo, what makes a good lead magnet? Well here are a couple of things
that help me start to gain traffic.
Relevant - think about your client persona. What do they need or
want. What can you provide to assist them?
Easily consumed - the goal is to get them to use it. If it's too
complicated, they may not use it.
Prompts action - something they can use and apply immediately.
Valuable - It immediately helps them in some way.
Now we know what makes up a good lead magnet, let's think of ways you
can deliver. Again, we have our client persona in mind and we're
thinking about how they like to consume information. Are they avid
readers or do they prefer videos or something interactive? Below are a
couple of ideas. Pick something that you think will work for your
audience. If you find that it doesn't work, then pick again. You may not
get everything right the first time and that's okay!
Ebook - Keep it short and sweet
Video - a previously recorded video on a relevant topic
eCourse - a short course delivered via email
Checklist - for something that needs to be done
Free trial - great to get people to test drive your product/service
Coupon - minimizes the cost and risk for lead
Webinar - specific information related to a product
Free consult - great for service based
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DESIGN YOUR EMAIL FUNNEL

One of the things you'll want to become really good at, is planning. In
order to grow our business, we need to be able to plan or strategize and
execute. This goes for growing our lists as well.
When someone opts-in to your email list, you'll want to take them
through a sequence of emails. This can range from 3-7 emails, depending
on the topic or product. Below are two sequences that have worked for
me and others. Now keep in mind, the number of emails will vary based
on you, your audience, and your goals but if you're just starting out, here
is a funnel you can try. Customize the sequence to apply specifically to
you.
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WHAT, WHEN, HOW TO SAY IT
Sequence 1 - Includes a tripwire. A tripwire is a low cost high value
product. Because it is low in costs, people are usually more willing to
give it a try. Tripwires are a great way to expedite the process of getting
your audience to consume your information and convert while putting a
couple of dollars in your pocket to offset the expenses of the campaign.

To break this down a bit more, we'll discuss each step.
Opt-In - this is the lead magnet/freebie that you created.
Trip-wire - the low cost, high value offer that they'll see after they optin.
Email 1 - A value email delivering the lead magnet/freebie along with
a message welcoming them to your community.
Email 2 - Expertise/authority email sharing your successes or proof.
A great way to do this without coming across as bragging is to share in
a story format. Share a testimonial, case study or your own story.
Email 3 - Sale email. Share a product that is in the same suite as the
lead magnet and trip wire.
Email 4 - FAQ provide answers to the usual objections and provide
benefits of the product/service.
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WHAT, WHEN, HOW TO SAY IT
Sequence 2 - This sequence does not include a trip wire. Everyone is not
comfortable with selling right out of the gate and not every funnel
requires one.
Let's take a closer look at sequence 2. The first step is the same.
Opt-In - this is the lead magnet/freebie that you created.
Email 1 - A value email delivering the lead magnet/freebie along with
a message welcoming them to your community.
Email 2 - Your story, soft sale. Tell your story and then share a
product you've created to help others with this specific concern.
Drop a link they can click to get this product/service.
Email 3 - More value with an opportunity for them to meet briefly
with you or sample your product.
Email 4 - Testimonial- not only did it work for you but you've been
able to help others achieve success.
Email 5 - Sale email- share a product that is in the same suite as the
lead magnet.
Email 6 - Poll, quiz, survey - this allows you to get information from
them. Then you can determine how to assist them going forward.
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WHAT, WHEN, HOW TO SAY IT
Regardless of which sequence you start with, it is imperative that you
add value and sell. Your audience not only needs to know how you can
assist them but they need to understand that your products/services are
not free.
It's great that we know what types of emails to send but we MUST discuss
subject lines. You can have the best information included in the email
but if no one opens it, it's worthless.
Be creative when creating your subject lines. Think about lines that have
gotten you to open emails. We want to be clever but not deceitful and be
careful of subject lines that may be identified as spam or scam.
Questions, scarcity, humor and deadlines are some types of subject lines
that rank amongst the highest. Here are a couple that have gotten me
high open rates, try to keep them in your own voice.
Really, who does that?
New quarter, new goals...
Yep, she got the job!
Are you free?
It's time for a promotion.
Here's what she said...
You ready?
On your way up?
That was too easy
Do you have what it takes
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MARKETING METRICS & STRATEGY

