10X EMAILS PRESENTS:

SIX FIGURE EMAILS #1 -
"MARKET'S SEARCH FOR MEANING"



MARKET'S SEARCH FOR MEANING

HOW THE NEXT 60 MINS WILL GO:

» Background on the Template
» Why we use it
» Where to use it (in a sequence)
» How to Use it
» Powerful Questions to ask
» Teardown of Examples:
» Example 1: Anti-Depressants
» Example 2: Marketing Software

» Template

» Q&A



SECTION 1

THE BACKGROUND



MARKET'S SEARCH FOR MEANING

BACKGROUND
MAN'S

» Frustrated over why people STILL S EAR C H
aren't buying.
FOR
» Why do we accept 1, 2, 5, or even MEANING

10% conversions as the norm?

VIKTOR E.

» Why are over 90% of qualified, FRANKI.

ideal, perfectly-targeted customers
STILL not buying?

» Unlikely wisdom in Man's Search
for Meaning,.




SECTION 2:

WHY WE USE IT



MARKET'S SEARCH FOR MEANING

WHY WE USE IT

MAN'S
deal b iously di lif

" hemssivenns buyere, SEARCH

» Addresses Cognitive Dissonance as a reason for F O R

NOT buying. -
» Acknowledges that where there's pain - there's also M L /\ N l I\ (J
a created self-image of failure, guilt or shame V I K T O R E

around it.

» Gives our customer a chance to relive a shameful or F R A N K L

painful moment - forgive it - derive meaning from it WITH A NEW FOREWORD By
- and "close the meaning loop" through our product HAROLD 5. KUSHNER
or service.

» Through strategic reframing, we can move them
from disempowered to empowered.
» In afew mins, I'll show you how to do it :) 4 |




WHAT THE HECK'S A MEANING LOOP?

k-



MARKET'S SEARCH FOR MEANING

WHAT'S THIS EMAIL "SELLING

1n i

» Self Forgiveness/Acceptance ("it's not your fault”, “it was
the best thing at the time")

» Clarity and understanding around previous behavior

» Positive self-image as it relates to those previously
‘negative” events/actions

» A chance to stay consistent with that new meaning
(through your offer).



SECTION 3

WHERE T0 USE IT



Sequence Overview

Segmentation (Day 0) - Selling Self Selection + Commitment

Email 1- S1 ("exclusively empowered” call out)
Email 2 - Confirmation ("what this says about you")

Pre-Launch (Day 1-3) - Selling New Beliefs/Understandings

Email 3 - PL1 (belief/reframe #1 - about their past failures)
Email 4 - PL2 (belief/reframe #2 - about what it takes to achieve outcome)
Email 5 - PL4 (belief/reframe #3 - in relation to other solutions/competitors/sacred cows)

Launch (Day 4) - Selling Ease + Natural Next Step

Email 6- Launch (the "anti-launch” launch) - selling ease/natural next step

Sales (Day 5-8) - Selling Consistency + Contextualized Reframes

Email 7 - S1 - The Point of no return
Email 8 - S2 - Case Study/Story 1
Email 9 - S3 - Case Study/Story 2

Close (Day 8-10) - Sell Decisiveness

Email 10: C1 - “perfect for you if"
Email 11: C2 "Upgraded FAQ"
Email 12: C3-C5 “The final warning”




SECTION 4

HOW T0 USE IT



OPEN THIS DOC

BIT.LY/SFE-MEANING



MARKET'S SEARCH FOR MEANING

QUESTIONS TO ASK:

Exploratory Questions

1. What "bad” behavior or actions, in relation to what you're selling, might your prospect
feel ashamed about?

2. What external thing (a person, common belief, etc.) can we deflect some of the
blame to?

3. How was that “bad" action in fact positive (or the best action possible at the time)
given their context at the time?

4. What additional pain may it have saved them from?

5. How did it prepare or empower them for this moment?



MARKET'S SEARCH FOR MEANING

Template

[tell story about their experience of that trait/action/behavior]
[deflect the blame to something external]

[bridge into WHY it actually wasn’t their fault]

[how was that thing actually positive - a good thing - ie. opening the
meaning loop]

[but now there’s a better way - closing the meaning loop]
[tying the meaning loop to your offer]

[overcome surface level objections through your key features/benefits]



SECTION 4 PT2.

SEE IT IN ACTION (OPEN WORKSHEET)
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