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WELCOME

Hey there and welcome to your very own email list workbook! 

If you’ve been online for even a short period of time, it’s likely that you already know why 
you should have an email list. However, it’s easy to get hung up on creating one, and let’s 
not even talk about what the heck you do with your list after that.

We totally understand that this is uncharted and sometimes uncomfortable territory for 
most people, so our goal with this workbook is to help you go from no list at all to having a 
stellar list that you’re sending to consistently over the coming months.

Running an email list is almost exactly like blogging, so don’t freak out. All you need to do 
is roll up your sleeves, get your hands a little dirty, and we’re confident you’ll see some 
incredible things happen with that list of yours.

If you run into any questions as you work your way through, shoot us an email at hello@
codedcreative.co and we’ll get back to you as soon as we can.

Enjoy!
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PICKING A PLATFORM

The first place you want to start when diving into starting (or auditing) your email list 
is picking the best email marketing platform that works for you and your goals. It may 
seem like the obvious thing to do is to go with the platform that everyone else is using, 
but what someone else is using might not always align with what you want to get out of 
your email list. 

So, in this section we’re going to talk about the most important things you want to 
consider when looking the best email marketing platform for you. Then, in the next 
section, we’ll also help you start your pro + con list for your four top platforms. 

WHY YOU’RE STARTING YOUR LIST
It’s important to consider why you’re starting your list from the very beginning because 
it gives you an idea of what sort of things you need to be able to do with your email 
marketing platform. Knowing your why will tell you if you need a super robust platform 
or if you can get away with something pretty simple that doesn’t necessarily include a 
lot of features. For example, we started our lists because we wanted to build a stronger 
community with our audiences, so when we were getting started we both decided on 
the free version of MailChimp. 

Here are a few examples of what your why might be:
•   To generate sales on my products or services
•   To build a stronger community beyond my blog
•   To generate interest in a paid product

So, why do you want to start an email list?

2



M A D E  W I T H         C O D E D  C R E AT I V ER O C K  Y O U R  E M A I L  L I S T

PICKING A PLATFORM

THE COST AND HOW YOU’RE BILLED
There’s a huge range of price when it comes to the different platforms out there, but 
the one thing that they all have in common is that they’re charging you for the number 
of subscribers you have. Some start at lower price points, some jump around based on 
how your list grows, and some are even free!

The first thing you have to ask yourself is “Can I afford this?” As we mentioned before, 
just because someone else that you look up to is using a certain platform, that doesn’t 
mean that you can afford it or that you even should be on it. If you can’t afford that 
certain platform, that’s okay! There are two things you can do:

•   Start with a cheaper option. 
•   See where you can make room in your budget. 

How much do you want to spend per month on your email list?

WHAT INTEGRATIONS THE PL ATFORM OFFERS
Next to consider is the integrations that your email marketing platform will work with. 
Since most business owners offer courses, products, and more, it's likely that you're 
using other software to help offer those things to your audience. That means you want 
your email marketing platform to easily connect with those other pieces of software so 
you're not having to do a lot of manual work to get people on your email list.

Do you have any special platforms or programs you need your list to integrate with?
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PICKING A PLATFORM
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Since we've covered the main things you want to look for in your email marketing 
platform, use this section to start listing out the different platforms you're considering 
and the pros and cons for each one. This should help you decide which one to choose.
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CREATING A PLAN

As with anything, when you’re ready to get your email list in control (or started), you 
have to have a plan of action. There are several questions just like with blogging to 
ask yourself in regards to your list before you can just start collecting addresses and 
sending emails. In this section, we’re going to create your overall plan for your email list 
based on your current goals.

Why are you starting your email list? This is going to be the same answer you put on 
page 2. 

Who is your audience for this list? It may be a little bit different from your main blog 
audience. Dare to get specific here.

How do you plan to add value to your list? What will your audience get out of being 
subscribed? Exclusive content? Discounts? Freebies?

[textarea]

How will you get people to subscribe to your list? Will you offer an opt-in incentive? 
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CREATING A PLAN

How will you get people to subscribe to your list? Will you offer an opt-in incentive? 
Content upgrades? Live workshops?

How often do you want to send your emails? Once per week? Bi-weekly? Monthly? We 
recommend emailing no more than 1x per week and no less than 1x per month.

