
Nurture Strategies 

So, what do you actually do with people once they join your email list? I love this quote. Erik Harbesen: 
"If social is the cocktail party, "then email is the "Let's meet up for coffee."" I always talk about 
marketing, about building relationships. And when it comes to winning customers, if you think of your 
long-term customers, they're the ones you're married to, right? Okay, you can be married to many 
people. Only in marketing. But this explanation is so good because social is where you go and meet 
people and potential people who you want to bring into your world and then email is the "Well, let's get 
to "know each other a bit better, let's meet up for coffee." So, there are two ways of nurturing your 
audience with email, and that is with a nurture sequence and with a broadcast.  

So, a nurture sequence, and don't get scared when I say, "Up to 15 emails." You can have nurture 
sequences that do a daily email up to 15 emails, they work great. I'm not asking you to do that right now, 
five is going to be plenty, but this is a sequence of emails after someone downloads your freebie or signs 
up for your email list. Now, a broadcast is a regular email that you're going to send out to your list. It's 
your unique way of doing things, your special way of telling stories and writing letters, and that format 
will grow over time. And you're going to do that, hopefully, weekly. Now, if you're in launch mode or 
you've just come out of launch mode, this often is the part that gets left and pushed to one side. Many 
people, particularly solo-preneurs, people with small businesses, struggle to do weekly broadcasts. And, 
honestly, when I look at many of the entrepreneurs in the online space that I'm on the list of, I rarely get 
a weekly broadcast unless they are copywriters and email wizards. So please, don't feel too much guilt 
around this if this is something you haven't been doing. I know for me, it's a part of my business that I 
struggle with, especially when I've come out of a launch and I'm serving hundreds of people. It can be 
kind of crazy. But when the lead up, when you're in the lead up to your launch, you absolutely want to 
make sure that you are doing this as regularly as you can. I truly understand the struggle, I do, but you 
do want to commit to a weekly email when you're in the lead up to your launch. It's going to nurture 
those people who are there.  

So, let's talk about nurture sequences. So, we talked about freebies already. When somebody signs up 
for your freebie, we want them to go through a little sequence, a sequence of emails. One every day for 
five days, 24 hours apart. And this is to build your relationship with them. So, what makes a good 
sequence? Well, it has to be specific, it leads on from the freebie, and your job is to help the person who 
has downloaded your freebie to get more results with it, for them to see the value in who you are and 
what you do. But this can be quite fun and flowing. We want this to feel natural, it feels like more of a 
conversation. You don't just want to give people more how to stuff. People don't want that, they want to 
be spoken to like they're a friend, right? So, however you do this, it needs to be easy to digest. It does 
not want to be tonnes and tonnes of words. There is no right or wrong, but I always try and make them 
as short as I possibly can without losing the quality, okay? You're going to overcome objections to 
buying 
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from you. So, maybe there are some fears that people have around, maybe, going down the path that 
you're about to lead them to.  

So, for example, within the launch space of what I do, I very often talk about starting off small with no 
ad budget and with low tech because that is the thing that really scares people. So, I can overcome that 
objection in my sequence. People know, when they've gone through that, who I am as a professional, 
what I'm like, my personality, my style, and also some of the things that make me me in terms of how I 
do launches. So, you know, if I'm not talking about, if I'm talking about live launches, if I'm talking about 
bro marketers and how I don't like them and how I really struggle with some of the spammy parts of my 
industry. And people who are into all the bro dudes, they're not going to like my stuff, they're going to 
bounce. So, essentially, what we're tryna do here is not only bring in the right people but we're showing 
that we are the right person or the wrong person for someone. We want to actually split opinion a little 
bit. Without polarising and making them hate you, 'cause that's not what it's about. It's about someone 
being able to identify in your nurture sequence: are they right for you, yes or no? So, overcoming 
objections is important. Positioning you as an expert is crucial. We need to build that trust. And that 
personality and character side of things. "Are you actually right for me?" So, I talk so much about 
relationships, connection, how I hate parts of the online marketing space, and what I do differently and 
why I do it and some of the things I do and don't believe in.  

