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File preview

EMAIL IS A CASH COW, IF IT DOESN’T KICK YOU:

5 TIPS FOR GETTING MORE LEADS, SALES, AND

BUSINESS GROWTH FROM YOUR EMAIL

MARKETING

Everyone knows what email is, and if you’re a marketer, just how powerful

it can be, putting cash into your bank account with one click of the “send”

button.

Even better, load a message once, and it markets forever (as long as you

keep it inside your autoresponder of choice). That includes when you’re on

vacation, over a long holiday weekend, in bed with the flu—you name it.

But if your emails aren’t getting the response you’d like, or if you know

there’s something missing, I’ve got a few tips to help you.

Tip 1 is very simple, and it’s also one of the two vital takeaways from this

report:



Email isn’t about money, it’s about relationships. And

relationships are about people.

Somebody living and breathing is on the other end of every email you send

your prospects or clients. Remember what you learned as a kid? It’s all the

same, in any business. If you send a download link that’s dead, correct it as

soon as you find out (sending your emails to yourself first might help cure

that in the first place, by the way).



Tip 2. Send conversational emails.

If you start a message to prospective clients with “Hey, look at this

AWESOME product I just found out about!” and they don’t trust you (yet),

your message has boarded Delete Central. Ease into things like you’re

having a face-to-face chat with a buddy over coffee (or some other drink you

like). “Hey, I saw this great thing the other day,” or whatever, and you’re up

and running. Stories to use for this are everywhere—the grocery store, TV

and magazines, the park, or a downtown restaurant. People and kids say the
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most interesting things, sometimes. Tie in these stories to a benefit of your

product or service for maximum impact.



Tip 3. There’s more than one type of email out there.

You can’t build a house with nothing but a saw, three nails, and two-thirds

of a blueprint. In the same way, pitching your current products or services

isn’t the only type of email you can send. Other types include:

Content (i.e. free tips and info) emails

Blog or social media update notification emails

Special event emails (see below)

New product launch emails

Sales, one-time offer, and special discount emails

Use your imagination (not a category, but you get the idea)

Are there hobbies or events your clients and prospects are interested in?

Mardi Gras? The U.S. Open? Duck season? Don’t forget regional events,

either. If you know about and like it, your prospects might too—just ask

them (sure, you can do that. Which is another great use for email—a survey

or “How are we doing?” type of email). Don’t forget national holidays like

Christmas, Easter, St. Patrick’s Day, and Fourth of July. Then there’s Flag

Day, Memorial Day, and more. A little planning ahead will go a long way in

this area.



Tip 4. If you’re an affiliate, shake up your comp plan (or if you

offer your own services or products, scout out complementary

products).

If you’re marketing other people’s products or services and the results are

less than great, maybe a few of these tweaks will help prime the pump:

- Are there recurring-billing products you can promote in your chosen

niche(s)? One of the best ways to make monthly cash is from someone else

signing up for a subscription to a monthly membership site, newsletter, or

download site.

- Are there single payout products in your niche(s) that have a higher

commission percentage or higher payout overall? A 30% commission on a
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$1000 product ($300) won’t be the same as a 50% commission on a $100

product ($50)—it’ll be better.

- Will your product appeal to more than one type of prospect? This doesn’t

always work, but if you have a product like How to Squeeze an Hour More

Stuff Into Your Day—And Love It, people in the money-making niche could

like it—but executives and busy moms might enjoy the information too.

If you’re a teacher or coach, or offer your own products, ask yourself:

- What do my clients use in the normal course of using my product or

service?

- Can I teach a course to my clients about how to use my product (on paper,

video, audio, or in person)?

- Can I offer an advanced course or product to complement my basic product

or service?

If you sell bikes, your clients need a helmet. But they also may like an

odometer, backpack, water bottle, and so on. Somebody somewhere makes

and sells these things. Ask around locally, or online, and see who you can

partner (a.k.a. joint venture) with. Be sure you mention how you product or

service will help someone else’s clients—more likely to get a good response

that way. And every email offer you do send will likely mean more money

in your pocket, too.

Using the bike example again, you could lead private tours to the most

scenic spots where you live, give bits of local history along the way, and so

on. You could teach a bike maintenance course, or a tips-and-tricks course

for stunt riding. Ask yourself what you would have liked to know when you

started in your business, and use that as a jumping-off point for extra

products and services you could offer (and get a beginner’s perspective by

sending another email out to your list, asking them questions).



Tip 5. Track results, test, keep what works, rinse, repeat.

You remember that I said that there were two vital takeaways from this

report, right? Okay, good. Here the second one:
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Test everything! Subject lines, messages, P.S., everything—then track and

tweak based on results.

Poke around your autoresponder of choice. A lot of them have tools for A/B

split testing, list segmentation, and more.

When you find that great P.S. that increases response like wildfire, or subject

lines that get opened more often that others, keep those—until something

else you’re testing beats it.



