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Begin by regaining their attention with a framework.

Stepping Stone 2
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from Jack Born

The main theme in this email is that we're going to get 
your subscriber to take baby steps closer to their goal.

At the very beginning of this email I'm trying to regain their attention by giving
them a framework of what we're going to cover today. 
 
And again you see that I'm raising objections and problems the need to be solved. 
 
That I use bullets to regain their attention and demonstrate the value of what
they're about to learn. 
 
When I went to the endowment effect what I'm doing is I'm providing additional
proof that deadlines work. I'm linking to a Wikipedia page about the psychological
underpinnings of why deadlines work.  
 
Some people might think it's odd to link to a Wikipedia page because this isn't a
main call-to-action. But for anyone that follows this link it's going to only increase
my credibility. 
 
In this spot what I'm doing is I'm linking to several case studies on our blog that
answer the question that I raised at the beginning of the email. And this is really
really powerful because what I've done is I've raised the question so that I can
answer it with social proof.  
 
And in this context it doesn't feel like I'm just sprinkling in testimonials for the sake
of selling. But I've provided that context by raising the question in the first place. 
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Why I raise the objection at the beginnning of the email.

Stepping Stone 2 cont.
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So by raising the objection or question at the beginning of the email I'm doing two
things: 
 
1. I'm raising an objection that might prevent them from purchasing so I can  
    answer it 
 
2.  I'm also providing the context that I want so that it feels natural when I add  
     in the social proof and the case studies and the testimonials 
 
Next I'm using an analogy to really drive home the point that if you don't have a
deadline you're losing money every day. I really wanted to be crystal clear that
you must have a deadline in your promotions. 
 
Using simple analogies is a great way to tie your concept to something that they
already understand very clearly. Great salesmanship is really great communication
and analogies are very powerful way to communicate any concept. 

The marketing experiments.

Now let's get down to the part where I'm showing a screen shot of a study from a
group called marketing experiments. 
 
Again I want to point out that I'm able to put the screenshot into this email and
away that feels like I'm educating because in fact I am… but it in context because
I've raised the question that I'm now answering. Think about how much more
powerful it is for me to slip in this third-party proof in this context rather than just
saying, “deadlines are awesome" and putting a screenshot in the email. 
 
Next I have a little bit of dialogue which really is internal dialogue that draws the
subscriber into a story. Just like a normal house dialog it really breaks up the text
and draws a subscriber into the narrative.  
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Don't forget another cliffhanger.

Stepping Stone 2 cont.
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And the story that I'm telling is the origin story of how I created a special feature
inside of Deadline Funnel. 
 
And once again because this is in the context of a question or objection that I
raised early in the email, this gives me a very natural way to talk about the origin
story of this feature. 
 
This is so much more powerful can just listing features and benefits.

Then just before my signature I open up yet another cliffhanger to regain attention
and build anticipation for the next email. 
 
And as I've shown you several times before, the method that I use to do this is to
raise another question. I'm bringing up a problem that they may not have thought
of up until this point. 
 
But now that I've raised the question it really needs an answer. And the answer is
going to come in the next email. 
 
Finally below my signature I'm restating the offer by summarizing it. I've also
added specific real-world value numbers to their components of the offer. And
have made it extremely low-risk because in this case it's a soft offer. Which means
there's nothing to buy right now. All they have to do is start a free-trial. 
 
And once again I'm not mentioning a deadline at any point. 
 
Eventually I'm going to start bringing up the deadline until the end of the
sequence. Later in the sequence the deadline will be a main focus of the emails.
But for now I'm not mentioning it. It's just too early.
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Example Day 3 Email
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Example Day 3 Email cont.
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Example Day 3 Email cont.

3

from Jack Born



7

STEPPING STONE EVERGREEN SEQUENCE

Example Day 3 Email cont.
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Example Day 3 Email cont.
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