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1. Why Email Marketing Still Wins
Email remains the highest-ROI marketing channel available. For every $1 spent on email marketing, the
average return is $36. Here's why email outperforms social media:

You own your list. When you build followers on Instagram or TikTok, those platforms own the
relationship. Algorithm changes can cut your reach to near zero overnight. Your email list? That's yours.
You can export it, migrate it, and access it whenever you want.

Direct access to your audience. An email lands in someone's inbox. Social media posts compete for
attention in a feed. Email is personal—it's addressed to one person, and it creates a direct line between
you and your subscriber.

Segmentation precision. With email, you can group subscribers by behavior, interests, purchase
history, and engagement level. This allows for highly targeted messaging that social media can't match.

Measurable results. Open rates, click rates, conversion rates, revenue per email—every metric is
trackable. You know exactly what's working and what isn't.



2. Building Your Foundation

2.1 Choose Your Email Platform
For European startups, these tools offer the best balance of features and pricing:

Recommended:

Mailchimp - Free up to 500 subscribers, intuitive interface, good automation

ConvertKit - Built for creators, excellent tagging and segmentation

ActiveCampaign - Advanced automation, CRM built-in

Kit (formerly ConvertKit) - Simple, affordable, great for beginners

Systeme.io - All-in-one funnel platform, very affordable

2.2 Set Up Your Domain Authentication

Before sending any emails, configure these essential records:

SPF (Sender Policy Framework)

v=spf1 include:_spf.your-email-provider.com ~all

DKIM (DomainKeys Identified Mail) Your email provider will give you a DKIM record to add to
your DNS. This proves emails come from you.

DMARC (Domain-based Message Authentication)

v=DMARC1; p=quarantine; rua=mailto:dmarc-reports@yourdomain.com

Custom Tracking Domain Set up a subdomain like mail.yourdomain.com  for tracking links. This
improves deliverability and looks professional.

2.3 Create Your Email Infrastructure
1. Main address: hello@yourdomain.com (for business inquiries)

2. Newsletter address: newsletter@yourdomain.com (for the list)

3. Support address: support@yourdomain.com (for customer service)

4. From name: Use your brand name or a person's name for personal connection

3. Lead Magnets That Actually Work
A lead magnet is something valuable you offer for free in exchange for someone's email address. The best
lead magnets are:



3.1 Types of Lead Magnets
Checklists and Cheat Sheets

Quick to create

Immediate value

Example: "25-point SEO checklist for startups"

Templates and Swipe Files

Reusable resources

Examples: Email templates, social media calendars, pitch deck templates

Free Tools or Calculators

Interactive engagement

Examples: ROI calculators, quote generators, grade calculators

Mini-Courses

Series of emails

Builds authority

Example: "5-day email marketing crash course"

Webinars and Live Events

High perceived value

Real-time engagement

Works best for B2B

Free Trials or Demos

Low barrier to entry

High conversion potential

Example: "30-day free trial of our premium plan"

Resource Lists

Curated collections

Examples: "100 AI tools for startups", "50 marketing podcasts"

3.2 Creating High-Converting Lead Magnets

Formula for Irresistible Lead Magnets:

Problem your audience faces + Clear solution + Immediate access = Lead magnet

Best Practices:

Make it specific: "10 Email Templates" converts better than "Email Templates"

Solve one problem well, not many problems poorly

Make it visually appealing (PDF with good design)



Limit the scope: people want focused, actionable content

Include a clear call-to-action in your lead magnet

3.3 Lead Magnet Examples by Industry

For B2B SaaS:

Free trial (14-30 days)

ROI calculator

Implementation checklist

Integration guide

For E-commerce:

Size guide

Discount code

Style lookbook

Product care tips

For Coaches/Consultants:

