
Module 1

Turn your list into a community of 
raving fans, increase sales with 

every send, and master the 
easiest, most profitable 

marketing platform for your 
business - Email!

In this training, we’ll 
cover:

Module 1 

• Design email content 
that delivers value to 
your list AND elevates 
their purchases

• How to write email 
content to get 
engagement

• How to use 
newsletters to deliver 
more value (and 
increase authority)

• Email layout and 
templates

The Easy Email 
Marketing 

System



Design email 
content that 
delivers value 
to your list 
AND elevates 
their purchases

Think about the goal of the emails you will send 
to your list. What do you want to happen as a 
result of these emails?  It’s likely that your goals 
will be one or more of the following:

• Familiarize your audience with your brand
• Sell products or programs
• Educate your audience on something specific
• Create engagement
• Book a free coaching session
• Elevate their purchases 

If you have not been consistently emailing yet, 
start with one goal for simplicity.

What’s the goal of your email 
marketing?



Write email 
content to 
engage and 
reach the goal

Once you know the goal of your email 
marketing start writing your content.  

Let’s say your going to email your list one time per week, 
teaching them how to sell.  Use your emails to teach a
quick tip or direct to a training video that is longer.

Every week, you will send your list an email that educates 
on how to sell.  You can teach directly in the email or link to 
longer content that is in a video, on a blog, in a FB live, etc.

The goal of email is to always move them to the NEXT step 
(next training, next purchase, next action)



How long 
should your 
emails be?  

Should they 
have a 
“design” or 
images?

How long should your emails be and what 
should they look like?

You need to know how your audience is viewing your 
emails.  Most email platforms can show you a breakdown 
of this.  Are most of your readers checking email from their 
phone?  Or desktop?

Images and design can slow down the process of reading 
an email unless done right.  If you want to include branding 
and images, make sure it all loads correctly on multiple 
devices and does not take away from the point of the 
email.

We have found in testing, that shorter emails perform 
better than longer emails.  No one wants to scroll forever 
on their phone.  BUT…it’s important that you test this for 
YOUR audience to find what works best.



Sample Email

How to write emails that engage

Emails don’t have to be complicated.  Short and simple works too.  Keep 
your audience in mind and write in a conversational tone. Include images if 
it’s relevant, link to more content that you know your audience enjoys, and 
above all, be yourself.  



How to use 
newsletters to 
build authority

Should you create a newsletter?

The first question I ask is do you like writing newsletters?  
It’s important that you decide on something you can 
maintain (or hire someone to maintain it for you) before 
you begin.

Even though we email our audience every single day, we 
send a newsletter out once per week.  A newsletter is great 
way to send to other content that shows your expertise like 
a blog, a podcast, or a library of free training.  If you prefer 
to put all your content in one place, a newsletter is a great 
way to do that.

The current trend for newsletters, believe it or not, is super 
simple, single focus, and minimalist design (as in text only).  
But again, every audience is unique so test.  



Module 2

Turn your list into a community of raving fans, increase sales 
with every send, and master the easiest, most profitable 

marketing platform for your business - Email!

In this training, 
we’ll cover:
Discover the key to 
getting your emails 
opened

• How to write 
subject lines that 
grab attention

• When to best send 
your emails

• How often to email 
your list

The Easy Email 
Marketing System



How to write 
subject lines that 
grab attention

Subject lines are what your audience sees in their inbox.  
They are going to glance at it, then glance at who it’s 
from, then determine whether to open it.  I’ll share some 
examples of types of subject lines you can use that have 
worked for us.  Below are some general guidelines.

Keep a running list of subject lines that you like 
(create a swipe file) and note which ones work 
well with your audience.

Subject lines!

• Keep them short (so it’s all visible in the 
inbox)

• Don’t use hype that isn’t true (aka click bait)
• Keep the language simple
• Use outcome-based when possible
• Look at your own inbox and what stands out 

to you



Examples of 
subject lines that 
work

Keep a running list of subject lines that you like 
(create a swipe file) and note which ones work 
well with your audience.