Now that we've set up our lead magnet, tripwire (if you're using one) and
email sequence, it's time to market, market, market. You'll want to share
your opt-in in as many places as possible and several times. Use social
media, blogs, ads, your website, anywhere your audience hangs out, to
share the landing page for your opt-in
Once people sign up and your email sequences start kicking off, you'll
want to monitor your progress. The frequency at which you monitor
your numbers, will depend on the length of your campaign.
Here are a couple of the numbers you'll want to monitor. The great thing
about it is, most email providers calculate many of them for you.
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MARKETING METRICS & STRATEGY
Delivery rate - you'll want to make sure your emails are being
delivered. 95% or better is good.
Open rate - the range of all industries combined is 20-30%. You'll
want to find the standard for your industry and strive to be as high as
possible. If your rates are low, check your subject lines.
Click rate - now that you've gotten them to open it, are they clicking
on the links? Average is 2-5%. Focus on great targeting.
Bounce rate - this could be hard bounce or soft bounce. It could be
anything from mailbox full to email invalid. Take a look at your hard
bounces. You may want to remove them from your list.
Unsubscribe rate - don't get up in arms about this one, it will happen!
Some people may only want your freebie or may feel your
products/services are not a great fit. We're not going to be everyone's
cup of tea. The average is about 2-3%. It you see spikes, then you
may want to take a deeper look.
Email campaign Return on Investment (ROI) - Here's how you know
if you have a profitable email list. Email marketing has one of the
highest return on investments, averaging $38 for every $1 spent. To
calculate your rate, (sales - cost to create campaign)/cost * 100
Conversion rate - This is the percent of subscribers that complete a
desired goal. The average is 1-5 % and can be calculated by dividing
the number of subscribers that took the desired action by the total
number of emails sent to subscribers. Multipy that number by 100 to
get the percentage.
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MARKETING METRICS & STRATEGY
The best strategy is well defined, actionable, and tracked. Try a couple of
these strategies to help you meet your goals.

Triggered emails - emails sent based on the actions of a previous
email or landing page
Segmented/Targeted - Emails sent to a specific audience like people
that purchased a red shirt
Use CTA (call to action) - Get your audience in the habit of engaging
with your emails
A/B Testing - Test out different versions of your email. Change the
subject line or link and compare results
Cart Abandonment - Send an email reminding them they have
item(s) in the cart. You can also offer discounts
Reward loyal customers - Customers that spend over a certain
amount may get extra discounts or coupons
Email Exclusivity - Give your subscribers something extra for
hanging with you on your list like 24 hour advance notice of sales,
etc.
Personalization and imagery - Use the subscriber's name if you have
it. Try using images that appeal to your audience or something they
can relate to
Show your personality - Write emails like you're talking to someone
face to face
Scrub Your List Quarterly - If people are not engaging with your
emails. Check your messaging, try a re-engagement campaign and
when all else fails, remove them from your list
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MARKETING METRICS & STRATEGY
As you can imagine, there are many more metrics you can monitor but
I would recommend that you list what your goals are for creating a list
and then decide which metrics you should monitor closely.
Next, let's set some SMART (Specific, Measurable, Achievable, Relevant
and Time-bound) goals for your email marketing.
List your top 3 goals:
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Month:_____________________

Week 1

Week 2

Week 3

Week 4

Email
Topic

Email
Subject
Line
Email
Links

Email
Image

Date/Time
Sent

Open
Rate

Click
Rate

Conversion
Rate
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Monthly Wrap-Up
Each month take time to reflect. What went well, what needs
improvement and what would you like to accomplish next month?
How many subscribers did you add and did you meet your goal?

What can you improve or do differently?

Do you have any offerings you'd like to introduce to your email list?
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ALL DONE!
Well folks that's it for now!
This workbook will definitely get you off to a great start. Owning a
business is a lot of work in the beginning but you have to S.E.E. your
way through.

S.E.E. - Strategy

Execute

Evaluate

I'd love to hear how you're doing with your list building. Feel free to
email me at info@cignalpartners.com.
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