
  



Understanding the Power of an 

Email Sequence 
An email sequence is a series of messages you send your subscribers on the same 

topic. Sometimes, this sequence will be about introducing yourself to your subscribers 

with a story that you tell through several emails. Other times, you might create a 

sequence when you’re launching a new product or when you’re promoting one as an 

affiliate. If you aren’t using sequences in your emails yet, here are a few reasons to 

consider doing that… 

Sequences Are Great 

for Consistency  

For many bloggers and 

marketers the hardest part of 

having an email list is sending 

regular messages. As a 

result, you might slack off and 

avoid emailing your list. When 

you do finally get around to 

hitting that “send” button, you 

get a string of unsubscribes 

from people that don’t 

remember you. That’s 

depressing and frankly, it can 

kill any good email marketing 

vibes you had going. 

But an email sequence helps 

you to develop regular content 

you can send your list. When you message your people consistently, they’re more likely 

to remember who you are and take the time to read your words. 

Sequences Keep Your People Engaged 

An email sequence is terrific for keeping you in your readers’ minds. But it goes beyond 

just reading your messages. Your subscribers are more likely to engage with you when 

they see your name in their inbox consistently. That’s because you’re building a 

relationship with your list. 

When they hear from you and enjoy your content, your subscribers will start engaging 

with it. This mean they won’t just glance at your email. They’ll take the time to click on 

your links, read your blog posts, and even reply to your emails. 



Sequences Give You Multiple Opportunities 

If you’re hoping to sell products to your email list, you need to tell your subscribers 

about them! It doesn’t matter if it’s your own product or someone else’s. Most customers 

need to see a product multiple times before they make a purchase. If you’re just 

sending one message, you probably aren’t going to earn a lot.  

This is where a 

sequence can be 

very effective. 

Instead of only 

seeing the product 

once, your 

subscribers will have 

the chance to see 

your link several 

times. That 

drastically improves 

your odds of making 

sales. Of course, this 

doesn’t mean that 

you have to be 

spammy about the 

way you sell 

products. You can 

simply build valuable 

content around your 

links and watch to 

see how your list 

responds. 

Some marketers will tell you that having thousands of names on your list is the most 

important part of email marketing. But that’s baloney! Having an engaged list—even if 

it’s just a few hundred people—is more important than building an ice-cold list of 

subscribers that barely glance at your messages. That’s why the email sequence is so 

powerful. It pulls your readers in, builds your relationship, and makes you look like a 

rockstar in their eyes! 

Journal Your Thoughts 

1. How often do you email your list? 

2. What struggles make it hard for you to message your subscribers? 

3. Have you used an email sequence in your marketing? 



You Do Have Stories To Tell! 
When the topic of creating email sequences comes up, you may wonder what stories 

you have to share. You’d happily create a sequence; you just want to know what topic 

you should center your messages around. If that’s the case, consider these story ideas: 

Your Journey 

What have you 

accomplished that would 

lift up and motivate your 

community? What have 

you done that your 

people would love to do 

in their own lives? Maybe 

you healed your body 

from PCOS through diet 

and lifestyle changes. 

Perhaps you built a 

digital business that 

allows you to stay home 

with your kids. Maybe 

you were able to pay 

down a mountain of debt 

and create the life you 

craved. 

When you’re sharing 

your journey with your 

subscribers, you can encourage them by weaving tips and advice into your content. For 

example, you might talk about beginning your first podcast. You could recommend that 

your readers download Audacity for free to get started. These insights help your 

community take action and get closer to reaching their own goals. 

Customer Case Studies 

Another idea could be to create customer case studies based off the people you’ve 

helped. For example, you taught a blogger to learn how to edit her WordPress theme 

with confidence. Turn the incident into an email sequence. You could do this by 

interviewing the blogger about the experience and building a story around it.  

When it comes to a case study, be sure to talk about the emotions your featured 

customer experienced. Mention the fear Anna felt each time she tried to edit her theme 

or how discouraged she became after accidentally crashing her website. 

https://www.audacityteam.org/


Fictionalized Events 

There are times when it makes sense to fictionalize your email sequence. This is 

especially true in niches where your topic might be delicate. For example if you help 

women heal their marriages after an affair, then some of your customers may not want 

the details of their lives splashed across the internet. 

In these cases, you may want to tell the story from your customer’s POV but change 

key details. You can be honest about the fact that it’s not a direct customer experience 

by clarifying that the story is “based off of” or “inspired by” true events. 

Remember when 

creating an email 

sequence, your 

goal isn’t just to tell 

a good story. You 

want your 

subscribers to see 

themselves in your 

story. Turn up the 

“What’s In It for 

Me?” volume by 

asking questions.  

You might say, 

“Have you ever 

been where I was?” 

or “Can you relate 

to trying to buy 

groceries only to 

have every credit 

card in your wallet 

declined?”  

By asking 

questions, you 

engage your audience. You also help them to identify with your story and invest in the 

outcome, which will keep them reading the entire series from start to finish. 

