
Session 3



REVIEW



Review

We covered:
• Completing your webpage worksheet

• Set up and test your webpage

• Complete and test a purchase



IN THIS 

S E S S ION



In this session

We are writing emails and social media.



CRAFT YOUR 

E MAILS



Craft your emails

What is a promotional email?
Ideally, the promotional email is going to provide a more conversational 

description of your program, frequently asked questions, calls to action (i.e. 

click here and sign up), and any other information your prospective patients 

need to know so they can buy your program. 

Each email can direct them to your landing page (if you have one) or to the 

order form.

Use the information from your sales landing page to create these emails.



Craft your emails

Before we get started, let’s talk about how you’d use these emails.

• If you have an email list, you can send these in order (one per day or one every other day) 

until you’ve acquired the number of patients you want or your program starts.

• If you don’t have an email list, you can send these “manually” to friends, family, and 

current patients.

• If you’re not comfortable with either of those, create social posts or use these as scripts to 

make phone calls.

The elements flow in a similar pattern to the sales landing page. This should be familiar to you.

What you need: your completed Sales Landing Page worksheet.



Craft your emails

Email writing tips
• Remember, emails should be a conversation.

• Write to one person, not to several people (unless there are 50 reading the email 

together as a group).

• Read your email out loud and make sure it sounds like you talk.

• Use contractions. We speak in contractions (i.e. use “don’t,” not “do not”) unless you 

have to emphasize something.



EMAIL 

S T R UC T UR E



Email structure

SECTION 1: Greeting — Tell a Story
Your objective is to connect and to develop a rapport. Use a conversational greeting. 

An email isn’t a letter. It’s a conversation. 

Use greetings like 

Hi, Hello, Good morning… 

…greetings that you would use with someone in person.



Email structure

These people may or may not have 

seen your landing page. 
You want to make sure that your emails “connect” to your landing page. 

The information on your landing page is going to be threaded through your emails. Your reader 

will recognize these connections. It makes them feel safe and it makes sense to them. 

No, they don’t get upset that the information is repeated. They need this repetition.



Email structure

Your story illustrates the reader’s problem so that they’re 

thinking “Yes, that’s right! That’s my problem.” 

You also prompt them to learn more (this is a call to action). 

And you direct them to the landing page (to learn more) or to the order form (to buy now).



Email structure

Refer to your Program Worksheet: 

What problem does your program solve? 

W rite out a story that describes their problem.



Email structure

SECTION 2: The Problem Explained
Reassure your reader that what they’re going through isn’t their fault and explain why. It could 

be misinformation. It could be that they didn’t know what they didn’t know.

Describe how their problem isn’t their fault.



Email structure

Next, tell them that you have the solution that’s going to take them from 

“Problem” to “Better.” 

All they have to do is sign up and join the program (this is another call to action).

Describe the transformation.



Email structure

SECTION 3: The Benefits of Participating
Describe the benefits of your program, not the features: “At the end of the program, you’ll feel...”

And then ASK them how that sounds? Is that something they want to feel?

List the benefits.



Email structure

SECTION 4: The Features of Your Program
How are they going to get that amazing transformation? 

W hat steps are involved in the program? 

And then ASK them how that sounds? 

Is that something they CAN COMMIT TO?



Email structure

Refer to the program features you mapped out using the program 

worksheet. 

Include the most important “things” participants will “get” like live classes, free recordings, 

coaching sessions, complete nutrition plan and supplements, and convenient mobile app, etc.

List the detailed features. 

Again — you’re going to know your program so well!



Email structure

Illustrate the improvement.
Next you may provide them with a small example of something they may 

already be doing in their life that’s sabotaging any progress in their health, and 

if they substitute THIS for THAT, they’ll be on the road to feeling the BENEFITS 

you listed above.



Email Structure

Overcome the objections (time & cost).
What small TIME COMMITMENT substitution could the client make to get on this path?

For example maybe it’s about the time spent watching Netflix? 

Or is it about 30 minutes of social media that could be put to better use?



Email structure

What MONEY substitutions can the patients make to create a sense of 

affordability with your program? 
Calculate the daily price and come up with some creative things that they might be spending 

that money on currently.

LIST PRICE

For all that, it’s just one low price of: $

CALL TO ACTION (CTA)

Add a call to action to sign up now.



Email structure

SECTION 5: Testimonials and Social Proof
If you have reviews or testimonials, this is a great place to list them. 

This provides proof that you, as a coach, know what you’re doing, that you’ve helped other 

people just like them, and that you’re amazing.

If we get really picky here, ideally these reviews will overcome any objection that someone 

would have in signing up (like the time commitment or the price — the two reasons that people 

will say “not right now.”)



Email structure

List some of your best reviews/testimonials.

