Nurture Sequence
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22 TARGET a REPORT c TIMEFRAl\ilE
=" Engagement Engagement 45 min

& DiRECTIONS € INGREDIENTS

A nurture sequence is a series of emails sent after someone opts in. Tags
The goal: build trust, demonstrate expertise, and move subscribers UTM Tracking
from curious stranger to ready buyer before you ever pitch.

Without nurture, you push cold leads straight to a sales page. Most

won't buy. A good sequence warms them up — proving you @3 PREREQUISITES
understand their problem and have a real solution. It bridges the gap 200+ Leads
between opt-in and purchase.

Your biggest conversion lever is relevance. Every email should feel
written for the reader, not blasted to a list. Match content to the VARIATIONS

problem that brought them in and engagement climbs fast. )
Onboarding

Re-engagement
Post-Webinar

PERFORMANCE CALCULATION METRIC TARGET
Determine Your Engagement Rate 30~50%

) Courture) ¥D Email Course - Start 2,450
! Track everyone who enters your nurture sequence.

(o) Chourture) Email Course - Clicked 345

E Track leads who clicked at least one email link.

----- 1= Enaaﬁeo\ Leads + Leads Entered 3U5%



EMAIL FUNNEL & NURTURE SEQUENCE

Breakdown Your Engagement Rate

Find which leads engage and which go silent.

4 TRAFFIC SOURCE

[ CHANNEL | UTM SOURCE | REFERRER

Leads from different channels arrive with
different intent. Compare engagement by
source to find which channels deliver
subscribers who actually read and click your
emails.

DOUBLE DOWN ON WARM SOURCES
Shift ad budget toward sources producing

engaged leads. A smaller, responsive list
beats a bloated list of silent subscribers every
time.

9 ENGAGEMENT DEPTH

il [ CLICKS|OPENS | MULTI-CLICK

Not all engagement is equal. Some leads open
without clicking. Others click every email. Multi-
click leads are your warmest prospects — ready
for a pitch before the sequence ends.

FAST-TRACK YOUR HOTTEST LEADS
Tag multi-click leads and move them to your

sales sequence early. Don't force warm
prospects to sit through emails meant for
cold ones.

SEGMENT OPTIMIZATION EXAMPLE

Traffic Source Optimization

Facebook
6009\e
Partner

oraanic

LEAD MAGNET

[ OPT-IN TAG | ENTRY POINT | LEAD MAGNET

Different opt-ins attract different quality leads.
A checklist brings volume but weak intent. A
detailed guide draws people ready to
implement — and engage with follow-up
emails.

ALIGN NURTURE TO THE OPT-IN
Write sequences that continue the

conversation from each lead magnet. Generic
follow-ups waste the intent your opt-in
created.

c TIME TO ENGAGE

n EMAIL POSITION | DAYS TO CLICK | RECENCY

Track when clicks happen in your sequence. If
engagement clusters in emails 1-2 then
vanishes by email 4, your content is losing
momentum. Late clicks may signal different
buyer timelines.

REWORK THE DROP-OFF POINT
If engagement dies at a specific email,

rewrite it. Test a different angle, story, or CTA.
One weak email can stall the whole
sequence.

FOCUS SEGMENT
Channel

4,200 204 11.0%

800 230 35.0%

300 183 61.0%

150 54 36.0%



EMAIL FUNNEL & NURTURE SEQUENCE

Optimize Your Nurture Sequence

Every email either builds trust or loses a subscriber.

Nurture Sequence

Day 0 Day 1

(((((((((((

Welcome Content
Email Email

1 Welcome Email 2 Content Emails
Set the tone in the first Lead with value, not

60 seconds a sales pitch

WELCOME EMAIL
A\ SET THE TONE IN THE FIRST 60 SECONDS

Your welcome email gets 2-3x the opens of
anything else in the sequence. Deliver the lead
magnet fast. Set expectations: what you'll send,
how often, what they'll gain. Include one clear
CTA. This first email trains subscribers to open
your next one.

B ENGAGEMENT HOOKS

A GIVE THEM A REASON TO CLICK EVERY TIME

Every email needs a click-worthy destination.
Link to resources, tools, or case studies — not
your sales page. Inline links within stories
outperform big buttons. Track which hooks get
clicks to learn what your audience values. That
data shapes your pitch.

Day 3

Day 5 Day 7

Cé)ntent Content Bridge

Email Email

3 Engagement Hooks 4 Pitch Transition
Give them a reason to Bridge from nurture to

click every time sale without whiplash

CONTENT EMAILS
A\ LEAD WITH VALUE, NOT A SALES PITCH

Each email solves one small, specific problem.
Don't tease — deliver real wins. Short victories
build trust faster than long lectures. Use stories
to make lessons stick. End every email with a
single CTA that earns a click — not 'reply to this
email' filler.

PITCH TRANSITION
A\ BRIDGE FROM NURTURE TO SALE WITHOUT WHIPLASH

Don't jump from helpful content to a hard sell.
Add a bridge email: recap the problem, show
what's possible, tease the offer. This reframes
the relationship from teacher to trusted advisor.
Most marketers skip the bridge and wonder why
their pitch email tanks.



EMAIL FUNNEL & NURTURE SEQUENCE

How to Optimize Nurture Sequences

for your business

Match your nurture content to what your audience needs before they buy.

COACHES

9 COACH IN MINIATURE
Use nurture to coach in miniature. Each email
delivers one mindset shift or quick win. Share
client stories — before and after — to prove your
method. Position your program as the
structured path to results they've only tasted.
End emails with reflection questions that build
self-awareness and desire for deeper guidance.

E E-COMMERCE

9 EDUCATE BEFORE YOU DISCOUNT

Nurture subscribers with product education,
not discounts. Show how products solve
specific problems. Use customer photos and
reviews as proof. Segment by the product
interest that brought them in and tailor every
email. Save discount codes for the final pitch.
Brands that lead with value before discounting
see higher lifetime value.

I:j B2B & SAAS
@ ARM EVERY STAKEHOLDER

Nurture leads with case studies, ROl data, and
implementation guides — not thought
leadership fluff. Each email addresses one
objection or buying concern. Segment by
company size or role when possible. Decision-
makers need proof. Internal champions need
buy-in ammunition. Arm each persona with
exactly what they need to move forward.

CREATORS
@ PREVIEW YOUR BEST CONTENT

Your nurture sequence is a content preview reel.
Share exclusive insights subscribers can't find in
your free content — behind-the-scenes process,
early drafts, lessons from failures. Build a
relationship beyond the algorithm. When you
pitch your membership or paid content,
engaged subscribers convert because they
already trust your voice.

m COURSE CREATORS

u DELIVER A FREE MINI-COURSE

Structure nurture as a free mini-course. Each
email teaches one lesson building on the last —
creating momentum toward your paid program.
Add quick exercises to drive clicks and prove
your teaching style. By the pitch email,
subscribers are pre-sold. Frame the course as
the faster path for people already getting
results.

4 PROFESSIONAL SERVICES
4

Q DIAGNOSE BEFORE YOU PRESCRIBE

Demonstrate expertise without giving away the
engagement. Share frameworks, diagnostic
questions, and anonymized case results. Help
prospects self-assess: do | have this problem? Is
it costing me money? By the pitch email,
they've diagnosed the need themselves.
Position your service as the obvious next step.



