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Jan Koch: Hey friends. Thanks for joining me today. I'm here with Jason 

Resnick. Who's the CEO of NurtureKit. He's an email marketing specialist. I've 

been lurking around for ages probably three or four years, and we have a ton of 

mutual friends. I'm finally getting to interview him and I'm super excited that 

Jason spends the time with us today because he. 

Jan Koch: The person that experts hire when it comes to building nurture 

sequences, when it comes to optimize and convert kit setups. Jason, thank you 

so much for taking the time today.  

Jason Resnick: Yeah, no, thanks for having me. I'm super excited too, because 

like you said, we have a lot of mutual friends yeah, this has been a long time 

coming up here. 

Jan Koch: Yeah, it definitely is. And I think now it's just the perfect time for 

me to book you for an interview because with this boarding school, three, we're 

all about email marketing and who better to talk to than you, especially since 

I've just moved to ConvertKit recently. So I'm just curious for myself, possibly 

why I love doing these interviews is because I get free consulting being the 

summer. 

Jan Koch: So that's always a plus I would love to start with a question around 

freebies or lead magnet as they're called sometimes. And I had Kim Doyal on 

the summit to achieve doesn't have a lead magnet because she's wants us to test 

it, but I would love for you. I would love your thoughts. What goes into finding 

the idea for a lead magnet that works to build your email? 

Jason Resnick: Yeah. And this is such a, it's a great question that I get a lot 

because, and I hate the phrase. I hate to answer it like this, but it does depend, 

right? Because here's the thing with a converting lead magnet means what to me 

converting means that somebody came into the business. Buys and what is it, 

what are they buying? 

Jason Resnick: So if it's a freebie for me, what I always like to look at is what 

is the quickest win that somebody can get, that you can offer someone. That will 

buy the next thing. So in other words, I look at it as like a stepping stone 

towards the purchase. So if it's like something that takes 10 minutes for them to 

do, whether that is a checklist, whether that's a recipe, if you're into fitness and 

cooking, whatever it could be like, whatever your audience is. 

Jason Resnick: What is that stepping stone to that first purchase that somebody 

is going to make. I look at it from this perspective, if you are in business and 
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you're selling, what are the questions that your customers ask? Either right 

before or right after they purchase. And because what that usually sends is a 

signal for the immediate outcomes that they're looking for. 

Jason Resnick: And if you can give them that outcome in the freebie, even then 

you're most likely to purchase because you want that. Lead magnet sequence the 

goal over the course of a couple of days, but you want to take them from that 

opt-in to the offer. And so if you can lead them in that way that's, what's going 

to be the most effective converting lead magnet. 

Jan Koch: I love as I would immediately, if we weren't recording this, I will 

cancel the call right now because you've just sparked an idea for my upcoming 

lead magnet. And essentially what I just had in mind is I, first of all, I love that 

you're coming from a business perspective and not from the vanity metrics of 

how big is my list going to grow. 

Jan Koch: But then the idea that I had is from a conversation with a client I had 

today, she asked about how can I monetize the virtual summit as quickly as 

possible? And obviously there's this around, which is summit mastery. And my 

answer was get a sponsor. So the lead magnet that I will work on is how do you 

find the summit topic and how do you onboard your first sponsor as soon as 

possible, which. 

Jan Koch: Essentially what you are saying right now, it is giving people a 

quick win, something they can act on. Doesn't need to be long. And then the 

stepping stone to me selling my book as the first small purchase is super easy. 

And it makes sense because they see the potential of following through and 

diving deeper into the. 

Jason Resnick: Yeah, absolutely. I look at it. If you can give somebody the 

quick win and tell them how long it's going to take to get that quick win, that's 

the ideal formula for that, that lead magnet. So if you could say, like, how did I 

get your first. Sponsor in five days. Okay, perfect. Now you've put that frame in 

there and that's going to entice anybody to come in and if they do it, then they're 

going to think that you, the answer to all their problems. 

Jason Resnick: And so when you put that buy now button in front of them for 

the neck, that very first purchase, they're going to be most likely to click on it.  

Jan Koch: Yeah. Yeah. I lowered 100%. When it comes to building that lead 

magnet what format do you usually go for? Common is a PDF that is when you 
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look at the top level marketers, they always have these super steep designs and 

professional design teams creating those things. 

