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INTRODUCTION

Pop quiz! Which of these three people is likely to get you the most sales?

+/  Someone who’s been on your email list for a long time
+/  Someone who has just signed up for your free email list

+/ Someone who has just visited your website for the first time

The traditional answer to this question is “A”—after all, that person has had
plenty of time to check out what you do and get “nurtured” from lead into
customer.

But the real answer is B.

Think about it—someone who'’s been lounging on your email list has already
decided not to buy from you. Or else they would have done it already.

That doesn’t mean you should never sell to them, or that they’re not an
important part of your business—but for most businesses, most new sales
come from new leads.

That’s what makes a welcome email series so important. It’s what you use to
capitalize on “sign-up momentum.” It’s what you use to say hello.

It’s what you use to sell.

By the end of this guide, you’ll have the blueprints for a straightforward,
6-email welcome series (that you can steal and use right away). You’ll learn...
+/  Exactly what you need to put in each email (and the timing of each email)

v How “stages of awareness” help you turn questioning readers into satisfied

customers

+/ Examples of people who get incredible results with their sequences. We're talking
70% more revenue, 89% more revenue, 332% more sales—even a 5,000,000 dollar

week
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WHY BOTHER WRITING A WELCOME EMAIL SERIES?

== Why should you bother writing a welcome
email series?

66

There’s one email that gets a higher open rate than all others: the welcome-to-my-list email.

It’s no surprise. The recipient is at their peak interest. They just converted into a subscriber, so
they are want your content and trust your brand. Setting this auto-response it a no-brainer.

Opens and click through rates are often 2x any other email you send.

Think of it as just being polite. When someone starts listening, you should say hello, right?
When someone asks for more, give them your best. I think of the welcome series as both

smart marketing and common courtesy.

- ANDY CRESTODINA, CHIEF MARKETING OFFICER @ ORBIT MEDIA

When someone signs up for your list, they are introducing themselves. When
you send a welcome email, you’re offering them a handshake.

It’s just polite. And yet...

According to the First Impressions Email Marketing Study conducted by
Ciceron, only 39% of brands send a welcome email. 41% of brands don’t send
a welcome email within the first 48 hours.

27% sent zero emails in the first three weeks.

When you do it well, a welcome email series is your best opportunity to say
hello and turn leads into customers.

If you’re only sending blog posts to people who join your email list...you’re
missing a huge opportunity with your email strategy.
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WHY BOTHER WRITING A WELCOME EMAIL SERIES?

GROW YOUR BUSINESS

Need an example? Look no further

than Graham Cochrane, a small Hﬂw I mﬂVEd mv
business owner who teaches people pitl:h earlier and
how to record and produce their own -

songs. When he moved his sales pitch Increased revenue
earlier in his welcome series, it 89%

increased revenue by 89%!

BY GRAHAM COCHRANE

Almost double. Just from moving the pitch earlier. Read more about it on GrowthLab

Even if you don’t sell something at the first opportunity, the open rates and
click-through rates of your welcome email are going to be the highest you get
on any email campaign.

Here’s an example from one of my welcome emails:

SUMMARY EMGAGEMENTS

Forwards

Unsubscribes |

Bounces I
® Opened @ Unopened Bounced

Whoa! Imagine if every email could get a 90% click-to-open rate

Whatever you want people to do—whatever action you want them to take—it
will be easiest to get from them during your welcome email series.

Does your goal have to be just selling? What if you want to do something else?
What if people aren’t trying to buy right away?
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WHY BOTHER WRITING A WELCOME EMAIL SERIES?

EXPERT INSIGHT:
TARZAN KAY ON SELLING WITH WELCOME SEQUENCES

“A lot of people think that welcome emails can’t sell something. I was even told once that you

should send at least 12 nurture emails before selling something. I totally disagree.

What I teach my students is, before you write that welcome sequence, think about what you’re

going to sell on the tail end of it.

You...

v/ Send a couple of nurture emails

+/  Slowly introduce them to who you are and what you do
+/  Share one or two of your core stories (make them emotional and really engaging)

/  Start thinking about getting them to buy whatever thing you want them to buy

Ideally it’s connected to the thing that they opted in to get—because very few people will join a
newsletter just to get a newsletter. For the most part they’re only signing up because you gave them

a reason and they wanted to get your free thing.”

- Tarzan Kay is a conversion copywriter who specializes in launches and email sales funnels.

Continue on for example goals of a welcome email series =
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EXAMPLE GOALS OF A WELCOME EMAIL SERIES

== Example goals of a welcome email series

Possible goals of your welcome series include getting...

/ First-time buyers of your product ~ Phone calls and conversations
or service with new contacts

/ Cross-sells and upsells +/  Moreinformation
/ More onboarded clients or / More members for a community
customers )
~ Feedback to help improve your
/ Testimonials business

The world has a lot of people, and most of them aren’t your customers—that’s
why most welcome email sequences tend to focus on new leads and
subscribers.

But there’s no reason you can’t use great welcome emails to delight your
existing customers too.

Sarah, an ActiveCampaign customer and founder of Miss Efficiency

Bookkeeping, uses a welcome automation to onboard new clients, collect

information, and ask for feedback.

Here’s what she puts into each email:

+/  Email 1: Welcome. Sarah welcomes the new client to the business. She also sends a
handwritten thank you card that coincides with this email.