If you don’t have any, what would you WANT someone to say? (refer to the program worksheet, 

when you wrote your 5-star review about your program)



Email structure

SECTION 6: Add Urgency & FOMO
If they think, “not right now,” what is the worst thing that could happen to them? If 

they continue not hiring you, how will their lives deteriorate? 

Circle back to the opening section where you described their problem. How will 

that get worse?

Don’t let that happen to you, sign up today.



Email structure

List what TRAGIC LOSS your client would incur by NOT signing up 

with you today.

Go ahead and be a little dramatic, have fun with it :)



Email structure

Envision the transformation.
Describe the transformation again. 

Ask the client to truly see themselves living their new life AFTER your program.

List details of how a client’s new life after your program looks.



EMAIL 

S E QUE NC ING



Email sequencing

In each email, you may want to include shorter teasers of information. 

The reader can learn more on the landing page.

Follow the outline from the worksheet for the general content of the emails.



Email sequencing

EMAIL 1: Lighter in tone. 
Bring in these specific elements: 

Introduce the problem and provide a solution. Invite them to learn more. 

Call to action: 

Direct to the landing page. 

This isn’t a hard-sale email. Leave them with a question to think about. 

Let them know that you’re going to check in with them again and when that will be.

Tomorrow or in a couple of days.



Email sequencing

EMAIL 2: Refer back to the question you asked in the first email. 
Repeat the important information from email 1.

Tell them you’re repeating it, i.e. “remember what we said yesterday…”

Add a testimonial.

If you have one from someone who went through the program. 

Add two calls to action.

One to learn more on the landing page and one to buy now on the order form.



Email sequencing

EMAIL 3: Give them a quick win.
A simple tip that they can take right now and apply to their life. 

Share that they have a unique gift that it’s perfect for the group, that they’re wanted, that 

they’re special. 

Add a testimonial. 

If you have one from someone who went through the program. 

Add three calls to action,. 

One to learn more on the landing page and two to buy now to the order form.



Email sequencing

EMAIL 4: Start adding urgency. 
Remind them that they need to make a decision because the group is starting soon. 

Keep this email shorter. 

Add one call to action.

Buy now.



Email sequencing

EMAIL 5: Final day to sign up. 
Repeat everything about the program. 

Give them a deadline. 

Two to three calls to action.

Buy now, direct to the order form. 

You may want to include how many people are already enrolled. 

Remind them that the others are “waiting” for them.



CUSTOMER 

S E R V IC E



Customer service

What is a transactional or customer service email?
You’ll want to draft some emails to send to your new paying customers when they’ve taken 

action or when something has changed.

These include: “thank you for purchasing,” receipts, instructions, next steps, confirmation 

about a cancellation request, etc.

Some of these can be programmed as messages in the Well World app; however, it’s a good 

practice to send these emails so they can forward to a friend, save in their inbox for later, use 

for health savings reimbursement, etc. 



Customer service

Draft an email thanking them for their purchase.
Outline the next steps they need to take, noting any dates they need to be aware of.

• They need to watch for the app invitation or login if they already have it.

• Do they need to join a Facebook group (this is dependent upon what you’re doing 

in your program)?

• How do they get in touch if they have a question? Outline it, with emails, phone 

numbers, and/or how to reach you via the app.

• Anything else that will make their experience better.



Customer service

Draft a “countdown to start email” (if applicable). 
Get them excited about their new program. 

Repeat any notes you made in the “thank you for purchase” email.



Customer service

Draft a “your supplements have been ordered” email. 
This builds trust that you’ve fulfilled your end. 

Let them know what to expect around their order —watch for a tracking email, etc.



Customer service

Draft a “How are your supplements?” email.
For later in the program, so you can check in with them and make sure that they received them 

ok.



Customer service

Draft a “Sorry you’ve canceled” email.

Just in case your new client isn’t a good fit. Hopefully, this email will never be 

used.



Homework

Week 1 

P R OOF R E AD 

AND T E S T



Proofread and test

Once your emails are done, you need to: 
• PROOF — You need to proofread for grammar and spelling. 

• TEST — Complete a successful test of links

• REVIEW — Read it through again with an objective eye, or ask a trusted friend or client. 

How does it feel to you? Would you sign up? 

Even though we’ve given you a basic email sales outline, if they don’t flow, move things 

around. You’re the boss of your program — do what feels right to you.



Homework

Week 1 

HOME WOR K



Homework

• Finish writing your emails.

• Use those emails to create social media posts (if 

applicable) or flyers to hand out in person (if applicable) to 

promote your program.

• Map out the schedule of when to send emails based on the 

start of your program.



REVIEW + 

NE XT T IME



Today we covered

• Writing emails.



Next time

We will:
• Put everything together and answer any questions.

• Maybe you want to be in the hot seat? 

• Go over some specific examples and troubleshooting.



©2022 WELL WORLD
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