Now that you have a general idea of what you want to do with your email list, when 
you’ll send your emails, and how you’ll get (and keep) people subscribed, you’re already 
a step ahead of the game and will be a lot more successful with the coming sections.
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OPTIMIZING YOUR BLOG FOR OPT-INS

The easiest way to start growing your email list through your blog is to start by 
strategically placing opt-in forms around your site. In this section, we’ll cover the 
best places to place your opt-in forms as well as how to make them attractive and 
productive in growing your email list for you.

The best place to start when trying to optimize your blog for more opt-ins is pretty 
obvious: start by placing opt-in forms around your blog. The key here, though, is to 
make sure that you’re putting them in strategic places that will help boost your sign 
ups. 

Here are the three most strategic placements for opt-in forms:

•   Header
•   Sidebar
•   Footer

There are obviously more places that you can (and should) include a call-to-action to 
join your email list, but for now, let’s focus on these three.

HEADER
This is probably the best placement for your opt-in form because it’s going to be one of 
the first things people see when they land on your site. Some people include these as 
actual opt-in forms, but it’s also okay to include a call-to-action and a button that opens 
your opt-in form that way. 

Unfortunately, to add one of these you’ll want to have a theme that already has room 
for something to be placed there (like our Mary Ellen or Olivia themes) or you’ll have to 
hire a developer to help add that section to your site. If neither one of these are good 
options for you, it’s okay to move on to the other placements.

Let’s plan for what you’ll put here just in case you do have this section on your site!
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OPTIMIZING YOUR BLOG FOR OPT-INS

What will your call-to-action text say? (For example: I can show you how to take amazing 

photos for Instagram straight from your iPhone! Sign up to get my iphoneography tips 

delivered to your inbox each week.)

Will you include an actual opt-in form or a button?

SIDEBAR
This is the most obvious placement for opt-in forms, and if you don’t have a header to 
take advantage of, you’re definitely going to want to utilize this space. 

The best type of opt-in for this area on your site would be an actual opt-in form. With 
your form, you’ll want to make sure you include a few lines of text about what they can 
expect. The other important thing with your sidebar opt-in is to make sure it’s pretty 
close to the top of your sidebar. That’ll make sure that it won’t get missed by your 
audience.

What text do you want to appear with your form?

8



M A D E  W I T H         C O D E D  C R E AT I V ER O C K  Y O U R  E M A I L  L I S T

OPTIMIZING YOUR BLOG FOR OPT-INS

Where exactly in your sidebar will your form be located?

FOOTER
This area is highly underutilized by a lot of bloggers and business owners, and that 
means that a lot of people are missing out on more opt-ins for their email list among 
other things. If someone scrolls all the way through your site, it’s likely because they 
really like what you have to share and are looking for more. So, instead of having a 
dead space in your footer with just a link to your site’s designer, this is an important 
place to include some strategic calls-to-action, particularly an opt-in form. 

Since your footer doesn’t have a ton of space, you don’t want to cram it with a lot text, 
photos, and your opt-in form. Instead, here it’s important to keep things short and 
sweet. How much you can include here really depends on your theme, so keep that in 
mind as you’re planning.

Will you include a form or a button?

If you have room for it, what text will display with your form?
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OPTIMIZING YOUR BLOG FOR OPT-INS

ST YLING YOUR OPT-IN FORMS
Aside from making sure that you have forms in the most strategic locations on your 
site, it’s also important to make sure you’re styling them to be attractive and eye-
catching for your audience. After all, if they like the way something looks, they’re more 
likely to opt-in, right?

Here are a few things to keep in mind with your forms:
•   Keep it clean – include only the most important items
•   Share what they get for signing up
•   Include an image relating to your incentive
•   Use a title other than “sign up for my newsletter!” 

Not all of these will apply for every single opt-in form you place on your site, but they’re 
good to keep in mind as a general rule of thumb.
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CREATING YOUR OPT-IN INCENTIVE

The biggest thing that’s recommended to people when they’re creating their email 
list and trying to get people to sign up for it is to create a free opt-in incentive. When 
you’re first starting your list, it’s pretty hard to come up with a good idea to send out, 
though. We know most people start with a resource list and later add a more in-depth 
incentive like a workbook, for example. In this section, we’re going to walk through 
coming up with an idea for your opt-in incentive.

What are the top 3 categories on your blog?

Looking at your top 3 categories, is there one that you know the most about? Do you 
have a lot of content under one that would work well combined into a workbook or 
ebook?