Email 2: How we work. Sarah builds trust by introducing her team and sharing a little
bit about her team’s background.

v/

~  Email 3: What to expect from us. Bookkeeping is a topic that comes with a lot of
anxiety, so this email lays out exactly what Sarah’s clients can expect.

v/

Email 4: What we need from you. There are various documents and forms. This email
has a checklist that makes it easier for clients to dig up everything they need.
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EXAMPLE GOALS OF A WELCOME EMAIL SERIES

At the same time as this series,
Sarah mails her clients a thank you
note and a physical copy of her
book.

Actual examples of the notes Sarah sends
her new clients. >

Then, once the book is sent (about
one month in), the welcome series
continues.

+/ Email 5: Review Miss Efficiency.
Online reviews help Sarah get more
business, so she asks clients to
. , FROM MISS EFFICIENCY BOOKKEEPING
provide them after they’ve been We appreciate your business!

onboarded.

+/ Email 6: Ask for feedback. Now
that clients are fully onboarded,
their feedback can help Sarah

7

THANK YOU

improve her business — and retain )
clients at risk of dropping out. ‘ X 7

FROM MISS EEFICIENCY BOOKKEEPING

No matter the context, a welcome
series is your opportunity to say
hello. It’s a way to welcome each

and every person—and make them
an offer—automatically.

Imagine if Sarah had to manually go through that process for every. single.
client.

Or if Grant didn’t move his pitch earlier—and made 11 THOUSAND fewer
dollars a month because of it?
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EXAMPLE GOALS OF A WELCOME EMAIL SERIES

If your question is “should I bother writing a welcome email series,” the
answer is a clear, resounding...YES! Shout it from the rooftops.

EXPERT INSIGHT:
SARAH ANDERSON ON DEFINING WELCOME EMAIL GOALS

“A welcome series is the perfect way to introduce a new subscriber to your brand. They’re new
here. Take a minute to bring them up to speed on all the awesome things you do.

You can use your welcome series to showcase the best you have to offer. Share your top pieces of
content, give a ton of value, and show that you’re here to help.

To plan the individual emails, start by defining the main goal of each one before you sit down to

write. What do you want a subscriber to do after reading it? Hit reply? Read your blog? Book a call?

Choose the one most important action you want the reader to take. Make it the clear next step after
reading the email. If there are multiple actions you want a subscriber to take, write multiple emails
in your series to guide the reader through that journey.”

- Sarah Anderson is a conversion copywriter and email strategist. She writes at Pro Email Copy.

Continue on for how many emails you should
include in your welcome email series
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HOW MANY EMAILS SHOULD YOU INCLUDE IN YOUR WELCOME EMAIL SERIES?

== How many emails should you include in
your welcome email series?

We recommend sending 4—6 emails as part of your welcome series. You need
to have enough emails to build trust and help your contacts out before you
push for the sale—five emails gives you space to devote each email to a
specific topic.

Ryan Johnson, the head copywriter at GrowthLab, is the master of designing
email funnels and launches. Here’s how he lays out a 5-day funnel for
GrowthLab’s course Mental Mastery.

I} GROWTHLAB
MENTAL MASTERY FUNNEL OUTLINE SALES MAP
Mon 10/3 - Question Attention
« If you had unlimited maotivation, what would you [finally] do?
Write that book? Start that biz? Get those abs?
Tue 10/10 - Introduce concept of Mental Interest and Desire
Mastery [Sales open]
» Thought leadership piece about how the best
of the best play by a different set of rules. Can
use real-waorld examples (eq, Steve Jobs, etc.]
- Introduce course
Wed 10/11 - Video #1 Desire and Action
» Share video/tactic from MM
Thu 10/12 - Video #2 Desire and Action
- Share video,/tactic fram MM
Fri 10/13 - Sales close Action

Each email has a specific purpose—it helps move people to the next step of the sales funnel.
Read more about it on GrowthLab
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WHAT TO PUT IN EACH EMAIL OF YOUR WELCOME SERIES

=== Here’'s what to putin each email of your
welcome series

How can you create the kind of welcome series that makes people jump to
click on your emails?

And, more importantly, that gets them to do the stuff you want them to do?

One of the hardest parts of creating a welcome email series is figuring out
what to actually put in your emails. Lucky for all of us, there’s a framework that
can help: stages of awareness.

Stages of awareness were created by copywriting legend Eugene Schwartz.
You can read all about them in his book “Breakthrough Advertising”—as long
as you’re willing to dish out $125 to read it (We’ve never seen it sell for less).

“Copy cannot create desire for a product. It
can only take the hopes, dreams, fears and
desires that already exists in the hearts of
millions of people, and focus those already
existing desires onto a particular product.
This is the copy writer’s task: not to create
this mass desire — but to channel and
direct it.” — one of many brilliant quotes in

this book (Source: Amazon)

11



WHAT TO PUT IN EACH EMAIL OF YOUR WELCOME SERIES

Here’s a quick description of each stage of awareness, as told by Brian Clark of
Copyblogger (note: these are Brian’s words, but we flipped the order so that it
matches the order a person would experience them in):

1. Completely Unaware: No knowledge of anything except, perhaps, his own
identity or opinion.

2. Problem Aware: Your prospect senses he has a problem, but doesn’t know
there’s a solution.

3. Solution Aware: Your prospect knows the result he wants, but not that your
product provides it.

4. Product Aware: Your prospect knows what you sell, but isn’t sure it’s right
for him.

5. The Most Aware: Your prospect knows your product, and only needs to
know “the deal.”

Why is this important? Because someone who has never heard of you is never
going to buy from you.