So, by the time someone's gone through my nurture sequence, if they're like, "Ugh, that Laura girl, "she's 
so fluff," they will unsubscribe. But if they are my person, they're going to stay on my list and they know 
very quickly whether I am right for them or not. And ultimately, you're just building a relationship. A 
relationship over time just like you would in a normal, natural, human relationship. You're going to build 
that over time and then, it does take time to nurture that. So, let's talk about the emails specifically and 
what I'm going to show you, over the course of the next 10 or 15 minutes, is what makes a good nurture 
sequence and a basic nurture sequence that you can go and create. This is not going to take you too long 
to do. I encourage you to launch this with a version 1.0. So, you can refine and you can tweak and you 
can perfect later on down the line. This doesn't have to be a huge thing. And you can add in more emails, 
you can test things, you can take things out. I want you to become dedicated to the process of 
marketing. But equally, I don't want you to do too much, too soon, so that's why I'm just doing a basic 
five email nurture sequence today.  

So, email one, they are going to get this immediately when they have downloaded your freebie, so this 
will hit their inbox straight away. Now, this is all about getting them excited, it's about introducing you. 
You don't want to make any assumptions that the people who've signed up know who you are. They've 
seen there's something that you've got for free, they're like, "I want this thing." "Now whose list am I on?" 
So, you do want to introduce yourself, you do want to let them know why it's great to be on your list. I 
will always talk about this is the place to be if you want to learn how to love launches and to love the 
results that you get and I'm going to do it in a way that is not about spam, not about sleaze, and it's not 
about doing things that treat people like numbers, we're all about relationships. So, if that's your jam, 
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you're going to love being on my list, I'm going to send you some really cool stuff. So, you're going to do 
that for your folks. You're going to let them know why it's great to be on your list, who you are, what do 
you do. It does not need to be a 500 page story, just a paragraph on who you are and who you help so 
people know straight away whether they actually want to stay on your list. "Are you for me, yes or no?" 
They can identify that very, very quickly. My recommendation with this, because you want them to go 
and take action on the freebie they've just downloaded, is give them something that they can go and 
action that follows on from the freebie. Get them to do something. Because if people are actually taking 
action on the things that you share with them, they're actually listening to what you say in emails, well, 
when it comes to launches, they've already seen, "When I hang out with you, I get stuff done. "That 
means I get results which I means I can now "think about investing in you, buying your paid products." 
And then finally, you want to let them know what's coming next.  

So, email two is going to be 24 hours later. And this, for me, is all about dropping more value bombs. I 
love that phrase, drop value bombs. We do, we want to give them so much more value. But the first 
thing you want to do is make sure they got the freebie. Because sometimes, they don't have the first 
email or they didn't download it. So, give them a way to get it if they didn't. And you're also going to 
remind them of the last action they took in the first email. They may have forgotten, they may not have 
actually done it. We're just constantly re, or constantly, not reposition, constantly reminding people of 
the value that they get from being on your email list and when they open your emails. So, you're going 
to do a very, very short lesson. Very, very short. And you want to talk about the benefits of why they 
need to do this thing and give them something to do. This, again, is all about them taking to that next 
step, reminding them that when they hang out with you, they get stuff done. And then finally, you're 
going to tell them what's coming in the next email. You're just getting them excited about opening 
another email from you.  