Subject lines that work

• A video script that sells, really?
• How to write a video script to sell
• [PDF Download] A sales video template
• The worst day of my life…
• RE: Your story
• They took my car
• Please confirm or decline your coaching 

session
• Does a webinar script really matter?
• How to go from 20 clients per month to 1200
• What you don’t know about email marketing
• 3 ways to expand your network
• Write your FB ad in 5 min or less!



Track your 
subject lines

Organize subject lines with date sent, goal, and subject 
line text.

Track your subject lines



When to send 
emails

If you’re audience is global, none of this really applies because of 
different time zones.  So pick a reasonable schedule of sending and 
…send! (Some platforms will allow you to send at a specific time in each 
contact’s time zone)

When to send emails

• Avoid the morning email traffic jam (before 
8:30 a.m.)

• Think of your audience’s time and routines, 
when do they read emails?

• Test different timeframes with your audience 
to see when you get the most opens.

• Digital Marketer found that sending between
8:30 and 10:30 a.m. worked well, 2:30 pm to 
3:30 pm, and after 8:30 pm.  

• Mondays are always busy work-wise, so try 
for slower weekdays for your audience

It ultimately comes down to testing the times when your audience 
responds most.  In the morning when you check your email for the first 
time of the day – that is when you are most likely to delete a ton of emails 
because you’re going through all the emails that everyone sent out first 
thing. 



How often to 
send emails

As often as possible!  Really.  We send emails 2x per day at a 
minimum.  The reason is that we never know when people will see 
our emails, so we give them every opportunity to do so.  Remember, 
not everyone is going to see your email, some will, some won’t.  
Some will think, “Oh, I should read this later”.  And then they forget.

So stay in front of your audience often.

How often to send emails?

But…you might not start out mailing daily.  While you build content 
and figure out your style of communication, aim to email your list at 
least 1x per week at a minimum.  

The important piece here is consistency.  Be committed to emailing 
your list on a regular basis, otherwise that lists gets “cold” and you 
lose a valuable asset.



Module 3

Turn your list into a community of raving fans, increase sales 
with every send, and master the easiest, most profitable 

marketing platform for your business - Email!

In this training, 
we’ll cover:
The tech needed for 
launching your email 
marketing

• How to choose an 
email platform

• Understanding 
automated emails vs. 
broadcast emails and 
how to use them for 
your list

• The small stuff that 
creates a BIG impact 
(from address, 
preheader text, P.S. 
and more)

The Easy Email 
Marketing System



How to choose 
an email 
platform

These are some of the things to consider when 
choosing a platform.  

How to choose an email platform

• Does it fit your budget?
• How easy is it to learn?
• How good is their support?  Can you chat with 

support anytime if you have a problem or do 
you have to wait days for a response?

• Can your email platform integrate with other 
platforms you use?

• How does it segment your contacts? (Tags, 
lists, etc.) Do you know how to use this?

• What is the platforms average delivery rate? 
(Should be above 96%)

• Are you tech saavy?  (If not, you need
something that is super easy to learn and
manage)



How to choose 
an email 
platform

These are some of the things to consider when choosing a 
platform.  

Some of the most popular email 
platforms to choose from:

• Does it fit your budget?
• Infusionsoft (Difficult)
• ActiveCampaign (Moderate)
• Mailchimp (Fairly Easy)
• Aweber (Easy
• Constant Contact (Easy)

“All in One” Platforms – These are the platforms that say they can do 
it all…build a funnel, send emails, process payments, create a 
membership platform, etc.  (Kartra, Kajabi, Simplero are examples)

Just because they say they can do it all, doesn’t mean they can do all 
of it well.  Typically, one feature will be great and the rest is so-so. Be
cautious that it does everythingYOU need it to do.