What are your most popular posts? (Skip any that are product reviews or aren’t relevant 
to your top categories)
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CREATING YOUR OPT-IN INCENTIVE

Looking at your popular posts, are there any that you can share more about with your 
audience? Would one of them be easier to understand for your audience if it had a 
workbook?

Here’s a some examples for types of incentives:

Based on your ideas above and the examples of types of incentives, what type of 
incentive would work best for your audience? 

If you want to get even more out of your opt-in incentive, you can use it to promote 
your products or services. For example, if you have a ecourse on Pinterest, you could 
create an opt-in incentive that helps your audience create great graphics specifically for 
Pinterest and include one final page that mentions your course.

Do you have any products or services you can promote in your incentive?
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•   Checklist
•   Worksheets
•   Workbooks

•   Brief ebooks
•   Video training (or series)
•   Stock photos
•   Moodboard templates

•   Process blueprint
•   Printables
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CREATING CONTENT

Now that you’ve completed all of the setup for your email list and opt-in incentive, it’s 
time to start thinking about the content you’re going to send to your subscribers. This 
part is usually what trips most people up because it feels like so much extra work aside 
from just having a blog.

In this section, we’re going to go over how you can start getting ideas for content to 
send to your list. After all, the more you have planned out in advance, the less likely 
you’ll be to give up on your goals for your email list. 

ASK YOUR SUBSCRIBERS WHAT THEY WANT TO LEARN FROM YOU
The biggest place we see people go wrong with all of their content for their email list is 
that they forget who they’re writing for. Instead of spending a lot of time guessing what 
you should be writing for your list, a great place to start creating valuable content is to 
have a virtual coffee date and literally ask them what they need / want from you.

This does not have to be super complicated or take a lot of time. You don’t have to 
create a whole survey or even plan several questions to bombard your audience with. 
Instead, just sit down and pick one question that will help you get a better idea of 
what your subscribers need help with. You can ask them “What is one thing that you’re 
struggling with in your blog or business?” in your Welcome email or straight up ask 
them what they want to learn about in terms of your niche on your blog or social media 
platforms and use those ideas for your email list content.

TAKE A LOOK AT QUESTIONS YOU GET
If you’re feeling a little shy when it comes to asking your audience what they need from 
you, you might find it easier to take a look at what they are asking you instead! A great 
place to start would be in the comments section on your blog posts. Don’t stop there, 
though. Take a look at what questions you receive from subscribers, peers, and clients 
alike. Regardless of what you do or what your niche is, chances are people are asking 
you all sorts of questions that you can cover in your content to your email list. 

You can also look at what people are asking you (and just asking in general) on Twitter 
and in your Facebook groups as well. If you’re in groups anything like the ones we're in, 
you probably see that lots of people ask questions in those groups and the questions 
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CREATING CONTENT

relate to all sorts of niches. If something relates to your niche and what your audience 
is struggling with, don’t hesitate to create content based on that. 

WRITE LIKE YOU’RE PREPARING CLIENTS TO WORK WITH YOU
If you run a service based business, it can be hard to imagine what type of content 
that people on your list could possibly want to see. For example, senior portrait 
photographers might have moms on their list that have no interest in learning “5 Ways 
to Take Better Photos with Your iPhone”. So instead of trying to teach them how to do 
what you do, take a second to consider how you can prepare them to work with you in 
one way or another.

While the people on your email list may never turn into actual clients, it’s a great way 
to show your expertise and make them more prepared to get started if they do decide 
to hire you. So think about what your potential clients need to do or know before they 
actually start working with you on a project and include content based on that.

Now that you have a few ideas on how to help you come up with content, below you’ll 
find a few prompts to help you start generating those ideas for your email list. 

Why did you start your blog / business? What inspires you to keep going?

Have you had any personal experiences lately that related to your blog / business?

What step-by-step processes do you have for your blog / business?
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CREATING CONTENT

Are there any topics in your niche that you feel aren’t talked about enough?

What have you learned since you started your blog / business?

What do you wish you knew before you started your blog / business?

Is there any advice you’d have for someone trying to do what you do?

Have you embraced challenge or gotten past a difficult time in your blog / business?
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4 TYPES OF CONTENT YOU CAN SEND

Now that you have an idea on how you can start coming up with content for your email 
list, it’s a great time to talk about your content strategy and the main types of content 
you can send to your list. You already know that exclusive, high value content is best 
for your email list, so in this section we’re going to break down the different types of 
exclusive content and start brainstorming ideas under those specific types. 