Email three, again 24 hours later. I'm going to switch things up a bit here and this is all about going 
deeper. This is your opportunity to share something that hopefully speaks to their heart, okay? A 
personal story on the subject. Maybe, if you don't have a personal story, you can share a client story. 
This is also an amazing opportunity for you to share your origins story, where you started, where you 
came from. So again, don't make this too long. You want this to be short enough that people get value 
from it and they get some juicy content but not so long that they get bored. It is definitely a bit of a fine 
juggling act between too short and too long and boring and too much content. Like, we just need to 
make sure that when we're creating these emails, we're always removing, always removing, always 
removing. And it's like this process of shedding all the stuff that doesn't actually need to be in there. And 
it takes time. My advice, when you're writing these emails, is to just write. Write and write and write and 
then cut stuff out and then reorganise things. And see, when you're writing your content, "Which parts 
can I take out that don't actually "help me to achieve the objective of this?" So, with email three, it's all 
about speaking to their heart. So, what can you remove that no longer speaks to their heart or speaks to 
their heart in the same way as the other pieces of content? You'll be amazed how much you can actually 
cut out by writing it, printing it out, and just crossing stuff off. Like, "Mm, I don't really need that piece." 
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And I want you to think about this objectively rather than, "Everyone needs to know my whole story." 
What parts of your story do they need to know right now? Another thing you can do is share something 
you wish you knew back when. So, back when you were at the start of your journey, back when you 
didn't know how to achieve this thing, back when you hadn't discovered this awesome thing that you now 
do, something that you wish you knew. But you've got to relate it back to the thing that they signed up 
for, so it's all about going deeper but making it related and specific so that it doesn't feel like you're going 
off on all these tangents. 

 So, email four, 24 hours later. This is all about myth busting. So, bust the biggest myth that people 
believe on the subject that you are talking about. I love myth busting 'cause it not only overcomes 
objections but it also helps to position you as a thought leader. It also helps you to say, "This is "what I 
stand for and what I don't stand for." So, you can bust some myths and just achieve so much with this 
specific email. But also, this is your opportunity to show why you're different. So, you can talk about 
what's the thing you hate about your industry and why you're so different. Or maybe even what you love 
about what you do and why it's different to other people. And maybe sharing something that you 
discovered which surprised you along the journey. So, this is all about giving an alternative perspective, 
something that is different, something that makes you you that is completely different to everybody 
else. You might actually be the same, but the way you tell this, the way you tell this story, is going to pull 
the right people in. So, don't be afraid to let your personality shine through, especially on this email. This 
is the email that people are going to go, "Oh, you're my person. "I am just like you." Or, on the flip side, 
they might go, "Oh, you're not my person," and they'll remove yourself from their list. And that's fine, 
we want that. We want it now so that when we are building our audience, we know exactly who are and 
who aren't the right people for us and we can build upon these really strong foundations of knowing 
exactly who our person is and how to speak to them and what makes them respond to you throughout 
the whole of the customer journey. And so, when you say, "This is something I do stand for," people are 
going to go, "Yes, that's me." Or they're going to go, "No, that's not me, I'm out of here." And we want 
that because if we get this right now, when you move to your launch, you're going to have a far more 
accurate base of potential customers.  

So, email five, which is 24 hours after email four. It's the final one in this particular sequence. It's all 
about getting feedback and telling your person about the next steps, what's going to happen next. So, 
you don't have to include the feedback piece, but I think if this is the first time you've put out this 
freebie, it's the first time you've done this particular sequence, getting feedback from the people who 
have opened and actioned it is a great way for you to assess the value that people are getting from this. 
Also, when we ask people to reply to emails, this is a positive indicator to the email marketing platforms 
or the email host, should I say, so Gmail, Outlook, Yahoo, all of those providers, Apple, when they see 
that your audience is replying to the emails that you send out, it's a positive indicator that this is 
someone that they want to hear from more. So, if you're replying, basically what it's telling the email 
providers is that, "This is someone "that I like, this is someone I want to hear from." You would never 
reply to spam but you would reply to a friend. So, getting people to reply as often as we can is a great 
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way of getting them to help you get more of your emails into their inboxes. So, in the final email, you're 
going to remind 'em what they've actioned, you're going to tell 'em what's coming next, and for many of 
you, it's all about, then, moving towards the regular broadcast.  