The closer you get to most aware, the more likely you are to buy something. So
the goal of most email funnels is to move people — from their current stage of
awareness to most aware.

If you want to learn more about how to use stages of awareness — along with
level of intent and sophistication — we’ve written about them here.

People in each stage care about different things. Which means you need to say
different things in each stage.
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WHAT TO PUT IN EACH EMAIL OF YOUR WELCOME SERIES

This graphic from Joanna Wiebe, the original conversion copywriter, is useful.

Offer a healthy amount of
explanation
and starytelling

= Reflect their need while
= heavily messaging your value
E proposition
T
=
= Combing more assurances,
E scarcity and incentives
= with pain-relief
=
— —
=
=
= Help visitors get to their
E point quickly —stay out
= of the way
LOW HIGH
AWARENESS AWARENESS
Little sense of having pain, Starting to feel Seeking Starting to connect their pain Fully balieve your solution
and no sense of your solution their own pain solutions with your solution salves their pain

At each stage, you need to address a different pain point. That will help move your contacts

to the next stage. Read more about it on CopyHackers

If you got someone to give you their email address, your contact probably isn’t
starting off at “unaware.” But it’s a safe bet that they aren’t “most aware”
either — which is why you can’t always sell too quickly.

You can do customer research to figure out exactly what to say. For now, we’ll
assume that the person in your welcome email series is “problem aware”
(sometimes called “pain aware”)

If you’ve got mostly “pain aware” people (which is true for many businesses),
what do you say in each email?
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WHAT TO PUT IN EACH EMAIL OF YOUR WELCOME SERIES

What Kind of Copy Should We Write?

Eugene Schwartz's “Five Levels of Awareness”

Most Aware  Product Aware  Solution Aware Problem Aware Unoware

-

Direct Indirect
Product and Discounts and Claims and Benefits and Stories and
Price Deals Praof Anxietios secrots

Source: Greal Leads by Michael Masterson and John Forde

Here, roughly, is what you should say to people in each stage. (Source: Great Leads via

Search Engine Land )

We’ve covered your first email. Your goals are:

v Deliver the lead magnets and other materials people are asking for

+/ Segment your audience based on their needs

/ Tell people what to expect next

Advanced tip! Add gravitas to your welcome email. Here’s what funnel expert
Tarzan Kay has to say:

66

You always want to think about adding meaning and gravitas to the fact that they just signed

up to the list. Let’s say it’s like a weight loss program—you want to really applaud them for
finally taking action and really doing something, because most people just wish that they
were thinner.

- TARZAN KAY
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WHAT TO PUT IN EACH EMAIL OF YOUR WELCOME SERIES

It’s subtle, but congratulating people for taking their first step is an example of
what Ry Schwartz calls “coaching decisiveness.”

Most people don’t look at your offer and consciously say no—they never fully
consider your offer in the first place. “Coaching decisiveness” is when you
praise people for taking action, or when you force them to make a conscious
decision (instead of passively ignoring you).

Your welcome email is a great time to start coaching.

Now let’s talk about a “starter funnel” that you can use right now.

== Email1: Your welcome email

Your welcome email is the first step of your welcome series. In your welcome
email, you should introduce yourself, say hello, and give people the
information they signed up to get.

What can you use a welcome email for?

Deliver lead magnets
Get people to actually use your products
Give people helpful information

Introduce people to your brand story

A N WA IR

Ask people what they want (so you can send it to them)

We’ve written about welcome emails before—and included 7 examples of

welcome emails that do it right.
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EMAIL 1: YOUR WELCOME EMAIL

EXPERT INSIGHT:
JOEL KLETTKE ON NEXT STEPS

“One of the most important things you can do in a welcome email is give people a clear picture of
next steps.

What’s the ONE small step they can take RIGHT NOW to become a more successful user? What tiny

little forward motion could help push the snowball down the hill?

Make sure that whatever you offer as a next step, it is easy, attainable, and moves them toward their
“AHA” moment of being a user or subscriber.

- Joel Klettke is a conversion copywriter. He is the founder of Business Casual Copywriting and Case
Study Buddy.

When a subscriber joins, they should get your welcome email. What you do
from there depends on the specific action your want people to take—but in the
end it all comes down to two steps:

1. Give people the thing they expected (their free download, or other
information)

2. Tell people what to expect next

If you get this right, your welcome email performance could be outstanding.
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EMAIL 2: “WHAT IF YOU COULD SOLVE THIS PROBLEM?”

== Email 2: “What if you could solve this
problem?”
Your contacts have a problem. The thing you sell solves their problem.

But no one will buy your thing if they don’t believe they can solve their
problem in the first place. That’s what this email does — it shows them that
there is an answer to their problem.

In other words, it moves them from “problem aware” to “solution aware.”

Here’s an example of this email style, from Ramit Sethi:

You don't need “motivation.” Do this instead. Inbox x B 2

. Ramit Sethi <ramit@growthlab.com> Unsubscribe  Feb 7, 2019, 10:20 AM (8 days age) T 4

tome -

Hi Benyamin,
OK, let's roll up our sleeves.

