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& DiRECTIONS € INGREDIENTS

An email sales sequence is a focused series of 5-7 emails that drive Tags
subscribers to your sales page. Each email has one job — get the Page Views
click. You're building urgency, handling objections, and giving UTM Tracking
reasons to act now across multiple touchpoints.

Use pitch sequences after warming your list with value content. This PREREQUISITES
is the bridge between "interested subscriber" and "paying customer." 200+ Leads
Asingle email rarely closes the deal. A well-crafted sequence gives

you 5-7 chances to land the click.

Your biggest conversion lever is relevance. Sequences sent to the VARIATIONS
wrong segment get ignored. Match your pitch to the pain point that

. . Cart Close Seq.
brought them to your list and CTR jumps 2-3x.

Launch Seq.
Evergreen Seq.

PERFORMANCE CALCULATION

. N . @ METRIC TARGET
Optimize your Click-through Rate 10~20%

) CPitch] Course Launch - Start 1,340

Track everyone who enters your sales email sequence. This is your starting audience.

(o) /sales/course?utm_medium=email 236

E Track everyone who clicks through from your emails to the sales page.

Paﬁe Clicks ~ Sequence Leads 15%



EMAIL FUNNEL & EMAIL SALES SEQUENCE

Breakdown Your Click-through Rate

4 ways to segment your list and find what's killing your clicks.

4 LEAD ORIGIN

[ LEAD MAGNET | UTM SOURCE | OPT-IN DATE

Not all leads are equal. Someone from a
webinar is warmer than someone from a blog
post. Segment by how they joined your list.
DOUBLE DOWN ON WARM SOURCES
Send more traffic to the lead magnets that
produce high-CTR subscribers. Cut spend on
sources below 5%.

LIST ENGAGEMENT

m OPEN RATE | CLICK HISTORY | RECENCY

Warm leads click 3-5x more than cold ones.
Separate active readers from inactive
subscribers before you pitch.

SEGMENT BEFORE SENDING
Pitch engaged contacts first. Re-engage or

suppress inactive leads — they drag down
deliverability.

SEGMENT OPTIMIZATION EXAMPLE

Lead Origin Optimization

Webinar Attendees
PDF Checklist
QUIZ Com(alefevs

Bloa Subscribers

EMAIL POSITION

m EMAIL NUMBER | SEND DAY | SUBJECT LINE

Track which emails drive the most clicks. Early
emails test interest. Late emails test urgency.
Find your peak performers.

CUT THE DEAD WEIGHT
Rewrite or remove emails with under 2%

CTR. Move your best-performing angle earlier
in the sequence.

—— CUSTOMER PROFILE
(2= [ TAG | CUSTOM FIELD | QUIZ RESULT

Beginners and advanced buyers respond to
different angles. One-size-fits-all pitches
underperform targeted ones.

MATCH MESSAGE TO STAGE
Customize your hook based on experience

level or self-identified need. Use dynamic
content or separate sequences.

FOCUS SEGMENT
m Lead Magnet

420 105 25%
680 35 4%
360 58 16%
330 18 UF%



EMAIL FUNNEL & EMAIL SALES SEQUENCE

Optimize Your Sales Emails

Every email earns one click or gets deleted. Make the click obvious and the reason urgent.

Email Sales Sequence

5 email pitch sequence | one CTA per email | urgency builds across the arc

STORY PAIN POINT

n What's broken

See Details a

The struggle They did it...
Day 1 Day 2 Day 4
Build Trust Create Desire
Avg. Open Rate Avg.CTR
35 50% 10 20%

SUBJECT LINE

A WIN THE OPEN OR LOSE THE CLICK
Your subject line is the first gate. No open
means no click. Use curiosity, specificity, or
urgency — never all three at once. Test short vs.
long. Personalize with first name or segment
data. Avoid spam triggers like "FREE" or
excessive caps.

B CALL-TO-ACTION

A ONE LINK, ONE ASK, ONE ACTION

Every email gets one CTA. Repeat it 2-3 times —
text link, button, and P.S. link. Use action
language: "See how it works" beats "Click here."

Make the destination clear so they know what
happens next.

SOCIAL PROOF

OBJECTION LAST CHANCE

Butwhatif... Last chance

Handle Objections Close

Peak Clicks

Emails 4 +5

OPENING HOOK

A EARN THE SCROLL WITH YOUR FIRST LINE
Start with a story, a bold claim, or a question
that hits their pain point. Skip greeting fluff.
Your first sentence must earn the second. If they
stop reading here, your CTA doesn't exist.

SEQUENCE ARC
A\ BUILD PRESSURE ACROSS EVERY EMAIL

Don't repeat the same pitch 7 times. Each email
needs a unique angle — story, objection, social
proof, urgency, last chance. Front-load value,
back-load scarcity. The final 2 emails should
drive 40-50% of total clicks.



EMAIL FUNNEL & EMAIL SALES SEQUENCE

How to optimize Email Sales
Sequences for your business

Tailor your pitch sequence to your business model and audience.

i.g COACHES
9 LEAD WITH TRANSFORMATION STORIES

Share a client's before-and-after journey across
your sequence. Email 1: the struggle they faced.
Email 3: the breakthrough moment. Email 5:
where they are now. Make each email a chapter
— not a pitch. When the reader sees themselves
in the story, they click to learn more.

E-COMMERCE
@ FEATURE PRODUCTS INSIDE STORIES

Don't just list products and prices. Show them
in use — customer photos, use-case scenarios,
seasonal styling. One product link per email.
Use countdown timers for flash sales.
Abandoned cart sequences convert 3-5x higher
than broadcast pitches. Segment by browse
history.

I:j B2B & SAAS
@ STACK PROOF AND REMOVE RISK

Lead with case studies and specific ROI
numbers. "Company X cut onboarding time by
60%" beats "Our tool is powerful." Address
implementation fears — onboarding, team
adoption, integrations. Offer a free trial or demo
as the CTA. B2B buyers need 5-7 touches before
they commit.

'j CREATORS
Pl @ PULL BACK THE CURTAIN ON YOUR PROCESS

Share the messy draft, the failed attempt, the
revision that worked. Creators sell access to
their thinking. Your sequence should prove your
paid content goes deeper than what's free.
Tease exclusive methods, templates, or behind-
the-scenes access that only buyers get.

m COURSE CREATORS

u TEACH A MICRO-LESSON IN EVERY EMAIL

Give away a quick win in each email — a
framework, a template, a shortcut. Then show
how your course goes 10x deeper. The sequence
should make them think: "If the free stuff is this
good, the paid content must be incredible." End
every email with one link to the sales page.

4 PROFESSIONAL SERVICES
4

Q EDUCATE ON THE COST OF INACTION

Show what happens when they don't solve the
problem. A tax attorney: "The average audit
costs $12,000 in penalties." A consultant:
"Teams without strategy waste 30% of their
budget." Build authority by diagnosing the
problem across your sequence, then position
your service as the fix.