Automated 
emails vs. 
broadcast 
emails

Your email marketing is likely to be a mix of both 
automated campaigns (more than one email) and single 
broadcasts.  It’s helpful to create a content calendar, 
mark your broadcasts on the calendar, so you can keep 
track.

Automated vs. Broadcast

Automated emails are emails that are set to send out based 
on a trigger.  Once the trigger occurs, the email goes out, 
over and over again on auto-pilot.  The email content does 
not change.  This is used for things like welcome emails, 
confirmation emails, reminder emails, etc.

Broadcast emails are one-time only emails that you send 
out.  You can still “schedule” them ahead of time, but it is 
not content that is going to repeatedly send out.  This might 
be used for your weekly content, event emails, 
announcements, etc.



The small stuff 
that creates a 
BIG impact 

This will generally show in the inbox right after the bolded subject

The Small Stuff…

Here, we’re sharing some small details that really matter.  
Such as your “from” email address.  Make sure it is an email 
address that people recognize and feels personal, like:

From: Ted@tedmcgrathbrands.com vs. noreply@tedmcgrathbrands.com 

Use the “preheader” text field on your emails.  This is the 
snippet of text people see below the subject line in their 
inbox.  You can use it to make opening the email more 
compelling:



The small stuff 
that creates a 
BIG impact 

Again, don’t overuse the PS, but don’t forget about it either!

The Small Stuff…cont.

Don’t forget the power of the “P.S.” in email. Most people
scan through emails.  They read the first line, scan through 
for bolded areas, images, etc. Then land on the PS, some
even go straight to the PS. 

So this is prime real estate!  I would not suggest you use a PS 
in every email, but here and there to grab attention, it works 
really well. Some things to use in the PS:

• Sense of urgency, like “Only available for 2 more days!” 
• Social proof – a comment from FB or a testimonial
• A discount or coupon code
• A curiosity ignitor like “BTW, be sure to check out page 

238, at the bottom, it’s a shocker!”



Module 4

Turn your list into a community of raving fans, increase sales 
with every send, and master the easiest, most profitable 

marketing platform for your business - Email!

In this training, 
we’ll cover:
Tracking your email 
marketing system to reach 
your email goals

• Understand what to 
track with email

• Use your email stats to 
improve your email 
results

• What’s worth testing 
with email

The Easy Email 
Marketing System



What to track 
and why?

Set up a simple spreadsheet to track this data.  You need to know what’s 
working, so you can do more of it.  You also need to know what ‘s not 
working, so you can let it go.  Otherwise, you risk wasting a lot of time 
and money!

When starting out with email 
marketing, what should you track?

• Open rates – the percentage of your list that 
is opening your emails

• Click thru rates – the percentage of your list 
that is clicking on the links in your emails

• Unsubscribe and complaint rates – the 
number of people opting out of your list or 
marking your emails as spam

• Conversion rate – if your email is directing to
a purchase, this would be the number of 
purchases (or registrations, sign ups, etc.) 
divided by the number of people who clicked 
on the sales (or registration page) link in the 
email



Tracking 
example

Use your email 
stats to improve 
your results

This allows you to see at a glance what’s working.  You’ll have to establish 
your baseline and then set goals for improving from there.  There’s no set 
open rate or click thru rate to aim for that is the same for everyone.  It 
depends on many factors.  Just set a baseline and then aim to improve it. 

Here’s an example of some of the 
data we track:



Split testing 
email

Go slow and test ONE thing at a time or you may not have accurate 
data.  Most email platforms have spit testing features to make it easy.

What should you test?

When you are starting out with your email marketing, focus on
getting your baseline stats and consistency. Once you have 
these things, you can begin to test different elements to 
improve your email results even more.

• Subject lines
• Different email body copy
• Images vs. no images
• Send times
• Different segments of your contacts (like dog owners vs. 

cat owners)
• Short copy vs. long copy