Journal Your Thoughts 

1. What journey would you like to share with your subscribers? 

2. Do you have customers you could write about for your sequence? 

3. Would it be best to fictionalize the story in your email series? 



The Elements of a Sequence that 

Connects 
Creating an email sequence 

often involves looking for the 

“story” that needs to be told. 

But as soon as you hear the 

word “story”, you might freeze 

up. Maybe you tell yourself 

that you’re not creative enough 

to write up an email sequence 

or that you don’t know how.  

The good news is that writing 

a story isn’t difficult or time-

consuming. In fact, all stories 

share a few common 

elements. Learning how to 

weave these elements 

together is how you tell a 

story. Here’s what you need to 

do… 

Identify the Central Character 

Every story has a central character. Who the central character is in your story will 

depend on the sequence that you’re writing. For example, if you’re participating in a 

giveaway event, you might create an email series that introduces who you are to your 

new subscribers.  

When Kelly McCausey was taking part in a blog giveaway, she decided to write a 

sequence for her list. Since she wanted to share who she was and what she had to 

offer, she was the central character in the story. You can see an example of her 

sequence here. 

Get Clear on the Goal 

Think about what the goal is for the main character. In Kelly’s PDF above, she mentions 

that her goal was to start an online business so she could keep her bills paid. The goal 

that you focus on here should be something your subscribers want, too. 

Sometimes a goal is external—a character wants something tangible and easy to 

identify like more money or a new baby. Other times, that goal may be internal and not 

immediately obvious such as wanting a peaceful home or a loving marriage.  

https://lovepeoplemakemoney.com/wp-content/uploads/2017/11/getting-to-know-kelly-mccausey.pdf


Focus on the Motivation 

Motivation is all about the emotion behind your goal. Anyone can say their goal is 

weight loss or writing a book. But those goals don’t connect with your readers 

emotionally. You need to explain to them why this particular goal matters so much to the 

central character.  

For example, you might say: “My weight loss journey began when I lost my mother. Like 

me, she was obese. It was scary to think that one day my little daughter could be 

without me because of my unhealthy lifestyle.”  

Motivation helps your subscribers understand why your central character took action. In 

Kelly’s sequence, she described what it was like to be a single mother, struggling to pay 

the bills each month. 

Get Real about the Struggle 

Now it’s time to talk about the conflict that kept you (or your central character) from 

achieving the goal. This conflict might be external and something common like: a lack of 

money, a lack of time, or a lack of knowledge. 

In other cases, the conflict might be internal. For example, if you’re a dating coach, your 

central character might fear intimacy, so she sabotages every first date without fail. 

Don’t be afraid to share the struggle with your subscribers. They want to know they’re 

not alone in their problems. 

Announce the Moment of 

Triumph 

For most people, success is a 

series of small steps. But 

typically, they can point to one 

central moment where things 

really started to change. For 

example, you help women learn 

to love their bodies, so for you, 

this may have been the moment 

you decided you were enough. 

Talk this moment up! Let your 

subscribers know how amazing 

and positive it was to finally 

achieve your goal. Celebrate 

what you accomplished and 

acknowledge the difficult 

journey you had. 



Your moment of triumph is a chance to circle back around to your readers. Ask them 

how awesome and inspired they’d feel if they did the same thing. Remind them about 

why the journey is worth it and encourage them to keep going. 

Now that you understand how a story is structured, you can create an email sequence 

of your own. You don’t have to be professional writer or an editor to be a great story-

teller. Just focus on the journey that you want to share with your subscribers!  

Journal Your Thoughts 

1. Who is the central character in your sequence? 

2. What does the main character want? 

3. What's standing in the character's way? 

 

How to Share Stories with Your 

Subscribers 
Danielle was a graphic designer. She enjoyed what she did but she was always 

answering questions from newbies who wanted to get their own graphic design 

business off the ground, too. 

She started a website sharing tips and advice about her journey. With the new direction, 

she knew it was time to update her brand story. The first thing she did was glance at her 

welcome email. It was several pages long and shared how she’d gotten started online.  

Like Danielle, you may have a welcome email or an introduction message that traces 

the evolution of your business. The problem with a single email like this is that it can 

easily overwhelm your audience. Instead of reading it, they mark it to come back to later 

then forget about it or they get frustrated and delete it right away. 

You need an email sequence instead. You don’t have to tell the whole story right away. 

You can use each email to paint a picture and share one important milestone or 

moment along your path. Often, this sequence can be broken down into four messages. 

Here’s how to do that: 

Email #1: The Introduction 

This is the one where you tell your readers how you got started. You explain what your 

life or business looked like in the early stages. For example, Danielle talked about how 

she began doing any virtual assistant job that came her way but quickly discovered her 

passion was in graphic design projects. 



In this email, you 

want to focus on 

what you and your 

readers have in 

common. Then end 

it on a hook by 

asking a question.  