Since starting this series on asking for MORE, I've gotten
thousands of emails about how inspired you are.

| suddenly realized what life coaches must feel like. When you
talk about getting more, you get emails with words like
"motivated,” "i

Um...I trust inspiration about as far as | can throw it. Anyone
can talk about how "motivated” they are. It's another thing to
take action. This is where you separate yourself from the other
dreamers. Today, I'm going to show you how.

Here is an old sales report from my business from a few years
ago.

The following is your Credit Card seftiement report

T 1 Volume for Batch
16:21:12 PST:
Batch |0 I BN

Net Baich Total: 11221.00 (USD)

Number of Charge Transactions: 127
Amount of Charge Transactions: 11221.00
Number of Refund Transactions: 0
Amount of Refund Transactions: 0.00

That's $11,000 in a day.
(NOTE: That number is MUCH higher now.)
Or to put it in terms of MORE, that's a personal chef, flight

tickets for my parents, and a personal trainer to help me look
great and feel amazing.

17


https://www.iwillteachyoutoberich.com/

EMAIL 2: “WHAT IF YOU COULD SOLVE THIS PROBLEM?”

This email eventually winds up helping people come up with their own
business ideas. But notice that it doesn’t start there. It starts at the subject
line “You don’t need “motivation.” Do this instead.”

Why?

~/ Hisreaders know they have a problem (no business idea), and they think they have
another problem (no motivation)

~ Everyone wants to believe that they are capable. Stripping away the “no motivation”
objection (and using really specific examples and language) helps them believe

Later in the email, he also tears down “follow your passion...”

S

...and he ends by saying: “When people say, “I don’t have an idea,” what they’re
really saying is, “I have taken zero action to learn the process of generating, filtering,
and identifying a profitable idea.” IT IS A PROCESS YOU CAN LEARN, PEOPLE.”

AN

At the end of this email, the reader has gone on a journey from “I have no idea
and no motivation and I don’t know what my passion is” to “I might not have
an idea, but maybe I could find one.”

(Conveniently, Ramit then links to a list of business ideas. Dude knows his
stuff).

To write a “what if” email, you need to ask three questions:

/ What problem does my reader need solved?
~  What do they need to do to solve it?

~ What do they think they need to do (but actually don’t)?

With answers to those questions, writing your email is simple. You just tear
down the thing they think they need and fill in the thing they actually need.
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EMAIL 2: “WHAT IF YOU COULD SOLVE THIS PROBLEM?”

Here’s how Ramit does it:

~ What problem: No business ideas
~  What they need: To get started coming up with ideas

~/  What they think they need: “Motivation” to solve the problem

Note (and this is important): part of this email is showing your readers that
they’re wrong. It is absolutely critical that you focus your attention on how
“what they think they need” is wrong—and not on belittling their problem.

Their problem is your way in. They listen to you because you solve their

problem.

You tear down their beliefs to help them solve their problem better (for that
reason, it helps if the belief they have is unpleasant to experience and hard to

fix, like “lack of motivation”).

Continue on for Email 3: Good Will Hunting (aka, “it’s not your fault”) -»
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EMAIL 3: GOOD WILL HUNTING (AKA, “IT’S NOT YOUR FAULT?”)

=== Email 3: Good Will Hunting (aka, “it’s not
your fault”)

66

The fact that it is okay for us to feel a certain way encourages us to stop fighting to maintain

and justify our feeling that way. When we’re told it is okay to dream, we tend to be more
flexible with our dreams. When we’re told we’re not responsible for something, we often find
that we’re more open to accepting responsibility for it. When we’re told that it’s okay to be

afraid, we often feel less afraid.

- BLAIR WARREN, THE ONE SENTENCE PERSUASION COURSE

Guilt is a powerful emotion. It’s a powerfully negative emotion, and it’s one
that you don’t want to overemphasize in your funnel.

No one likes being guilt-tripped. And everyone prefers “not feeling guilty” to
“feeling guilty.”

People want to believe that their problems aren’t their fault. If your emails can
do that for them—if you can convince them—you give them incredible relief.
And you help them realize that even though they don’t need to feel guilty, the
can solve their problems.

It’s like this famous scene from Good Will Hunting, where Robin Williams’

acceptance of Matt Damon serves as a huge emotional turning point.

A great “it’s not your fault” email does exactly this—it relieves guilt and
presents opportunity.
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EMAIL 3: GOOD WILL HUNTING (AKA, “IT’S NOT YOUR FAULT?”)

Check out this clever example from Darya Rose of Summer Tomato:

Cooking was never something | learned growing up, and feeding myself turned out to be a
major challenge. The first time | tried to make pasta | forgot about the boiling pot of water and
set off the fire alarm.

It wasn't going well, but | didn't give up. After several bad experiences with the stove | decided to
just stick to salads and deli meats for several years.

Eventually | studied abroad in Italy and learned a few simple pasta and vegetable dishes from my
roommates.

It wasn't until four years later that | discovered the farmers market and finally started cooking
meals | wouldn't have been embarrassed to share with someone.

Of course you wouldn't know any of that if you just saw the Darya of today.

People look at my pictures on Instagram and Facebook and assume |'ve always been a great
cook. As if I'd always known how to sauté veggies or roast a chicken.

