Introduction.  Email marketing is both a good goal for your social media (a step along the customer journey towards a sales or a sale inquiry) and a social media network in its own right, albeit one that you own and that is one where you pretty much talk and your subscribers listen. Use this worksheet to figure out your email marketing system.
The Targets
The Targets.  Who will want to get emails from you? Similar to your buyer personas, brainstorm “email segments” or “email personas” of folks who will want to emails from you, why they will, and implicitly what they will want to get:
Segment #1 / describe a group of folks who would like to receive emails from you:

____________________________________________________________________________________________________________________________________________________________
Segment #2 / describe a group of folks who would like to receive emails from you:

____________________________________________________________________________________________________________________________________________________________
Segment #3 / describe a group of folks who would like to receive emails from you:

____________________________________________________________________________________________________________________________________________________________
The Offer.  Dig into who will want what, and why from you? For example, a potential customer might want to get your eBook explaining such-and-such, whereas a superfan might want to receive email alerts of “insider information” or “special deals.” Define your offers that will populate your email below, and designate some as “evergreen content” and some as “content for your email newsletter.” Remember: Brainstorm “what’s in it for them” not “what’s in it for you!”

Offer #1:


Which will be focused on Segment #1: ____________________________________________________________________________________________________________________________________________________________
Offer #2:


Which will be focused on Segment #2: ____________________________________________________________________________________________________________________________________________________________

Offer #3:


Which will be focused on Segment #3: ____________________________________________________________________________________________________________________________________________________________
The DRIP

The DRIP.  DRIP email campaigns are semi-automated campaigns that first send a message upon subscription, then wait a time period, and send something else, and then wait a time period and send something else. For example, email #1 might be “Here’s your eBook,” and email #2 might come a week later, and say “Did you like the eBook? Do you have any questions?,” and email #3 might come three weeks later and offer, “Hey! Do you want a free consultation on your needs? Email us back with a good date and time.” So brainstorm your DRIPs against customer segments and/or offers:

Drip #1 is: _________________________
(upon subscription)
Then wait __________________________ days / weeks / months and offer:

Drip #2 is: _________________________
(upon subscription)

Then wait __________________________ days / weeks / months and offer:

Drip #3 is: __________________________
(upon subscription)

Then wait __________________________ days / weeks / months and offer:

Promotion.  Like any social media network, email is not self-promoting. HOW will you PROMOTE subscriptions?

( Real world to email sign ups.

( Advertising (where?) to email sign ups.

( Facebook to email sign ups.
( LinkedIn to email sign ups.

( Twitter to email sign ups.

( Instagram to email sign ups.

( Other methods you will use to promote sign ups (describe below).
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
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