Jan Koch: But then there are people who I see crush it with a Google doc space 

lead magnet. They just send a link to a Google doc that walks people through a 

certain process. How do we find the right format for our audience and the stage 

of business?  

Jason Resnick: I think you go with whatever you feel from a gut perspective. 

Jason Resnick: If you don't have any data from a Dutch perspective on what 

your audience is going to resonate with. I'm more of the one. I am not a 

designer, although I do know what looks good when I see it, however, For me 

I'd much rather just ship it and see what happens, right? Because if you get the 

results, if it's a text document that gives that formula and they get the results, I 

don't care what it really looks like. 

Jason Resnick: The the Polish, if you will, right? The nicely designed ebook, 

those sorts of things are great. If you have the time, the resources to be able to 

do that. However, if you don't. Put it in a Google doc. There's no reason why 

you can't do that. A lot of the lead magnets that I do are just straightening an 

email. 

Jason Resnick: Why give them that extra click? Like I'll just drop it into an 

email and send it off. That's how I approach it, but you want to also be mindful 

of what's comfortable for you. Subscribers. And so if they are okay with reading 

an email or reading a Google doc or downloading a PDF, it depends on really 

what your audience is used to to be able to then decide on what format works 

best. 

Jason Resnick: And then if. Work or you get people saying, I don't know how 

to download this, or if it's on the phone and it's a PDF, then they've got to zoom 

in and stuff. It becomes awkward. So you can get that data. You get, get that 

feedback real quick because people are going to be like, I can't read this, or I 

don't know how to get the download link or something. 

Jason Resnick: They're going to, if they want your thing, the content is what 

matters. Not necessarily how it.  

Jan Koch: Yeah, I love this so much. And this is if they want your thing, they 

jumped through any hoops that you put in front of them. I had a situation if you, 

https://listbuilding.school/


 

https://listbuilding.school – Copyright Jan Koch Einzelunternehmen 2022 

weeks ago where the checkout process for my book was broken for some 

reason, and somebody emailed me like five days to. 

Jan Koch: When do you fix this damn thing? And that's the type of 

conversations that, that you want to have with your email subscribers, that this 

doesn't need to be perfect all the time. It just, you are human. I am human. Your 

email subscribers are human humans. Make mistakes, get over it and ship it. I 

love this. 

Jason Resnick: Yeah. Yeah. I Like I said I'm not sure how to put something 

into the wild and I tell a lot of my clients that anyway, they're used to it now, 

but before, and a lot of times when we first start working, they want to, they 

want everything to look perfect. They want the sequence to have the. 

Jason Resnick: Grammar and even just the right formatting and all of these 

other things. And I'm like, let's just get it. Let's put it out as a broadcast. Let's 

see how people respond to things. Is it long? Is it short? Like how we don't 

know? Like we can sit here. You and I, and. Talk for weeks on what we think is 

best, but when you put it out there, you'll get the feedback pretty quickly. 

Jason Resnick: And, people will be like, this is too long. Like I'm not reading 

this and you can know. By putting a link all the way at the bottom and the top, 

and then measuring who clicks on what? You could do different things to get 

the feedback you don't necessarily need that reply or somebody saying, Hey, 

how come I'm not getting this thing? 

Jason Resnick: You can get that feedback in the wild pretty quickly. Yeah. But 

you have to put it out there. You have to press send so to speak.  

Jan Koch: Yeah. And that perfectionism is what kills momentum. So often 

from the conversations that I have. And I think that is partially because we don't 

want to make mistakes and we are afraid of burning out. 

Jan Koch: Where, when we make mistakes, we've we fear that we lose the trust 

of the people who are subscribing and all this, especially if they're new 

subscribers, we send them something that might not work in the first base. We 

think we've lost them immediately. Whereas most of the time, those people 

become your raving fans. 

Jan Koch: If you try, if you can fix this situation, then if you can explain what 

went wrong and how you took care of this, you can win a lot of.  
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Jason Resnick: Yeah. And I don't want to dismiss the, the proofreading and 

making sure technically things work and all of that sort of thing when, 

especially when somebody comes onto your list right away. 

Jason Resnick: But if it's, if you can remedy something very quickly, Because, 

like you said, links things break. It's the nature of business at times. And so if 

something breaks and you can respond back to that person pretty quickly. Cause 

I know I've had my, with myself much, like you have where something's 

broken. It's been working for months and months, all of a sudden is broken. 