But it took me years of stumbling my way through the kitchen to figure these things out.

Cooking without recipes is incredibly powerful. It gives you the ability to make something delicious
from almost anything.

The cooking process itself is faster and easier. And you never have to worry about slaving over
something that turns out inedible.

But learning how to cook without recipes on your own is no small feat. It requires an amount of
time and a level of patience that almost none of us can afford these days.

That is why | created a program to teach you how to cook without recipes in a fraction of the time
it took me.

Introducing Foodist Kitchen, a program that teaches you to cook without recipes in just 30
days.

Darya uses a personal story to get at the “it’s not your fault” idea. Read more about it on

Summer Tomato
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EMAIL 3: GOOD WILL HUNTING (AKA, “IT’S NOT YOUR FAULT?”)

Darya uses a personal story instead of directly saying “it’s not your fault.” But
the ideas here are straight out of the Good Will Hunting playbook:

/ “Cooking was never something I learned growing up”

“As if I'd always known how to saute veggies or roast a chicken”

“It took me years of stumbling my way through the kitchen”

CAOL

“It requires an amount of time and a level of patience that almost none of us can
afford”

What are those quotes really saying? “This is hard stuff, and nobody teaches
it to you.”

“Everyone else has things figured out” is a powerful, emotional belief that a lot
of people have. You can lift guilt by saying “nobody teaches you this stuff—so
of course you don’t know it! How could you?”

And you open the door to your product.

Email 3 is when you introduce your product. It’s when you take your reader
from “aware of their problem and potential solutions” to “aware of your
specific solution.”

You don’t need to go for a hard sell just yet—you can still move people to
“Most Aware.” This is just your first opportunity to mention your product (and
start picking up sales from people who are ready to buy).

If you remember nothing else, here’s the core message of this email: “This is
hard, and nobody teaches it to you. It’s not your fault, and here’s how you can
learn.”
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EMAIL 4: FIVE INCH BENEFITS, FIVE MILE BENEFITS

=== Email 4: Five inch benefits, Five mile
benefits

66

This is the ultimate benefit email, which is great to put in bottom-of-funnel campaigns or

toward the end of a sales sequence.

Write an email helping your subscriber—the hero—see the immediate, short-term and
long-term benefits. Your email copy should move from immediate “within 5 inches of the

reader” benefits all the way to the distant but attainable “5 mile” outcomes.

- JOANNA WIEBE, COPYHACKERS

How will your offer change someone’s life?

You need to be able to answer that question if you’re going to sell. More
importantly, you need to be able to convince your reader that you can help
them.

But there’s a problem.

/ The biggest, dreamiest results of most offers come in the long-term

~ People don’t get excited by long term answers—they want results now

~ Youneed people to get excited if they’re going to buy from you

That’s when you use future pacing.

What is future pacing? Here’s a definition from copywriter Joel Klettke:

“Future pacing is where you use words to get your lead to imagine themselves
in a future where they are experiencing the incredible outcomes your solution
can provide.”
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EMAIL 4: FIVE INCH BENEFITS, FIVE MILE BENEFITS

And here’s an example from one of Ramit Sethi’s sales pages:

) ) ,
"Think about.” trying to test that assumption once!

"Just imagine." ‘
These phrases Think how powerful it would be to develop the skills to become

encourage likeable. What an amazing advantage — to know you can go
people to start anywhere and be confident you can walk in authentically and
visualizing honestly, and walk away leaving people smiling. That's more
themselves v Y e E-

with the results important than any marketing or psychology tactic | had ever
of the product. employed.

Starts selling

If you can get i i i '
y g ‘* Just imagine what this can do for you. Of course there's ( benefits of the

your reader to tomorrow morning, first thing, when you feel just a little bolder

build a picture approach. He begins

RS getting involved in an important conversation at work. Or with the immediate

head, you can having a friendly chat with that barista you've wanted to talk to or "5 inch” benefits.

be powerfully for weeks.

persuasive. Now we've moved on to
And then there's next month. You used to feel like the ( slightly longer term
decorative plant in the corner that everyone ignored — but now benefits.

you're starting to get noticed, people are paying attention to
you and interested in you.

And a few months down the road, when these changes aren't Finally, long-term "5 mile"

just showing up in your interactions — they're showing up in *— benefits. This future pacing
your paycheck. helps the reader imagine
themselves getting results.
Because it's a gradual
progression, it's very
believable.

Now just imagine what difference this confidence can make —
how much bigger and better and more influential your life can
be — one decade, two decades, even 50 years from now.

Seriously, dude knows his stuff. I screenshot every Ramit Sethi sales page just to study the
copy.

Ramit uses future pacing to show the benefits at four stages:

/ Right after buying the product

/A month after buying the product

/ Afew months/ayear after buying the product
~ Therestof your life

If all he shared was the “rest of your life” benefits, the claims would be too big
to believe.

But by pulling them all together, Ramit presents a believable, compelling story.
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EMAIL 4: FIVE INCH BENEFITS, FIVE MILE BENEFITS

When you do future pacing, you can target the same time periods. Ask
yourself:

 What benefits will a customer get right away?
/ What benefits will a customer get in a few weeks?

/ What benefits will a customer get in months or years?