1.  EDUCATIONAL CONTENT
This is probably the type of content that you’re most used to writing and will be the 
easiest to help you transition into running an email list if you’re just getting started. If 
you’re not sure what I mean, educational emails are essentially blog posts that you’re 
sending to your email list instead of publishing on your blog. This is where you’re 
teaching your email subscribers or helping them better understand something, similar 
to what your blog content would do.

When you’re writing educational emails, don’t think that you have to write 1,000+ words 
similar to what you’re doing for your blog posts. Depending on the audience of your 
email list, they may not be wanting that much content. Some audiences don’t mind 
longer form content every week and some prefer much shorter content in the form of 
check-ins or tips.

Brainstorm 6-10 ideas for educational content for your audience

2. BEHIND THE SCENES
Another great type of content that you can start sending your email list is behind the 
scenes peeks into your blog / business. These are great because you’re likely already 
sharing peeks into what you do either through your blog posts or social media, so it’s 
not too hard to transition them to being content for your list. With behind the scenes 
content, you’re giving your subscribers a peek into what you’re working on, decisions 
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4 TYPES OF CONTENT YOU CAN SEND

you may be making, new things your trying, or what has or hasn’t worked for you. 

Behind the scenes content will likely always be a big hit with your audience because 
they’ll feel like they’re getting a peek into what you do that no one else sees or knows 
about. It’s also always fun to see how someone else does something, right? When you’re 
sharing any sort of behind the scenes or more personal content in general, make sure 
that you’re relating it back to your audience and what they can learn from it.

Brainstorm 6-10 ideas for peeks at your behind the scenes

3. PERSONAL STORIES
One of our favorite types of content to get in email lists is personal stories. We love 
receiving these types of emails because it allows us to connect with our peers and 
people we look up to in a way that we can’t just through blog posts. Even better, in 
our experience writing personal content for our audiences has resulted in higher 
engagement rates than what we might get on educational content.

If you’ve never really written personal content for your blog, this one might feel kind 
of uncomfortable or weird at first. We recommend that you try starting with the 
story behind your brand, blog, or business. We all started what we’re doing online 
for a reason, and people love to hear those stories. Depending on how familiar your 
audience is with your brand, some people may have already read about your story, but 
most of the time they’ll learn something new and you’ll almost always have new people 
on your list that have never heard it before.
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4 TYPES OF CONTENT YOU CAN SEND

Brainstorm 6-10 ideas for personal stories you can share

4. PROMOTIONAL / PITCH CONTENT
Promotional / pitch emails include any content where you’d be pitching your products 
or services with your audience directly or promoting some sort of limited time sale. 
There are a variety of ways that you can incorporate promotional / pitch emails into 
your content strategy, but you’ll likely most often be using them when you’re launching 
a new product or service. 

The important thing to keep in mind when you’re adding this type of content to your 
editorial calendar is that no one likes to be sold to all of the time. Instead, you want to 
be intentional with these emails so that you’re actually generating income through them 
and not rubbing your audience the wrong way when you send them.  

Brainstorm 6-10 ideas for promotional / pitch content you can share

CREATING YOUR CONTENT STRATEGY
Once you’ve gotten a few ideas for each of these types of content as well as the ideas 
you came up with in the previous section, it’s time to start developing a strategy for the 
content you’re sending to your list. 
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4 TYPES OF CONTENT YOU CAN SEND

To keep things simple, we recommend rotating throughout each of these different 
types of content throughout each month. This will ensure that you’re sending your 
subscribers a variety of content. 

Use the table below to start creating your content strategy for this month. (Only fill in 
content for the day of the week that you'll be sending to your email list.)

1 9
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WHAT SHOULD BE PART OF YOUR EMAILS

Now that you’re getting ready to start writing your emails, it’s important for us to cover 
what should be in your emails other than the content. Just like the content you write 
for your blog, there are certain elements that can make a better experience for you and 
your subscribers. In this section, we’re going to cover the top 4 elements that you want 
to make sure are part of each email that you send.

VISUAL EXPERIENCE THAT MATCHES YOUR BRAND
You want every touch point your readers and potential clients have with your brand 
to make a good impression, and having a consistent design in your email list is part of 
that. While you can’t always customize your emails as much as you want, you still want 
to do what you can to make sure your emails look like they’re coming from you. That 
means they should have similar background, headings, and link colors. These are super 
easy to customize in your template regardless of what platform you’re on.