So, we're going to talk about that in a moment. So, you can tell them what comes up next, when they're 
going to hear from you, and what is the kind of content that you're going to be sending out. So, again, 
invite them to reply, ask them what they thought of the freebie. And if they have any unanswered 
questions right now, this is your opportunity to go deeper, to add even more value, but also to find out, 
"What did I miss? "What do I need to include to make this even better?" It could become, then, email six 
or email seven. This is also, though, a great opportunity to get on the phone to your ideal customer. So, 
if you're having a really great conversation with someone who's replied to your nurture sequence and 
they're like, "Look, I love this. "I've used it in this format "and I've got some questions around this." What 
you can say is, "I would love to get on the phone "and give you some help and support on this thing "and 
it will give me some research "so I can really improve what we do in the world "and the content we're 
putting out. "How d'you fancy getting on a call for 15 minutes?" That is your opportunity to get the 
most incredible research from your ideal person. And people who reply to your emails, people who want 
to communicate, are your hottest leads. So, actually having the opportunity to talk to them on the 
phone is powerful. So, this email, again, this is the final one in the sequence. But what you're then going 
to do, you're going to move them to your broadcasts. But before we move forward with this, what I want 
for you to do is to start doing the work. So, #DoTheWork time. The first thing I want you to do is to 
outline your email ideas for those five emails. This is how you want to do this.  

So, a core idea for each email. You can do your own or you can base it off the framework that I've given 
you, it's totally down to you. Maybe you already know the exact sequence of emails that you need to 
take your ideal person through when they download your specific freebie. When you are creating your 
email outlines, be very clear on your objective with that email. "So, this email is all about showing people 
"what I do and what I don't stand for. "This email is all about giving them value. "This email is all about 
taking action." So, be clear on your objective when you're starting to write this and when you're crafting 
these outlines. You're going to have far more success with your email campaigns because you've thought 
very specifically about, "What's in it for me?" And that's the very question that people are always going 
to be asking when they're going through your content, reading your emails, subscribing to your list, 
downloading your stuff, joining your launch. Subconsciously, people are asking, "What's in it for me?" 
And so, if you're clear on the objective, "Why are we even doing this particular email?", you are going to 
create really powerful marketing. A great way to think of this is if you were to meet a person in or 
someone in person, what would you actually say to them? What would be the conversation? How would 
you bridge the conversation from, "Here's this amazing thing and these are some of the things I was 
thinking about "to get more value from it and "these are some things that I want this person to know"? 
What would you say to them in person? Sometimes people struggle with writing emails but they don't 
struggle with voicing their emails verbally.  
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So, what I would recommend to you is if you struggle with writing, what would you say to them in 
person? Or even sit down with a friend and talk to them. There's no right or wrong way of creating any 
kind of content, but the thing you have to do is play to your own strengths. Some of us are good with 
audio, some of us are good with written, some of us are great with video. And so, if you play to your 
strengths, you will find the whole copy and content creation process so much easier. So, come up with 
those ideas, be clear on why you're doing it. If you're really struggling writing, how would you voice this? 
What would you say to them? Or have a conversation with someone about it. And then you're going to 
outline the different sections of your email. Now, I've given you some frameworks to follow that are 
going to help you to do that. Then, once you've got that outlined, review them all in one sequence. Does 
it flow? Does it feel like a natural conversation? Would you actually say these things? And only then, 
when you feel like that is good, can you move on to creating your email draughts.  

So, a great tip: if you are selling a transformation, write letters to your old self. What I mean by that is: 
you want to think where you were. If you're selling a transformation that you've gone through, write a 
letter to you. So, for example, I would be writing a letter to me four years ago who was so scared to 
launch that she kept all of her launches behind the scenes and it kept me playing small. So, I would write 
a letter to me and let me know that I know how it feels to look around you and to see all of these 
amazing people doing huge launches and you're so paralysed by the fear of failure, you can't even let 
your list know that you've got this amazing thing coming up, which is crazy because you've got so much 
talent. That's the kind of letter I would write to me.  