Then you lay out those benefits, in order. Sprinkle in phrases like “think
about,” “what if,” and “imagine.” Here’s political advisor Frank Luntz on why:

“The perfect opening is the word imagine, because imagine allows you to
communicate in the eyes and the vision of the listener rather than yours.”

“Imagine” helps people visualize themselves with the product. Even the best
emails in the world can’t match the picture your reader paints in their own
head.

Continue on for Email and 6: Urgency (time to sell) >
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EMAIL 5 + 6: URGENCY (TIME TO SELL)

=== Email 5 + 6: Urgency (time to sell)

44

The way to love anything is to realize that it might be lost.

- ROBERT CIALDINI, INFLUENCE

Email 5 + 6 is where you make the sales.

If you’ve ever run an email funnel for a product launch, you know that most
sales come at the end. Sure some cash will trickle in when you announce the
product—but it isn’t until it’s time to “do or die” that most people will whip out
their credit cards.

Robert Cialdini is a psychology professor, and he might be the top persuasion
expert in the world—his book Influence is the book on the psychology of
persuasion.

“Scarcity” is one of Cialdini’s 7 principles of persuasion. And the most
common type of scarcity is urgency.

It can work wonders.

Email 5 and 6 are your last chance to make the sale—and your last chance to
get your readers to buy from you. Often these emails are sent on the same
day, because it’s time to ramp up the urgency.
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EMAIL 5 + 6: URGENCY (TIME TO SELL)

Here’s the focus of each email:

~ Email 5: Urgency (+ features/benefits). Ramp up the urgency (countdown timers
work well here). You can also push the “loss aversion” lever by painting a sad picture
of what life looks like without your product.

~/ Email 6: Final reminder (+ testimonials). Typically a shorter email, this is a final
reminder—a true “last chance” email. It’s a good place to emphasize testimonials, in
case “proof” is what’s holding people back.

What do these emails actually look like?

Here’s an example of an “Email 5,” from conversion copywriter Joanna
Wiebe.

can we talk about monday? 5
Jo at Copy Hackers jo@copyhackers.com Nov 30,2018, 10:55 AM Yy 4=,
tome -

Your invitation to lock in MAJOR savings on The 10x Freelance Copywriter ends in:

0 0 0 0

DAYS HOURS MINUTES SECONDS

But | don't wanna talk about Friday afternoon right now.

Instead, let's talk about Monday moming.

You're gonna wake up.

You're gonna check your iPhone in bed even though you promised yourself you wouldn't.
You'll set your meditation timer to 15 mins and get up after 5.

Then you'll go on about your day.

You'll pack up your laptop and head to that same ol’ coffee shop you've been going to for the last few
months. Where the baristas aren't exactly sure what you do. Some think you're a student. Some think
you're the second coming of Walter White. No one really knows and no one asks questions. Prob better
that way.

You'll write some copy, you'll email that new lead, you'll consider outlining a blog post or crafting that
cold-pitch email you think might help or tweaking your Linkedin profile.

You'll drain your coffee cup and look around.

Then you'll pack up and start the journey home, wondering as you go how other people make
freelancing work. When will your big break happen. What will your career tipping point will be. What will
magically trigger it.

And it may never occur to you:
The tipping point was within reach only days ago.
It was right here

And for the next couple hours, it still is. When you join The 10x Freelance Copywriter, your growth
strategy will no longer be a combo of blind shots in the dark, perpetual second-guessing and the
occasional almost-homerun swing that gives you the illusion of progress and not much more.

In the live email, that was a real countdown timer
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EMAIL 5 + 6: URGENCY (TIME TO SELL)

Jo is a copywriting phenom, and this email has it all.

~ Countdown timer (you can literally watch the opportunity tick away from you)

/ Painting a lukewarm picture of life without the product

~ Phrases like “the tipping point was within reach” (great loss aversion)

(They aren’t about urgency specifically, but also notice the great use of
phrases like “your invitation” instead of “your chance.” How the email starts

with a hard sell, then immediately backs off. And how her description of
Monday really lets you imagine that coffee shop).

What about Email 6?

Here’s an example of a closing email, from style coach Peter Nguyen (of The
Essential Man):

Look at what he’s doing

The Essential Wardrobe Course closes in 2 hours. &5 B -
(Courtesy reminder) o here, because it’s clever:
% Peter Nguyen peter@theessentialman.com Dec 8,2018,12:00 PM Y7  4a :
wemer Opens with a “courtes
Benyamin J p y

reminder.” Still going for
the sale, but not
obnoxiously

Quick courtesy reminder for you: I'm closing the doors to The Essential Wardrobe Course in 2
hours at 12pm PST!

Lock at this email | got from a reader named H:

11:52 AM (23 hows ago) -

/ Shows areal email froma
real reader showcasing a
A e real objection—and tears it

Wauld you recommend | wail to join uniil you open the course again later when 'm mor ft?