BONUS TIPS!

We’ve reached Tip 5 already. But I couldn’t help over-delivering as a big

“thank you” for you taking the step to opt in.

Here are some tips that can be squeezed out of the Big Three, which are:

- Size of your email list. If you’re marketing to a mailing list of 500 people,

the golden touch of Midas himself may not be enough for your business,

simply because so few sales won’t be worth your time and effort. But there

are folks with small mailing lists who can whup up on the big boys, because

of number Two of the Big Three:

- The responsiveness of that list, i.e. how many people buy. People are

turned off if they think they’re being “sold” right away, or at all. The key

here is to develop a relationship (remember tip 1?), based on genuinely

wanting to help someone better their life—to be happier, have more

confidence, make more money, turn a hobby or passion into an awesome

side business, you name it. And 500 super-excited people who LOVE

reading your emails will be way more responsive than 5,000 people who are

thinking about dinner, what’s on TV, and so on, as they go through their

inbox.

Despite all that, the first time someone visits your website, they probably

won’t buy. Email keeps people coming back to the same download page,

special offer, or video by touching on different points about how the product

or service benefits them.

Let’s say that first email pulls 1% response, and emails two through five get

another 1% off the fence, making 2% conversion altogether over the life of
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the 5 email series, which may be one to three weeks, depending on your

delivery schedule. For a list of 1,000 people, for an email series for a $100

product, a 2% conversion translates to an extra $2,000 in your pocket (20

people times $100 per sale). You have to factor in expenses, but not bad for

a few hours’ work, eh?

The last of the Big Three isn’t the most important, but it’s worth

considering:

- Amount of the average sale, commission, or paid appointment.

We’ve mentioned this as Tip 3 above, but it’s difficult for me to see people

who promote a $40 product with a 50% payout and expect to be millionaires

six months from now. It’s just not going to happen.

“That’s great, Ty, but hold up! My clients won’t pay that much!” you might

be saying. Or, “Who the heck on Earth buys $500 niche products?!”

The same type of people who buy hot new electronics the same day they

come out.

Or dress their pets in clothes humans would envy.

Or buy $70 jeans for their five-year-old children.

The problem of having the wrong type of clients can be just as bad as having

the wrong list, or a mis-targeted list.

If your clients aren’t generating enough cash for you, maybe you aren’t

charging enough. (Read that again—it’ll make sense, soon). Clients can’t do

for you what you won’t do for yourself. Confidence is attractive—driving

price down just to make a sale, not so much.

Client/marketer relationships are a bit like dating, really—if you’re a guy,

and you want to meet a woman who likes going to baseball games, where

should you go? A monster truck rally? ’Course not. Baseball games would

be your best bet, but you never know...

Find out where your ideal clients hang out, online or elsewhere. Show up,

make casual, helpful conversations and posts.
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The Big Three work together, and they can (usually) be increased by testing

different traffic sources, marketing methods, and so on. Go with what works

for YOUR business.

Because at the end of the day, you’re the one your business matters the most

to.

I once heard someone say, “If you’re not having fun, you’re not doing it

right,” and I think that applies here. If you write emails about something you

enjoy to a list of people who enjoy it too, work won’t feel like work.

Writing emails shouldn’t be your whole life, and neither should your

business. You started your own business to have more free time, not less,

right? If it’s in the beginning, you may need to devote slightly more time

learning the ins and outs of marketing, or perfecting your service or product.

And learning should never stop. But there will be a time when you can dial

back your efforts, and enjoy watching your bank account mushroom as you

put into practice what you’ve learned.

Always remember why you got started with your business or product in the

first place. Making millions won’t make you happy. Neither will being

published or going on a speaking tour. Helping people solve their problems,

and relieve their fears and wants will make them happy. And you’ll feel

good about it, too.



QUICK REVIEW:

Email is about people and relationships.

Be trustworthy—make email like a conversation.

There’s more than one type of email you can send.

Shake up your compensation plan, or offer complementary products.

Test everything (or at least measure), keep the winners, and test again.

A lot of things we learn as children, like self-confidence and following our

dreams, can be eroded as we grow up. It’s important for the future of your

business that you have a vision of things that aren’t yet real in your life, as

well as a concrete, written plan to take you there.
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I appreciate you sticking around to look over this report, and wish you every

success in your business and life.

Ty Mall



About Me

Ty Mall is a freelance copywriter, specializing in writing email copy for the

internet marketing and music instruction industries. He loves helping

business owners and marketers build their business relationships and client

base.

As a graduate of Jay White’s Email Copy Made Easy, Ty has received

detailed instruction specific to increasing open rates, clickthroughs, and

conversions for emails of different types and objectives.

If you’d like more information on how Ty can help you with your ongoing

or future email marketing endeavors, visit his website. You can also connect

with him on Facebook, Twitter, or his blog.
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