So, if you're selling a transformation that you've gone through, step into your shoes. Step into your 
shoes, maybe, all those years back or even maybe those months ago and write those letters to your old 
self. It's going to help you create really powerful content. Split the sections with headings, that will make 
things easy for people to scroll through. And if you are going to have a call to action, so maybe your call 
to action is to download the printable and to go and do something with it. Your question might be: are 
you ready to take this to the next level? Then you do the call to action: download this printable and do 
X. That is letting people know that there is an action that they need to take but it's all about pre-framing 
it and it really draws attention to the things that people need to do and it also inspires them to actually 
do the thing, to take the action. You want to personalise the email where possible, it helps with spam, 
and ensure that the subject and body are aligned. We're going to talk about headlines in a short while, 
but the last thing you want to do is have a headline that doesn't relate to the subject. That's a way to get 
people to unsubscribe 'cause they're like, "I wasn't signing up for this thing. "This is not what I signed up 
for." And finally, make sure, in fact, two things, write in the second person, using you. So, you want to 
make it about the reader, not yourself. It's not, "When I did this and when I did that." It's, "I know when 
you want to do something like this, "these things can crop up." So, write about them. "You want to do 
this," not "I've done this." Yes, okay, there will be an element of story in there where you're talking about 
it but always relating it back to that person. What's in it for me? W-I-I-F-M. Write it down, put it on a 
Post-It note. Because when you create copy that is about your person, they are going to love you 
because you're adding so much value to their life, you're actually giving them what they want. And
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finally, make sure you cut out any unnecessary text and then you're going to do that again. Keep 
cutting, keep cutting, keep cutting. Because then you're going to have emails that are short and punchy 
but that are just so powerful and not boring. We don't want long and boring emails.  

So finally, some people actually start off with this first. I find it really difficult because it's not until I have 
crafted the content and written out the story that I kind of know the key part that I want people to 
gauge from that subject line. So, your headlines, it has to be under 10 words, generally speaking, 
because when people see a preview of your email, they won't see more than that. So, keep your subject 
line shorter. A great way to do this is to look at magazine covers. I want you to become dedicated to the 
process of marketing and for me, so much of that is about learning and it's about emulating and it's 
about studying. So, looking at magazine covers, looking at books, looking at Pinterest freebies, searching 
on Google for sponsored ads. You are going to get so many ideas for how to structure your headlines. 
But don't try and be clever because trying be too clever makes people feel stupid when they don't get it 
and also, it just turns people off.  