——— down

©n Mar 2, 2017, at 9:35 AM, Peter Nguyen <peter@iheessentiaiman.com wrote:

i Peter; ~ Further down in the email,
1 am just the person you describe as your target demographic. I'm tired of, and want to, improve my . .

wardrobe. | know what I like when [ see it but don't know how to imitate it. But | also have a beer S h ows anim p ressive

belly. It's ironic because | don't even like beer or drink it more than once every four months or so. It's

just a general lack of fitness. | hesitate getting fitting clothes because of my gut. | plan to address that p rog ress p i Ct ure fro m a

this year, but until | do, I'm not sure | should start overhauling my closet. Loose fitting clothes

are better for hiding my embarrassing h. Would you d I wait to join until you st u d e nt

open the course again later when I'm more fit?~

/ Endswith acall to action to
join his course
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EMAIL 5 + 6: URGENCY (TIME TO SELL)

At this point, there aren’t a whole lot of reasons for someone to not buy from
you:

~ They were never interested
/ They forgot to sign up

~ Theydon’t believe your offer will help them

At this point, there’s not much you can do to reach people who were never
interested (sorry).

But this email tackles both of the other two problems. It starts with a simple
reminder, which grabs the people who were kicking the can down the road.

And then it tackles objections. It’s the end of this conversation:

Reader: “I signed up for this email list, but I'm not sure I want to pay for stuff”
Emails 1-4: “Here’s all the dope stuff you’ll get—don’t you want that life?”
Reader: “That sounds great and all, but does it really work? Prove it.”

Emails 5-6: [proves it]

Reader: 0.0

Reader: [pulls out credit card]
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FREQUENTLY ASKED QUESTIONS ABOUT WELCOME SEQUENCES

== Frequently asked questions about
welcome sequences

That’s it—a simple, 6-email welcome series that you can use to boost sales.
Wait...aren’t there still some details to take care of?

Here are a few FAQs (and examples of advanced funnels):

/ Why not just have one welcome email? Isn’t 4 — 6 emails excessive?

How often should you send these automated emails?

How do you combine your broadcasts and your welcome email series?

A

How do you transition from your welcome email series to selling something later?

Why not just have one welcome email? Isn’t 4 — 6 emails excessive?

One welcome email is a start, but it isn’t enough time to do everything you
need it to do. Your welcome email needs to give people what they want and
introduce you to them—there isn’t space to also start selling your product.

Having 4—6 emails in a funnel gives you room to sell. It helps you show value
and move people further along the journey to becoming a customer.

A SIMPLE BMALL SALES FUNNEL

AUTOMATED EMAIL SENDS
VIA AUTOTRESPONDETZ-

Cge >N VM VY

EMAIL EMAIL EMAIL eMAu. EMAIL
#| #1 #..

LT

W VALWABLE CONTENT
Yy OFFERTO Bu SOMETHING
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FREQUENTLY ASKED QUESTIONS ABOUT WELCOME SEQUENCES

If you’re worried about oversending—don’t be. Remember, this is the time
when people are most likely to listen to what you have to say.

How often should you send these automated emails?

For most welcome email sequences, you can send one email a day. There are
exceptions, but this is a perfectly fine rule of thumb.

If you wait too long between emails, your customers don’t think of them as
connected to each other — emails that are 4-days apart aren’t “nurturing”
leads, they’re disconnected.

Of course, this depends...

~ Ifyour contacts need time to try out your content or a trial, giving them that time
makes sense — as long as they still interact with you in some capacity.

~ Ifyou have contacts who are red-hot and ready to take action, emailing them twice a
day might make sense too.

The key? Don’t lose momentum. Send as often as necessary to keep the
momentum going.
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FREQUENTLY ASKED QUESTIONS ABOUT WELCOME SEQUENCES

8y ' =] EXPERT INSIGHT:
W \‘E JUSTIN BLACKMAN ON “OPEN LOOPS”
N

“A great welcome series is an elongated tease. It tells you what it’ll do to you, for you, and how it’ll
make you feel at the end. Then it drops reminders of what’s coming.

It establishes open loops to excite your brain and pique your curiosity. It drops hints and plants
clues to move you forward—and every email delivers value—but it holds back on giving all the good
stuff at once. Then it double-downs on the intrigue with a great P.S.

When done well, readers will jump when they see you in their inbox—and your sender name
becomes more valuable than the subject line.”

- Justin Blackman is a copywriter and creator of the Headline Project, where he wrote 100 headlines
a day for 100 days. You can learn more on his website.

How do you combine your broadcasts and your welcome email series?

In your email marketing automation software, you can set up your broadcasts
so that they don’t go to anyone currently in your welcome automation.

I get the fear here—you don’t want to stop sending out your regular

newsletters, because that’s a big part of getting people onto your email list in
the first place!

At the same time, you don’t want to be sending a newsletter to someone who’s
going through your welcome email series, because that’s confusing.
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FREQUENTLY ASKED QUESTIONS ABOUT WELCOME SEQUENCES

v URL contains v /pricing
< All Options
& Has visited
k Has not visited

Add New Segment Group

& Was referred from
R Visiting device
k Total page visits
& Total site visits

An (llustration of the ActiveCampaign segment builder. You can segment based on literally

hundreds of factors—including whether or not someone is in your welcome email series

In ActiveCampaign, for example, you would...

~ Create a “segment” when you go to send your broadcast or newsletter email
~ Exclude anyone in your welcome sequence

~  Once they’re not in your welcome sequence, they’ll start getting your regular emails

How do you transition from your welcome email series to selling something
later?

This one’s easy. You just do!

You don’t always want to be selling something in your emails—that’s a really
fast way to get people to stop paying attention to you..