Danielle did this in 

her series by asking 

her subscribers if 

they were delighted 

by graphic design 

but frustrated at their 

inability to turn their 

skill into a business. 

Then she promised 

to share more of her 

story with her 

audience in her next 

message. 

Email #2: The 

Challenge  

Once you’ve shared an introduction to your story with your subscribers, it’s time to pop 

back into their inbox with the next part of your series. Start this email by referencing 

your last message and what you promised to share.  

Then dive into what challenge you had to overcome to get where you are today. In 

Danielle’s case, she explained how she had a passion for graphic design but she could 

only find the occasional job instead of steady clients that paid her monthly for her skills. 

The point of the challenge email is to show your readers that you understand their 

struggles. But don’t bum them out either. Reassure them that you found an answer and 

that you’ll be sharing it with them…in your next email. This keeps your subscribers 

eagerly anticipating your upcoming message. 

Email #3: The Lesson Learned  

You’ve talked with your list about who you are and the challenges you’ve faced. Now it’s 

time to tell them what you learned from these challenges. This message needs to 

contain a key insight that will change your readers’ lives or business if they implement. 

For Danielle, she knew the key lesson she wanted to tell her subscribers: stop looking 

at low-paying websites for high-paying clients. You don’t have to go into depth about 



what your subscribers need to do here. This isn’t a how-to or tutorial. You’re just 

focused on sharing the milestone that changed things for you. 

Email #4: Life Now 

The final email in your sequence should be about what your life (or business) looks like 

now that you’ve reached your goal. While you should celebrate your accomplishment, 

remember that your reader isn’t there yet.  

Be encouraging 

toward your 

subscribers. Remind 

them that they can 

achieve the same 

results. Then invite 

them to take the next 

step with you. Maybe 

that’s signing up for a 

free discovery session 

with you. Perhaps it’s 

about buying a low-

cost course you have 

for sale. Whatever it is, 

this service or product 

should be tied to help 

them get similar 

results. Then they’ll be 

more likely to say “yes” 

right away. 

When you create your 

story in an email 

sequence, remember 

that it’s not about you. It’s your story but you’re telling it to serve your community. Share 

insights that are valuable and actionable. Then your subscribers will thank you for your 

messages and welcome you into their inbox. 

Journal Your Thoughts 

1. What question will you ask at the end of your introduction? 

2. What challenges did you (or your character) have to overcome? 

3. Which lesson learned will you share with subscribers? 

 



The Launch Sequence You Can Use 

Again and Again 
Using an email sequence is important during a launch. It doesn’t matter if it’s your own 

product or one you’re promoting as an affiliate. When you only email once, you’re telling 

your community: “This is not that important”.  

Many digital business owners make this mistake. They recommend a product and never 

mention it again. Then they’re discouraged when they don’t make that many sales or 

their profits are down. 

Creating a series 

results in more clicks 

and more sales. It 

sends a clear 

message to your 

community that they 

should take the time 

to investigate this 

product that you’re 

proudly sharing with 

them. Here’s how to 

write up your series…  

Tease Your 

Subscribers 

With your first 

message, you’re not 

going to share a link 

with your readers. 

You’re simply going 

to email them to let 

them know something 

exciting is coming. Explain why you’re excited without naming the product. For example, 

you might say, “When I first started my business, I had trouble finding clients, which is 

why I’m jazzed about a new resource that will help you connect with amazing clients.” 

Announce It 

Your second email is your “ta da!” email. It’s where you announce the product you’re 

promoting to your list. Remind subscribers you mentioned this yesterday and send them 

a link to the product.  



Explain why you think it’s a smart buy. Include images of the product if you have them. 

If you’re promoting an affiliate product and you don’t have access to graphics, reach to 

the product creator. They’ll usually happily put together a few for you. 

Nudge Them 

The third email is your chance to remind your subscribers about the product you’re 

promoting. Try to talk about something you haven’t mentioned about the launch yet. 

You might say, “I missed this exciting feature and this is why I like it. Here’s the benefit 

of this feature for you…”  

You can also use this 

approach to promote a bonus. 

For example, if you’re 

promoting a marketing 

strategy course, then offer 

your own content marketing 

planner as a cool bonus for 

subscribers who buy through 

your link. 

Celebrate the Purchase 

Your final email is a 

celebration of the action 

takers. You might say 

something like, “Man, I’m so 

glad you signed up for this 

email challenge, it’s going to 

get you into the habit of 

consistently messaging your 

list.”  

If there’s launch pricing or a coupon code, you can focus on scarcity for this email. But 

you don’t have to have this if it’s not your style. Simply link back to the product so your 

subscribers see the product one more time. 

When you create an email sequence with this framework, it’s fun and easy to sell to 

your list. That’s because your messages will come be relational, engaging, and in 

service of your community.  

Journal Your Thoughts 

1. What product would you like to promote to your list? 

2. What feature will you highlight in your third email? 

3. Will you offer a bonus to fast action takers? Why or why not? 