So, don't try and be smart. Keep it simple but do keep it enticing. I'm going to give you some examples in 
a moment. And don't do click bait. You're only going to get unsubscribes. You do not want people to click 
on your stuff just because of this ridiculous headline that you came up with. Be honest, be transparent, 
and you want congruency between the headline of your, so your subject line and the actual copy within 
your email. And if it's like, "Ugh, you were just trying "get me to click through," it's gross, it's a horrible, 
horrible tactic. So, you'll only get unsubscribes if you do that, so no click bait-y headlines. So, when it 
comes to crafting your headlines, here's some guidelines. How to: so, how to actually do something. 
Surprise: something that surprised you about the subject that you're talking about. Specific, 'kay? "How 
I generated £18,070 in sales in my accidental launch." Not saying how I generated £20k or five figures. 
Very, very specific. The more specific you can be with numbers and with results, the more believable it 
is. When you start talking in vague numbers, people are like, "Yeah well, how much truth is in that?" 
When we're specific, it feels more honest, it feels more authentic. Avoid: so I love the revealed 
approach. "Revealed: how to X." How to avoid something. Curiosity. "This launch was never supposed to 
work." We can apply this to so many different scenarios. Making it about them. "If you've hit launch 
burnout, this is for you." And mistakes. "The three mistakes that are killing your launch results." You 
know, just this seven very, very simple headline structures will help you to come up with headlines that 
work. And what I encourage you to do is to measure your open rates. So, open rates is how many people 
have opened your email. And this is going to give you a really strong indicator of what style works best 
with your audience. Some of these will work differently for different audiences, different demographics, 
different content. It's so important, as I say so many times, to become dedicated to the process of 
learning marketing. And we learn that through numbers and through actually looking at results. And 
going, "Okay, well this worked really well "and this didn't work so well, "so I'm going to do more of this 
and less of that." And over time, through that process, you're going to get really, really good.  
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So, when you've got a nurture sequence out there, you can start testing different headlines. So, it could 
be that all of these things could be about the same subject, but the subject line is the thing that's going 
to pull people in and get them to open it up. Okay, so once your nurture sequences are done and 
written, it's time to move on to email broadcasts. So, as I talked about in the beginning of this lesson, a 
sequence is up to 15 emails, we've just talked about five, and a broadcast is a regular email that you are 
going to send out to your folks. So, you can do that in your own unique style and format. I'm going to 
give you some examples as well. So, email broadcast basics. Send out as regularly as you can. I don't 
think more than once a week is advisable, I think that's too much. Although there are many people who 
do a daily email. There is a company called Morning Brew who send out daily emails and that's their main 
thing. Personally, too much. I unsubscribe when it's daily because I just get so bogged down with all of 
the stuff. But weekly is a great target to have. But whatever you do, don't call it a newsletter. 
Newsletters are like this '90s thing when we just started to get the internet and getting a newsletter 
through to your inbox was so exciting. And people don't want news, they don't want a newsletter unless 
it is actually news, but they want something more than that. And newsletter is so generic, so you do 
need to be a little more creative. You're going to share stories, you're going to share valuable content, 
you're going to share successes. And you can mix things up. You don't have to do the same thing every 
week, apart from, the only rule, don't call it a newsletter. And this all about you finding your own unique 
way of doing things. So, do share the real you, do allow your personality to shine through.  

So, for me, this was always a part of my business that I used to really, really struggle with until I found 
my own way of doing things. And this is what I love to do. And the reason I love this is because it allows 
me to take pieces of content I've already created throughout the week, maybe it's on Instagram, maybe 
it's on Facebook, maybe it's on a coaching call, and I can take those bigger pieces of content and put 
them into a really fun magazine-style content. My audience love this format. I get some amazing open 
rates. So, the intro, we'd say what's going on at Look to Launch right now. An insight is generally 
something that I've learned. A tip or a tip, an insider tip: something that you need to know, something 
that you can execute really quickly. A tool or a book of the week. You know, whatever I am currently 
promoting or wanting to talk about. It could be an affiliate tool or it could be just a book, it could be 
anything, but it's all about something that is related to business and launches. And then I will do a little 
promo piece in there.  

