
Welcome back to easy email marketing. I'm your host, Yael Keon, and 
today is all about building and growing your email list. Now, if you 
are listening to this episode at the time of release, we are right 
at the beginning of September, which seems to be the time that 
everything seems to ramp up a bit. We're coming out of winter sports 
here in Australia, which has been absolutely hectic.

We've also had athletics carnivals, cross countries, dance 
performances. But finally this weekend, as I'm recording, I get the 
first non sports weekend and I am so very excited about it. In the 
northern hemisphere, you're coming out of summer, so you might be 
starting to think about, you know, your projects and what work you 
want to achieve. We're also coming in to our peak sales period. So 
scarily enough, Black Friday, Cyber Monday, Christmas are just 
around the corner.

It is also very much coming into launch season when we start to see 
a lot of people launching programmes or service based businesses, 
maybe you're trying to take on the last intake of clients for the 
year, or you might be laying the groundwork for next year. Often 
this is the time for masterminds to be wrapping up and starting to 
look at next year's intake. So it really is this time when we are 
going to be ramping up to sales very soon.

And that means you should be growing your email list right now. So 
in this episode, I am going to be sharing some of the mistakes that 
I see businesses make when it comes to list building and how you can 
avoid them. So another rapid fire one, but something that hopefully 
is really, really helpful and you can identify one thing to improve 
on today. Okay, so let's get stuck in.

Mistake number one is not growing your list enough. People tend to 
overestimate how much they are going to convert based on, you know, 
they're thinking that, oh, I've got 100 subscribers, 50 of them are 
going to convert. It's just not going to happen. We have unrealistic 
expectations about how that's going to work. So when it comes to e 
commerce, the average conversion rate according to Klaviyo for a 
campaign is 0.09%.

So that means for every thousand people on your list, you get one 
sale from each campaign. Flows: So your automations are looking at 
more like 1.73%. Now, that's across all flows. Obviously, that can 
vary. That's one and a half people per hundred. For services and 
launches, typically we see a conversion of between 0.05% to 2%. Some 
up to 5%. So for 100 people on your list, maybe if you're really 
good and your messaging is down and your audience is really engaged, 
you might get five people converting.

So doing maths backwards from here, if your goal is to get, you 
know, 20 people into your programme and you've never marketed it 
before, you might need 400 people on your list with a 5% conversion 
rate. So sometimes we really, really underestimate how much we need 
our list, which is why I'm emphasising list growth right now, ahead 
of your campaigns. Of course, if you already have been running 



launches or campaigns, or have some flows going, check your own 
numbers check to see what your conversion rates are like, and then 
do the maths from there.

I've got a previous episode all around email marketing maths, so 
check that out. But that's definitely a big mistake. It's just 
people not growing the list enough or just leaving it too late. The 
second mistake, conversely, is focusing on quantity over quality. So 
I see this a lot where we get great converting list builders. So 
these are things like running a giveaway or participating in a 
bundle. Now, there is nothing wrong with using these strategies, but 
the key thing about these is these tend to be freebie seekers.

They are not so much a quality audience. Now, there might be some 
high quality people in there. Our goal is to find them. So we don't 
want to just use only these quantity building strategies. We want to 
obviously be targeting towards a quality audience. So I encourage 
that if you are wanting to use one of these big boosters to get more 
subscribers, is that you do a cleanup after they've had a period of 
time on your list, after you've sent them their welcome series or 
some engaging emails, removing people who are just not opening and 
who are not engaging, and then only start regularly talking to the 
people who are on your list.

I do have a past episode as well, all about email marketing 
giveaways, and I think I'll be doing an episode all about bundles 
and summits and all those sorts of things soon. So stay tuned for 
that. Mistake number three. I've said this once, I'll say it a 
hundred times. Sign up to my newsletter. Here's the news flash. 
Nobody wants your newsletter. We get so many emails. In fact, I hear 
it all the time - I don't want to add noise to people's inboxes.

So please don't ask people to sign up to your newsletter. Please 
don't ask them to subscribe. Please don't ask them to get updates. 
That is not interesting to me. We have to give them a reason to sign 
up, we must give them the benefits of joining your list, which leads 
me to number six, which is focusing on the what and not the why. So 
if you were just focusing on what you are going to be sending, 
people are not interested.

So if it was just to join your vip club or, you know, become an 
insider, something fun like that, that's instead of sign up to my 
newsletter, we still want to tell them why. So I liked to give three 
benefits if it is just a general thing. So it's join the vip club to 
get expert insider tips on blank to get our latest exclusive offers, 
get early offers, those types of things.

But we also see the mistake of focusing on the what, not the why 
even when building our lead magnets. So even on a coaching call 
inside the email experience the other day, one of the participants 
was talking about providing a lead magnet, which is top website 
tips. And my response was, I'm sure the tips are great, but I'm not 
signing up for that because I can find top tips everywhere.



