
Session 3 – Email style and purpose

 Email Style
 4 email lists
 Email Writing Checklist



Nurture email series 2

 Understand your prospect’s needs. 

 That's why it's important to define your buyer personas to 
reach your target audience effectively. Otherwise, your 
emails get left unopened or deleted.

 Lead nurturing introduces a tightly connected series of 
emails with a coherent purpose and full of useful content. 
In this context, lead nurturing offers more advantages than 
just an individual email blast.

 Be sure to create different types of promotional nurturing 
emails to suit the needs of your users based on where they 
are in the marketing funnel. This ensures you’re providing 
directly useful content to all prospects, at the right stage of 
their buying journey. The overall goal here is to guide them 
through the sales cycle to move them through your funnel. 
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Nurture email series 3

 According to studies, email response rates decline 
over the age of the lead
 Take advantage of the freshness of the relationship

 Don't wait to contact them!

 Nurture emails are sent automatically according to 
your schedule as new leads come in
 High return on a low investment

 Tie a series of emails to a specific activity or 
conversion event
 Follow-up based on actions a lead has taken

 Know their interests in the topic and show them what 
they might need next

 Lead nurturing emails can highlight reconversion 
opportunities that tie back to their earlier interests
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Relationship
DAVID PERDEW
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Engage
TROY BRUSSARD
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Churn 
and Burn
TONY MCCARTHY
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Educate
TERRY DEAN
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Story
DAVID PERDEW
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Affiliate 
Marketing
DAVID PERDEW
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All Sales
MATT BACAK
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Sales emails 11

 What’s your style?
 Hard sell

 Soft sell

 Persuasive story

 Short ad
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Sales emails 12

 Samples
 Straightforward

 Educational

 Storytelling

 Short ad
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Transactional 
emails
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 Transactional emails are triggered by a 
specific actions your contacts have 
taken and help them complete that 
action.

 Examples: 
 Webinar registration yields access info

 Optin sends confirmation

 Purchase triggers receipts

 Transactional emails have high CTR
 Recipients look for these emails to complete an 

action.

 Leverage this prime real estate with coupon, discount 
or opportunity

 Follow through by the prospect can be a 
problem. 
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Email lists 14

 Prospects
 Haven’t purchased anything yet, but are interested

 Customers
 Have bought something

 Best Customers
 Spend more and get special treatment

 Partners
 Affiliates and jv partners
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Email 
Writing 
Checklist
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