But you also don’t need to be shy about selling to people, as long as you’re
selling stuff people want. You get more than one shot to turn a reader into a
customer—just because they said no to your welcome email series, doesn’t
mean they’ll never buy from you.
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CONCLUSION: ADVANCED WELCOME EMAIL SERIES TIPS

== Conclusion: Advanced welcome email
series tips

Oh you tryna get fancy with it? If you’re ready to take a step past the 6-email
welcome series, there’s a lot you can do.

Here are a few examples of the possibilities.

RightMessage founder Brennan Dunn uses personalization to customize his

pitch for different audiences. Here’s an example of how he gathers that info:

Question #7: What's now holding you back from kicking butt as a
consultancy? (click one)

¢ "Nothing now! This course has helped me figure out what my issue

is"

« "l need to work on building out the playbook I'll use for closing leads"

* "l need to work on how | structure and write my proposals"

¢ "I don't have any leads. | need to find clients."

¢ "I'm still doubting my ability to become a high-value consultant"”

Once you choose one of the above, I'll send you the next lesson.

Brennan can tell what the reader is interested in based on which link they
click. That means he knows which pain points and objections to emphasize in

his emails.

Because he uses email automation, Brennan can send an entirely different set
of emails to each group of people. Doing that increases his sales by 70%.
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CONCLUSION: ADVANCED WELCOME EMAIL SERIES TIPS

Another example? Email expert Val Geisler did a teardown of Shopify’s
onboarding sequence. Her recommendation was for Shopify to map out
different funnels based on where subscribers were coming from.

The result is pretty advanced.

Email Subscriber Google or
Referral Source
<¢———YES

Tagged as

[ |"Existing Partner'?
YES ISP connected to
email subscriber?

No

Pause new blog post emails l

Yes. Google Search? Nu—$

v L

Direct Referral?
PDF Delivered
with custom thank PDF Delivered |-
you for being a Yes
partner
PDF Delivered
with custom
Y Y testimonial from
Email #2: Make Email #2: Assess referral source
the most of your interest in Partner
Shopify Partner program via link *
business trigger/self-taggin
99 999 Email #2: Assess
J |_ interest in Partner
Interested. Not Interested. program via link
trigger/self-tagging
Y
Email #3: . Email #3: |_
Additional Email #3: How to Additional Interested Not Interested
become a Shopify
resources related resources related
Partner
to opt-in to opt-in D43
Email #3: How to Email 3:
Additional
become a Shopify
resources related
Partner
Y to opt-in
Email #4:
Additional
resources related \
to opt-in ]
Email #4:
Additional
resources related
A to opt-in
Email #5:
Invitation to apply
to Shopify Partner
Program ]
Email #5:
Invitation to apply
to Shopify Partner
Program
End C—‘
o | Onboarding |

Sequence

( Resume/add to new blog post emails >
@Ilovevalgeisler www.valgeisler.com

35



CONCLUSION: ADVANCED WELCOME EMAIL SERIES TIPS

What about an email funnel that’s more advanced, but not because of
segmentation? Let’s take a look back at our old friend Ramit Sethi.

Copywriter Will Hoekenga did a great breakdown of Ramit Sethi’s funnel for

Zero to Launch.

Ramit Sethi Launch Timeline

Pre-Launch /‘Teaching Rave-Up Post-
Launch
3/5 30 312 3013 316 3T 3/27 3/28 3/29 4/5 A7
« >
3/20 3/22 3/24 3/26 4/1 411 4/2 4/2 A/3 A/3 A/4 4/4
Launch
"I'm Like You® —

This funnel took a month and had 17,000 words across 23 emails. Read more about

it on Copygrad

(By the way, I'm pretty sure this is the same funnel that got Ramit his
5,000,000 dollar week)

You’ll notice that Ramit doesn’t actually launch his product until A FULL
MONTH after the beginning of the funnel.
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CONCLUSION: ADVANCED WELCOME EMAIL SERIES TIPS

What Ramit has done here is spend more time working the stages of
awareness. As a refresher, they are:

v/ Unaware / Solution Aware ~ Most Aware

/ Pain/Problem Aware / Product Aware

By far the hardest step is taking someone from Unaware of their problem to
Problem Aware. The second hardest step is going from Problem Aware to
Solution Aware.

So Ramit spends more time on that part of the funnel! He can afford to,
because his copywriting is incredible and he knows that people will keep
reading.

This funnel is a few years old at this point, and it’s likely to have changed a bit.

In fact, it has! At the time of writing, we’re literally in the middle of his launch
funnel for this course.

And we just got another email from him.

Ramit Sethi Inbox “Will Zero to Launch work?” - "OMG Ramit you're so awesome, how can | pay you .. 10:22 AM
Ramit Sethi Inbox Something to help you start - Benyamin, | remember this awesome tidbit from a .. Feb 17
Ramit Sethi Inbox My fear of bidets - Benyamin, I'm very protective of my ass. So years ago, when | ... Feb 15
Ramit Sethi Inbox How to conduct A/B tests — in bars - Benyamin, All right, I'm going to keep this sh... Feb 14
Ramit Sethi Inbox From 0 comments to $15k / day - Benyamin, |'ve been showing you how to create... Feb 13

“Will Zero to Launch work” sounds an awfully lot like a “prove it” email,
doesn’t it?

Even when you get as advanced as Ramit Sethi and his team, the fundamentals
work. A welcome email series with 6 emails is a great foundation to start from.
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