Assessment or quiz

Discovery call template

Client onboarding checklist

Industry report

4. Landing Pages That Convert
Your landing page's job is one thing: getting visitors to give you their email address.



4.1 Landing Page Anatomy

┌─────────────────────────────────────┐

│           HEADLINE                   │

│  (Promise immediate value)          │

├─────────────────────────────────────┤

│         SUBHEADLINE                  │

│  (Expand on the promise)            │

├─────────────────────────────────────┤

│       BULLET POINT BENEFITS         │

│  • Benefit 1                        │

│  • Benefit 2                        │

│  • Benefit 3                        │

├─────────────────────────────────────┤

│    [EMAIL INPUT]  [DOWNLOAD]         │

│         Privacy reassurance          │

└─────────────────────────────────────┘

4.2 High-Converting Elements
Headline Formula:

[Desired Outcome] + [Timeframe] + [Mechanism]

Example: "Grow your email list to 10,000 subscribers in 90 days"

Social Proof:

Add logos of companies using your product

Include subscriber count: "Join 2,000+ founders"

Add testimonials before the opt-in form

Visual Hierarchy:

1. Headline (largest, most prominent)

2. Form (most visible, easiest to complete)

3. Benefits (why they should sign up)

4. Social proof (builds trust)

4.3 Landing Page Best Practices

Remove navigation links (keep focus on the goal)

Use a contrasting button color

Keep form fields minimal (email only is best)

Add privacy reassurance: "We hate spam. Unsubscribe anytime."



A/B test your headline, button text, and form placement

5. Welcome Sequence
Your welcome sequence is the first emails new subscribers receive. This is where you establish trust,
deliver value, and set expectations.

5.1 Welcome Email Structure
Day 0 (Immediate):

Subject: Welcome! Here's your [Lead Magnet Name]

Hi [First Name],

Thanks for downloading [Lead Magnet]. You can access it here: [LINK]

While you're here, let me introduce myself...

[Brief personal introduction + what they'll get from your emails]

P.S. Check your inbox tomorrow for the first lesson in our series.

5.2 5-Email Welcome Sequence
Email 1 (Day 0 - Immediate): Deliver the lead magnet. Set expectations. Personal introduction.

Email 2 (Day 1 - Morning): Share your origin story. Why did you start this? What problem were you
solving?

Email 3 (Day 2): Deliver your best piece of content. Show them the value they'll get from staying.

Email 4 (Day 3): Tell them what to expect going forward. Be specific about email frequency.

Email 5 (Day 5): Soft sell. Share a success story from someone who used your advice.

5.3 Welcome Sequence Goals
Email 1: Deliver value

Email 2: Build connection

Email 3: Establish authority

Email 4: Set expectations

Email 5: Build trust



6. Nurture Sequences
Nurture sequences move subscribers from "interested" to "ready to buy." They educate, build
relationships, and address objections.

6.1 Types of Nurture Sequences
Onboarding Nurture: For new customers. Walks them through product setup and first success
milestones.

Educational Nurture: For subscribers who haven't purchased. Teaches them about your industry and
solution.

Re-engagement Nurture: For inactive subscribers. Tries to win back engagement.

Milestone Nurture: Triggered by specific actions: signup anniversary, purchase anniversary, etc.

6.2 Nurture Email Structure
Each email should follow this proven formula:

┌────────────────────────────────────────┐

│ Subject Line (curiosity + clarity)      │

├────────────────────────────────────────┤

│ Personal opening line                   │

├────────────────────────────────────────┤

│ Hook (problem or question)             │

├────────────────────────────────────────┤

│ Content (teaching or story)            │

├────────────────────────────────────────┤

│ Transition (connect to next step)       │

├────────────────────────────────────────┤

│ CTA (soft, low-pressure)               │

└────────────────────────────────────────┘

6.3 Example Nurture Sequence Topics
Week 1: Focus on problem awareness

"The biggest mistake marketers make with email"

"Why your open rates are dropping"

Week 2: Solution awareness

"The 3-email rule that tripled our conversions"



"How to write subject lines that get opened"