What makes this different? Why do I want this? So I want you to 
focus on the why. So a couple of questions that you can use just to 
enhance your lead magnet or enhance your signup forms is to ask the 
question: so that what? E.g. top ten website tips so that (blank). 
So what's the result that they want? They get more clients or get 
more conversions, get more leads.

Or another alternative is who is it for? So we can all of a sudden 
niche down. And if someone sees, oh, these are the top ten tips for 
copywriters or my top ten tips for, you know, psychologists. All of 
a sudden, if I'm fit in that category, I pay attention because I 
know it's tailored to me. It's not generic. You can even expand on 
this. You go: who, want, what?

So again, there's that so what? Or the flip side is the: that's not. 
So i,t's like top ten website tips that won't take you 100 hours to 
do, so you can have the eversion, the opposite of what they don't 
want. So you can put that in there. So a big mistake I see people 
making is focusing on the what of the opt ins, not the why behind 
it.

Okay. Mistake number five is hiding your signup forms. So again, you 
might have a fantastic lead magnet or you might just have a simple 
sign up to your list. But if the only place someone can find it is 
in the footer on your website and a pop up that comes up once and 
then never again, that is not enough. People need to see things 
multiple times. If list building is a key part of your strategy, and 
it should be, you need to make it prominent so you can place it as 
like a sticky bar at the top of your website.

Or if you are using a pop up, make it so that there's a little 
preview in the corner and they can click it again once they've 
exited out of it.  Make a dedicated lead page for it. And similarly 
along these lines, make sure you're sharing it regularly in your 
socials, that it's prominent on your Facebook, that it's prominent 
on your Instagram. Make it in the pinned posts, make it a highlight.

Make sure you have it easily findable in a nutshell. And people 
might not sign up the first time they see it, but they might come 
back the next time. So please don't hide your forms. Okay, number 
six is only using one list building strategy, or perhaps just two. 
So maybe you've got one for your discount code and then one option 
at checkout. That might be enough for a lot of businesses.

But if it's not, think about what other strategies you can use to 
grow your list. Or perhaps you've got a lead magnet that performs 
really well. Don't just rely on that one lead magnet, think about 
okay, what else can I add that will grow this list? Great ideas are 
also saying, okay, you could have multiple lead magnets, or you 
could have things like little list boosters. So things like running 
a masterclass or a webinar or a challenge or an event, something 
that just gets people going.

So you see that commonly used in launches. But you can also use that 



just now and then just to give things a boost. Giveaways, as I've 
spoken about, collaborations with other businesses, can you add in 
little boosters just to get things going, especially ahead of a 
sales period. So we don't want to ever just stick to one strategy. 
Unless of course, it's converting really well and you don't even 
need to think about, Okay, number seven I think we're up to is not 
welcoming your new subscribers.

So I see this a lot as well, or it's a very generic, just 
confirmation of them being on your list. So at first, we definitely 
just want to have one email going out, and this could be the most 
important email that you create. No pressure, because someone's 
literally just giving you their email address. So this is when they 
are most interested in hearing from you. Of course, if your signup 
is for a discount code, someone's going to be going straight to 
their inbox and checking to get that discount code.

We don't want to just deliver it on the screen. We want them to go 
to their inbox to get it, to get their insights. If they signed up 
for a lead magnet again, they're going straight in. They're going to 
get it. But we also want to introduce ourselves. We want to use this 
as an opportunity to share the why, why they might want to work with 
you, why they might want to buy with you.

Combating excuses. So you can do that a bit in one email or you can 
spread that out over a welcome series. Tip number eight, mistake 
number eight is treating everyone the same. So again, while I would 
love you to start with just one welcome email, eventually we want to 
change this up a little bit because people are at different stages 
of their journey with you, depending on what they've signed up for.

So obviously, if someone has signed up for a discount code, they are 
at a very different stage than someone who has signed up at 
checkout. So one has not purchased and one has. So we want to be 
talking to them in different ways. We also perhaps want to be 
talking to people differently based on if they just did a general 
sign up to your list versus signing up for a specific lead magnet.

If it was more general here, maybe you need to identify what they're 
interested in a little bit. Maybe you send them the lead magnet or a 
couple of lead magnets and see what they're interested in. But it 
might be, you know, not so specific about a challenge. It's more a 
broad perspective versus a lead magnet where it's very, very 
specific about a challenge or frustration they might have.

And you might be using that to make a offer that is related to that 
lead magnet. Also thinking along those lines as well, a lead magnet, 
while tailored around a specific thing, they might still be looking, 
you know, for that freebie, versus someone signing up for a more 
general thing - they are probably a bit more of a fan and probably 
already love your vibe and love what you are about.