So, it could be free, it could be a promo, it could be mine or an affiliate product, or an invite to the 
launch. Now, the reason I love to do that is because I always want to give someone a way to take things 
to the next level but I don't want to send out promotional emails, so this is a great way of, for me, 
connecting. This keeps me interested, it's super fun to create, my audience love them, and it takes those 
bigger pieces of content and puts them into a format that actually works and that my people love. So, 
you're going to find your own way to do that but what I encourage you to do is to become students of 
emails. So, there's four emails that I love, love, love reading. The first one is Tim Ferriss' and it's called the 
5 Bullet Friday. So, his email is actually what inspired me to start doing mine a little bit differently, so 
that's why we did the Launch Insiders, 'cause I loved his so much. Now, his are literally just bullets. So, 
it's 
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not anything big like mine, it's really, really short and punchy. And I was like, "How can I apply this? 
"'Cause I love getting this piece of content "so I'm going to try this for my market." And also, mine 
turned into more of a magazine-style but Tim's is actually five bullets. It's super easy, it's powerful, and I 
really strongly encourage just to sign up for his and just to see what it's like because it is powerful and it 
is simple, and it doesn't take too long to read and you get so much value from it as well. So, love Tim's 5 
Bullet Friday. My dear friend Matthew Kimberley is an absolute email genius. Genius, my friends. He 
writes so beautifully. He's hilarious, he is, he's got a very dry sense of humour, he's got some Brit 
sarcasm, he is so, so funny. He's also the nicest, kindest soul. So, his marketing emails and his emails in 
particular, they're his zone of genius, so being on his list is always super fun. 'Kay, Laura Belgray, Talking 
Shrimp. Laura is hilarious. And I also like that she's a female marketer because, honestly, I sometimes 
feel like there are so many amazing male writers and not too many females. So, when I see a female 
doing this really, really well, I love to share what I enjoy. And so, Laura's emails are definitely one of 
those that I really, truly love. She is so funny, she's so quirky, she tells it how it is. But also, she's just her 
unique self and so, I really love and appreciate her for that. And then finally, Andre Chaperon. So, 
Andre and I are very aligned. You know, we don't do bro stuff. And nor does Andre, and so, he is all 
about helping people to create an audience of super fans. So, I love what he's all about. He is all about 
helping people to market in a way that feels great. He's very much against the bro marketer stuff. But 
he's so wicked smart, I've learned an incredible amount from him. So, he's also someone who I think you 
should all be listening to. And I just find that by studying the emails that come through into my inbox 
and like, "Oh, how could this work for me?" And, "Oh, this was interesting." And just seeing how they 
craft their content. And the thing you'll notice about the people that I subscribe to is they are all 
outstanding writers. You know, Tim, he's an author. Matthew Kimberley is a email genius but also a 
speaker and a sales coach, so if there's one thing that he knows how to do really well, it's speaking. Laura 
Belgray is a writer by trade, so she has got her own unique way of doing things and I really appreciate 
her for that. And Andre Chaperon, he taught me loads about powerful copywriting and, in particular, 
sequences. So, I learned so much from him, so you definitely want to learn from this guy if you can. So, 
your task now, #DoTheWork time: go and create a marketing email account.  

So, what I don't want you to do is be subscribed to 20, 30 different lists and for those emails to be 
constantly flooding your inbox. That's a surefire way to become overwhelmed. However, if you have an 
email marketing account. So, I have mine set up as a subscribes at account and then every list I 
subscribe to all goes through to that account and it means I'm always getting the emails through but it's 
not bombarding my main inbox, which is super, super important. So, I want you to go and find five email 
lists to subscribe to. Maybe it's one of the four that I've just shared with you or some people in your 
industry. Start studying how people write emails and you will become a better writer. It takes time but it 
is the best way for you to find your own unique way of doing things. And, you know, as I said, I never 
used to actually enjoy writing emails but I've learned to love it and I've learned to find a way that actually 
works for me in a way that actually works.  
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So, that's your first task. And then, what I would love for you to do, bonus task: go and get an email sent 
out to your folks. Go and write a letter to your people, let them know, maybe, an important lesson that 
you've learned recently, a lesson that you wish you knew at the beginning of your journey, about a client 
story, but go and write a letter to them and send that email out whilst this is all fresh in your mind and 
you're feeling super, super inspired. Because the more you turn this into a habit, the more this becomes 
consistent and the more you get results. So, I want you to become really good at being consistent with 
your marketing and it can be as simple as just writing a super short letter. So, I know this was a big ol' 
juicy lesson, it's a big ol' juicy content, which is why this module is actually quite short. Because what I 
want for you to do is to go out there now and #DoTheWork, get this done, and I will see you in the next 
lesson. Bye for now. 
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