Week 3: Product awareness

"What our tool does that spreadsheets can't"

"Behind the scenes of our process"

Week 4: Decision ready

"Is this right for you? Here's how to know"

"Special offer for our email subscribers"

7. Sales Emails
When it's time to convert subscribers into customers, your sales emails need to be strategic.

7.1 Sales Email Anatomy

Subject: [Problem] or [Curiosity] or [Social Proof]

Opening: Personal connection (1-2 sentences)

Problem: Agitate the problem they face (2-3 sentences)

Solution: Your offer as the answer (3-4 sentences)

Proof: Testimonial or social proof (1-2 sentences)

CTA: Clear, specific action (1 sentence)

Signature: Personal sign-off

7.2 Subject Line Formulas
Urgency: "[Number] spots left for [Event]" "Ends tonight: [Discount]"

Curiosity: "The email I sent to [Famous Person] that got a reply" "What happened when we tried
[controversial tactic]"

Benefit: "How to [desired outcome] in [timeframe]" "Get [specific result] without [common obstacle]"

Personal: "Your [something they downloaded] — next steps" "Question about [their business]"



7.3 Sales Email Best Practices
Keep emails short (under 150 words)

Use plain text format (feels personal)

Send from a real person's name, not a company

Include plain text version of HTML emails

Test different send times (usually 8-10am on Tuesdays works well)

Follow up 3 times before giving up

7.4 Follow-Up Sequence

Email 1 (Day 0): Initial offer

Email 2 (Day 3): Different angle or objection handler

Email 3 (Day 7): Social proof or case study

8. Newsletter Strategy
Your weekly or monthly newsletter keeps you top of mind and drives consistent engagement.

8.1 Newsletter Formats
Curated: Best links, resources, and content from around the web. Low creation effort, high value.

Original: Your own content, essays, insights. High effort, builds authority.

Hybrid: Mix of your content and curated links. Balanced approach.

Interview/Podcast: Recaps of conversations with interesting people. Good for community building.

8.2 Newsletter Frequency
Best for most: Weekly on Wednesday or Thursday

More frequent: 2x per week (Tue + Fri)

Less frequent: Bi-weekly or monthly (only if content is exceptional)



8.3 Newsletter Structure

Header: Logo or newsletter name

Featured: One main article or tip (most important)

Brief: 3-5 shorter updates or tips

Resources: Useful tools, links, or recommendations

CTA: Subtle sell for your product/service

Footer: Unsubscribe link, postal address (required by law)

8.4 Subject Line Optimization
Personalize with name or company: "Alex, here's what's working in..."

Use numbers: "5 mistakes that are killing your email open rates"

Create urgency without fake scarcity

Test emoji (sometimes works, often doesn't)

A/B test subject lines regularly

9. Deliverability Mastery
If your emails aren't reaching the inbox, nothing else matters.

9.1 Inbox Placement Factors
Sender Reputation:

Clean list (remove bounces regularly)

Low complaint rates

Consistent sending patterns

Authentication setup (SPF, DKIM, DMARC)

Engagement Metrics:

High open rates signal inbox worthiness

Low spam complaints

Positive replies and forwards

List contains people who opted in

9.2 List Hygiene Rules

Remove hard bounces immediately (never email again)

Re-engage inactive subscribers after 60-90 days

Remove subscribers who don't engage after re-engagement campaign



Never buy email lists (will destroy your reputation)

Verify new subscribers with confirmation email

9.3 Warm Up Your List
When starting with a new list or new domain:

Week 1: Send to 10% of list, monitor engagement Week 2: Send to 25% of list Week 3: Send to 50% of list
Week 4+: Send to full list

9.4 Spam Trigger Words to Avoid

LIMITED TIME      ACT NOW      FREE      GUARANTEE

100%              SPECIAL      CLICK HERE      ORDER NOW

DON'T DELETE      AS SEEN ON   NO OBLIGATION   RISK FREE