Also, if someone has signed up for something that's event based, so 
one of these boosters, a giveaway, a bundle, we again want to talk 



to them differently because they have participated in this thing. If 
it's just something that you are running on your own, you might just 
want to just send stuff relating to that. If it was a masterclass, 
you know, they've already had like maybe an hour of talking to you 
face to face so you can get to the sales pitch a lot quicker than if 
it was something, again, a lead magnet.

If it's like a bundle or some collaborative thing where lots of 
people are sending freebies out to them straight away. Maybe the 
inbox is noisy, so maybe we want to space it out and maybe you want 
to do a check in after a month. So we don't want to treat everyone 
the same. We want to think about if someone has joined our list at 
this point, what makes the most sense for us to send to them next?

When does that make sense? What messages do we want to talk about 
and how can we move them from one step to the next step and 
eventually to that sale? So we just need to think about those 
different stages of the journey. Mistake number nine then is 
forgetting about your subscribers between sales. So we don't want to 
forget to be sending emails after they've signed up and then before 
they get their sales.

So maybe you've got a great welcome series and then they don't hear 
from you until you're doing the next launch. We don't want to do 
that. Or when you've got the next promotion. We want to make sure 
that we are in touch frequently and that doesn't have to be with 
sales oriented things. It can be with helpful tips, it can be some 
behind the scenes. We just want to stay top of mind when it comes to 
your thing and also build that engagement because it's a fact.

Engagement with sales based emails is much lower than ones that are, 
hey, click through to read this article because, you know, one's got 
a very different barrier to entry. So getting that engagement means 
they're more likely to open the sales emails when they come, but 
improves your deliverability, it improves your relationship. It just 
makes everything better. So please don't forget about your 
subscribers between sales. And then finally, mistake number ten is 
giving up on a lead magnet too soon.

So again, I see this a lot where people go ahead and create a lead 
magnet and they share it once or they share it a couple of times and 
they don't get as many subscribers as they would like and they go, 
okay, it's the lead magnets problem. Often this is not the case. 
Here is where I want you to reflect on these mistakes that I've 
talked about. So things like, you know, focusing on the what, not 
the why, make sure your lead magnet isn't doing that and making sure 
you're, you know, welcoming people, making sure you're sharing it,

you're not just hiding your sign up form. But also use your numbers, 
check your numbers, let the numbers do the talking, you might be 
surprised. The problem might not be the lead magnet itself, it might 
be the lead page. There might be a tech issue that's stopping people 
from signing up because it doesn't work so well on mobile as it does 
desktop. If it's not converting, like after the welcome, is it the 



welcome series

that is the problem. Are you welcoming people? So look at your 
numbers and identify where the issue is. And yes, if you have got 
really great messaging, your lead page is converting and your lead 
page is just not converting, that might be a sign that okay, it 
might be something that people aren't interested in. But often I 
find it's things further down the path that are the issue.

Or it's some niggly tech thing or just a messaging tweak that you 
need to make instead of revamping the whole thing. Okay, so I think 
that was ten mistakes I see. Here's a quick recap. Number one is not 
growing your list enough. Number two is focusing on quantity over 
quality. Number three is sign up to my newsletter. Number four is 
focusing on the what, not the why. Number five is hiding your sign 
up forms.

Number six is using only one strategy, number seven is not welcoming 
your new subscribers, number eight is treating everyone the same. 
Number nine is forgetting about subscribers between sales and number 
ten is giving up on a lead magnet too soon. Hopefully you have found 
one or two of those tips really helpful with your list building 
strategy. If you did want some more help, if some of this has 
resonated with you and you want some more practical strategies or 
you want to dive deep into identifying what's going on, I do have a 
course called list building boost which would be perfect for you.

So this is where we can uncover why your list isn't growing and 
learn some more of the advanced list building, promotion and growth 
tactics. So as I said, it's tempting to go ahead and create a brand 
new lead magnet anytime your list isn't growing enough, but it isn't 
the case. So we want to look at those numbers. So we would look 
through those, through your lead page, your list builder, your 
clicks and conversions.

So we will uncover why and then we will identify gaps and our 
priorities using the email marketing report card and reviewing 
everything. We would learn how to get in front of more people. So 
promote your lead magnet in front of more people. Maybe just not 
enough people are seeing it. Then using my amplified marketing 
method and we talk about advanced strategies like content marketing 
and Facebook ads. And then there are all sorts of list building 
strategies like quizzes, prerecorded videos, webinars, courses, 
giveaways, different boosters that you can lay into your strategy.

So it's called list building boost. You can grab that at 
yaelkeon.com/boost. Thank you so much for joining me today. I would 
love to hear from you about what you've enjoyed from this episode or 
what you want to know more about in future episodes. Please do let 
me know over on Instagram. I'm @yaelkeon, and I'll see you in the 
next episode.