CONSISTENT LOGO OR HEADER IMAGE
Just like you want your logo to appear on your website, you want some sort of branded 
image to show at the top of your emails. The only time you don’t want this is if your 
brand doesn’t rely a lot on graphics (which isn’t many niches). A lot of people like to 
use a simple horizontal version of their logo, which is perfect. If you want to create 
something more unique, you can create a header graphic specifically for your emails. 
If you decide to go this route, make sure it matches the rest of your graphics so your 
audience recognizes that the email is from you the instant they open it.

CALL-TO-ACTION
While you could always end your emails by just stopping writing and then hit send, 
you’re not going to get as much out of your email list as you possibly could. A much 
better way to end your emails is by including a call-to-action. This could be as simple 
as asking them to respond with questions, challenging them to take action based on 
your content, encouraging them to click through to a blog post or event, or even just 
encouraging them to share your content on social media. If you put that call-to-action 
out there, you’re much more likely to see engagement from your subscribers than if you 
just stopped writing and left your email with no call-to-action. 
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WHAT SHOULD BE PART OF YOUR EMAILS

PHYSICAL MAILING ADDRESS + UNSUBSCRIBE BUT TON
We’ve seen it asked on social media hundreds of times as to whether or not you have 
to include a physical mailing address in your emails, and the answer is yes. The CAN-
SPAM law in the US requires you to include an address where you can receive mail and 
an unsubscribe button. If you don’t include the address, you can be fined $16,000 for 
per email sent to each subscriber. It’s not worth the risk to go without it. If you aren’t 
comfortable including your physical mailing address, you can get a P.O. Box from your 
local post office.

Use this checklist to make sure you’re including the necessary items in your emails:

Visual experience that matches your brand
Consistent logo / header image
High value content
Call-to-action
Physical mailing address
Unsubscribe button
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WRITING YOUR FIRST EMAIL

So you’ve done all of the hard work to get your email list set up, but now you need to 
actually start writing to your subscribers. We totally get that it can be sort of scary to 
write that first email. Aside from being nervous that you’ll say the wrong thing, you want 
to make sure that you’re starting on the right foot.

In this section, we’re going to go over the four main things you want to include in your 
first email to your list. If you’ve already been running your email list but maybe haven’t 
emailed them in a while, this will be a good email to write to re-engage with your 
subscribers.

WHO YOU ARE + WHAT YOU DO
Regardless of how well you think your audience knows you, it’s always a good idea to 
remind them. This kind of information is great for the opener of your email, but you can 
always include a quick bio section at the bottom of your first few emails. 

So, who are you and what do you do?

WHAT THEY CAN EXPECT FOR BEING ON YOUR LIST
Obviously another thing they’re going to want to know is what they’re going to get 
by being subscribed to your email list. For most people this may be exclusive weekly 
emails, but for others that might be monthly action steps for a specific outcome. You 
can also let them know when and how often you’ll be writing to them.

What can your subscribers expect from your email list?
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WRITING YOUR FIRST EMAIL

A FIRST GLIMPSE AT YOUR CONTENT
Now that you’ve told them what they can expect, there’s nothing better than giving 
them their first glimpse at exactly what you’re promising to share. This doesn’t have to 
be 800 words long, but it’s a great way to get started sending high value content.

Which of your content ideas from the earlier sections can you use to share that first 
glimpse at the regular content you'll be sending to your subscribers?

YOUR OPT-IN INCENTIVE
If you set everything up right, then your subscribers should already have this. However, 
it doesn’t hurt to re-link it one more time just in case they never received it. To get your 
subscribers further engaged, you can share a quick tip or two on how they can get the 
most out of your incentive or ask them to respond with any questions they may have 
had regarding your incentive.

How will you get your subscribers engaged with you and your incentive?
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CONSISTENTLY GROW WITH YOUR BLOG

If you’ve been working through the workbook and taking steps with your email list 
at the same time, then it’s likely that by now you’re ready to set yourself up to start 
growing your email list on autopilot! 

In this section, we’re going to cover a few different ways you can keep generating 
interest in your email list without doing a lot of extra marketing for it.

INTRODUCE CONTENT UPGRADES 1-2 TIMES PER MONTH
Content upgrades are awesome because you’re doing two things with them: you’re 
providing your audience with more helpful content and you’re getting them on your 
email list! Talk about a great win, win! A good way to add them to your existing content 
strategy is to do about 1-2 per month depending on how often you publish new posts. 
This will help boost your email list growth but not be annoying to your audience. 

