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Now, more than before, we need to strap on a new mindset. Buzz-worthy marketing methods come and go, but there is one that endures: getting directly into people’s inboxes with buzz worthy emails. 
One of the best ways to achieve this new mindset is to remember two critical things… we’re here to help our clients and customers, which we cannot do without a plan.
Email marketing is one of the areas where small business owners can actually outperform large companies to:
· Establish yourself as a leader in your market
· Provide proofs of concept for new products and services
· Turn browsers into buyers
The key is to present an irresistible flow that leads naturally from one step to the next, making each offer along the way—whether free or paid—a “no brainer” your reader would never consider rejecting. 

STEP 1: DETERMINE YOUR STRATEGY
1A: Define Your Goal
Each email campaign should have its own goal. What is yours for this specific campaign?
	










1B: Determine Your Content 
Your content will depend on your goal. Regardless of the goal, your content should be valuable, engaging, and useful to your target audience. It should help them know the exact next step to take next. What content will you use with this campaign?
	








1C: Focus on Frequency
Decide how often you'll send out messages (daily, weekly, as you see fit) and when (day and time of week). Whatever you choose, remain consistent. When will you send your emails?
	








1D: Monetization Strategy
If your goal is to send out a weekly newsletter then you should also figure out a way to monetize it (affiliate links to products you recommend would be perfect, especially if they speak directly to your audience’s immediate needs). Will you monetize with your own products and services or through someone else's? Which specific ones?
	









1E: Quantify Success
When creating your goals, be specific about what constitutes success. For example, if your goal is to sell more of your products or services, document how much more by when and to whom.
	








STEP 2: FIRST IMPRESSIONS
When someone enters their name and address on your form to sign up for your list, immediately send them a welcome… and make it good.
· A hearty thank you for signing up.
· A reminder of what they signed up for and how to get it.
· Who you are, and a summary of what they'll get from future messages… focusing on the benefits to them. The who you are section is brief (2-3 sentences max). They’ll learn more about you as the relationship progresses.
· A reminder that their feedback means a lot to you, and that they can unsubscribe at any time.
There should be nothing promotional whatsoever. Make it all about them right from the start.
How will you structure your welcome sequence: number of emails, messages in each email, links to products or services or other content, etc.?
	













STEP 3: LIST SEGMENTATION
Next, you’ll want to figure out different ways to segment your list. Just keep in mind that how you segment should jive with your market and your own products and services.
Here are ways you can slice and dice your list:
· Demographics – This is a pretty obvious segment. How much people make, their sex, their age, and so forth can make a big difference in how they read an email. If you have customers in both their 20’s and 60’s who buy your products or services, you will need to market to them in different ways. What is the demographic makeup of your audience?
	
	






· Location – Sometimes location will make a difference in how you word your emails. For instance, if you have an international audience you will always want to be super clear when listing dates and times. Trust me! What location related issues do you need to address?

	






· Customers – People who have already bought from you should be treated differently and sent totally different messages than people who have never bought anything. There is a big difference between someone who downloaded your free report and someone who laid out their cold hard cash to purchase a product or service from you. How will you show love to your customers?

	








· Prospects vs. Leads – This is a mistake a lot of people make. A prospect is someone in your target audience. A lead is someone who has also expressed interest and admitted to needing what you offer but isn’t a target of yours. Again, the messages should be completely different. What messages will you share with prospects?

	






	What messages will you share with leads?

	






· Fans – Some people are loyal fans who often promote you to others, share what you have to say, follow you on social media and even advocate for you to others. When a person shows this side of themselves make sure to put them on a specially segmented list that gets more love from you. How do you plan to reward your fans?

	






· Purchase Behavior – This one is simple because it means your audience did something to move from one list to another. Perhaps they downloaded your free offer and then they purchased your paid offer. Move them from your lead list (downloaded free offer) to your customer list (bought item A). Now you can market item B to them in an even more personalized way. What’s the path you’ll use to lead customers to the next sale?

	






· Customer Buying Cycle – If you know where your kindreds are in the buying cycle, you can nurture them in a specific way to move them through smoothly. Remember, if someone is in learning mode, the middle of the funnel right now, they’re most likely not ready to buy. Someone at the bottom, however, is probably more likely to purchase your product or service if you make the right offer. What offer will you make to cultivate a purchase?
	







STEP 4: CONTENT STRATEGY
If you want to be known as the go-to expert in your niche, provide rock-solid information that is of value to your subscribers while providing a clear path toward their next step. 
Each email in your sequence should build on the previous one, providing another piece of information and more resources your reader can use. This serves several purposes:
· Help your subscriber to achieve their goals
· Clearly establish your expertise in the niche (so you become the go-to expert)
· “Train” your subscribers to open your emails (because the information is so valuable to them)
Think of it like teaching a middle-school math class. You cannot expect your class members to easily grasp algebra if they don’t yet know how to add and subtract. You must give them the prerequisites before asking them to move to higher-level subjects. 
Once you figure out what those prerequisites are, and in what order they should be learned, you’ll be well on your way to creating a well-planned and highly profitable follow-up sequence. 
4A: Research Competitors
If you're not sure exactly what is meant by “value,” a great way to find out is to conduct an experiment. Sign up for several email lists in your market and see what kind of content successful competitors share. This is a good idea because it gives you a sense of what the competition is doing so that you can offer something different. It also shows you what value means in your market. You'll find that you stay tuned to certain lists, while others you'll quickly start ignoring. Ask yourself what the crucial difference is between the lists you enjoy and those you don’t.



What did you learn from your competitive research?

	





4B: Stay Timely and Relevant
Don't share outdated tips from years past or other information that's no longer useful. Your content should relate to what's going on now in the world and in your subscribers' lives. Timely emails may refer to current trends, news stories, new technological developments, new products that are just coming out, changes in your market, major upcoming events, or even a simple holiday message. What cultural events can you tie into?
	





4C: Solve Problems
Your informational emails should be geared toward helping customers solve their problems or answering their questions. Look at areas of their lives where they have trouble and need help. Use your expertise and experience in your market to provide them with solutions. The focus should always be on solving problems. What problems can you solve for your audience?
	





4D: Show How-To
You can create valuable content by writing how-to guides. Think of the “how-to” section of Amazon. You know how to do things your subscribers don't. Use your emails to teach them step-by-step to do the things they need to do. You can also teach them how to use your products. These series work as a kind of under-the-radar promotion. What can you teach your audience?
	





4E: Be Action Oriented
Each email should have one very specific purpose. It should have one important point that it teaches. The email should also be actionable, leading the reader to do something. After reading your email, they should be able to do something they couldn't do before, or they should know exactly what they need to do next. How will you lead your audience to the next step?
	





4F: Save Time and Money
Another way to provide value is to give the reader advice that will save them time, money or both. This is a direct way to provide value since everyone values their time and money. If the information you provide saves the reader money that’s even better right now because it is a direct benefit they can feel right away. What can you share that will save time or money?
	





4G: Curate Content
You don't need to create all of your content. You can share content with your readers that was created by others. You become a content aggregator… pulling information from different sources, presenting it to your list, and adding a little commentary of your own. But approach it from the mindset of providing value, not providing a shortcut for yourself. Where reference sources will you use to curate content?
	








ALL RIGHTS RESERVED. No part of this template may be reproduced or transmitted in any form whatsoever, electronic, or mechanical, including photocopying, recording, or by any informational storage or retrieval system beyond use within the business or individual it was provided to without express written, dated and signed permission from Hub+company. 
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