Brainstorm 2-3 content upgrade ideas based on your upcoming blog posts

CHECK IN WITH YOUR OPT-IN INCENTIVE EVERY 6-8 MONTHS
The great thing about opt-in incentives is that once you create them and set them up 
for delivery, you don’t really have to think too much about them for a while. However, 
you shouldn’t just leave your incentive up for years at a time. A good rule of thumb is to 
check in with how well it’s converting your readers to subscribers every 6-8 months. If 
you start to see a drop off of how many people are signing up for it, it’s a good time to 
create a new incentive and swap things out.

Brainstorm 1-2 backup incentive ideas that you can use later this year
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CONSISTENTLY GROW WITH YOUR BLOG

HAVE AN OPT-IN FORM IN AT LEAST 2-3 PL ACES AROUND YOUR SITE
Previously in this workbook we talked about the best placements for your opt-in form 
or call-to-action buttons. Ideally, you’d have something in each of those places, but if 
you can’t do that because of how your site is setup, you want to make sure that you 
have an opt-in form or call-to-action in a few other places around your site as well. A 
few other placements you can use would be: on your About page, below your individual 
blog posts, or on a landing page your promote for your list. Having several forms or 
calls-to-action around your site will encourage your audience to opt-in more often, 
which will help you grow your list.

Brainstorm 1 extra placement for your forms or calls-to-action

2 5



M A D E  W I T H         C O D E D  C R E AT I V ER O C K  Y O U R  E M A I L  L I S T

3 THINGS TO AVOID DOING

In this workbook, we’ve covered a lot of great techniques you can use to get started and 
to help grow your email list. However, there are some things that can lead people to 
unsubscribing sooner rather than later. Here are 3 main things to avoid doing with your 
email list so you can keep people on your list each week.

1. SENDING BLOG POSTS
If you have an email list to make sure your blog posts get sent to your RSS subscribers, 
this isn’t a big deal. If that’s not why you created your list, though, you’re really missing 
out and you’re likely going to have a hard time keeping subscribers on your list. Instead 
of sending blog posts, send different but related valuable content and link to your post. 
This will give your subscribers more helpful content and drive them over to your blog.

2. ONLY EMAILING WHEN YOU’RE SELLING SOMETHING
Even though we all know and exact people to sell to us through their email lists, it 
feels super icky to only hear from someone when they want us to buy from them. In 
fact, it creates this reputation that the person cares less about helping their audience 
and more about bringing home the bacon. To keep from experiencing the drop off 
of subscribers because of this, make sure you’re getting in touch with them regularly 
outside of trying to make the sale.

3. SENDING EMAILS THAT AREN’T REL ATED TO YOUR BRAND
It’s incredibly tempting to write about certain topics that you see others being really 
successful with. However, you only end up hurting your audience (because you may not 
know enough to write about that topic) and yourself (because people will unsubscribe 
if the content is too random). You don’t necessarily have to write about the same exact 
topic every single week, but you want to make sure you’re sticking to your expertise and 
what you’re comfortable helping your audience with.
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RESOURCES

There’s a lot to remember when it comes to your email list. Do’s and Don’ts. Tips and tricks. 
Best and worst practices.

Luckily, there are a lot of great resources out there that make growing your email list super 
easy. Here you’ll find our very favorite resources.

EMAIL MARKETING PLATFORMS
ConvertKit
MailChimp
MailerLite
ActiveCampaign

CONTENT UPGRADES
Easy Content Upgrades
Bloom
LeadPages

WORDPRESS PLUGINS FOR OPT-IN FORMS
Genesis eNews Extended
MailChimp for WordPress
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http://mbsy.co/convertkit/23071553
http://eepurl.com/b7KPmv
https://www.mailerlite.com/
http://www.activecampaign.com/
https://bossplugins.com/?ref=34
http://www.elegantthemes.com/affiliates/idevaffiliate.php?id=37122&url=31076
https://www.leadpages.net/
https://wordpress.org/plugins/genesis-enews-extended/
http://mc4wp.refr.cc/DTNR2MK
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CONGRATULATIONS

YOU DID IT!

You did it!

Creating and growing your email list can be really overwhelming, but we hope 
that this workbook made getting started a little bit easier. 

We would love to hear about how this workbook is helping you grow your email 
list, so be sure to send any results you've had after putting the strategies in this 
workbook to use to hello@codedcreative.co so we can celebrate with you.
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