Jason Resnick: I don't know that it's broken and somebody reaches out. I've got 

those emails back saying, Hey, I wasn't expecting such a quick reply. That's 

awesome. Thank you very much. That's the person that then we'll move 

forward. And like you said, create, become a raving fan of yours. Yeah,  

Jan Koch: 100%. So let's assume we have this lead magnet done and we've 

identified the quick win that we can give to our audience. 

Jan Koch: We deliver that, be it on, in a download on a thank you page or in 

the first email, what's next? How do we turn that subscriber into somebody who 

knows like some trusts us and then how do we get that first sale from them?  

Jason Resnick: Yeah, you can, like I said, alluded to it, but that first email or 

two is really just talking about the lead magnet, making sure that they're going 

to. 

Jason Resnick: Use it or get some value from it, depending on what the actual 

thing is, but then you want to start to lead them into what's next for them. And. 

If you're a lead magnet, you know that's the stepping stone to the product. Then 

you have an idea of what that path should look like. What questions people are 

going to ask, how they feel about certain things the ideas that they have around 

things that are somewhat of a myth that you can debunk in some way, all of 

these things. 

Jason Resnick: That's how you show that evidence. You show it to them and 

you call them out for lack of a better term. Hey, I know you're thinking this, but 

in reality, it's this right? When you do that, that starts to say, Hey, this person 

has been down this road before they understand who I am and what I need and 

how I can get the results that I'm looking for or whatever it is. 

Jason Resnick: That's when that know and trust factor start really kicking in 

because you're getting into their mind a little bit and that first five or seven 
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emails, exactly the path that they're going to take. And when you decide to. At 

the end saying, Hey, look, I'm going to, this is what you need next. 

Jason Resnick: You've got back quick, win took you a couple of days, five 

days, 15 minutes, whatever that quick win is. But now I know you're in this 

spot. And so this is what you're going to need next. And you can just go ahead 

and put the offer out there. Some people like to put one-time offers in front of 

people. 

Jason Resnick: I've done that in the past where those are off the back of the 

lead magnet. There's usually like some timed offer discount or bonus that goes 

along with that. You could do that, test it, see if it works. Otherwise just lead 

them and tell them that journey that they're taking and walk alongside them. 

Jason Resnick: If you will to be their guide to that offer, you don't have to say. 

Even though you can, you don't have to say things like, Hey, I wrote this best 

selling novel, like you don't have to blow yourself up that much when you speak 

to exactly what the subscriber is thinking. That's enough to show that you're an 

expert and you've been down this road before, and that you have the answers to 

their question. 

Jan Koch: I don't know if there's so much, it reminds me of Donna. Middlers 

how to build a story brand. I think it's done that way. You position yourself as a 

guide rather than as the expert teaching from the top or teaching from the front, 

you adjust. Joining your audience on their journey and providing guidance 

where they need it. 

Jan Koch: And I think there's also relieves a ton of pressure from from us as 

email marketers. It's we don't have to get everything perfect. We don't have to 

make every email polished and as perfect as it gets, as long as we are constantly 

aware of the decision making process and the conversation that's happening in 

the head of our audience. 

Jan Koch: When they read that email. As long as we speak to that, I think that 

the format, as you said, and the tech behind the email, it doesn't really matter as 

much.  

Jason Resnick: Yeah. It's just like I write to daily emails and on Sundays I have 

a weekly email that goes out, says that there are certain days where I'll write 

three emails. 
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Jason Resnick: And so what I've found in those certain audiences is that. If you 

can show them and be mindful of being transparent and genuine, like 

storytelling that works great. Now, Donald Miller StoryBrand I learned about 

that a long time ago. And I didn't realize until I would say probably about a year 

and a half ago when I really started to hone in on the voice. 

Jason Resnick: Of the subscriber to try to figure out what they resonated with. 

For me, it was essentially highlighting lessons and stories and things that. Or 

happening in my life, somebody else's life, maybe it was a customer or a past 

customer of mine, or just in general, in like the world and then aligning it with a 

lesson or something that they can learn from and then apply in their own life or 

business or whatever. 

Jason Resnick: And that. As you said, it's like walking along with them and 

being on that journey with them. That's when it started getting more replies, 

more engagement with clicks and more sales because. They saw myself only a 

few steps ahead of them. They were like, oh yeah, that's where I want to be. 

Jason Resnick: And he's kinda there. And so he must know something, so that's 

all you need to do is to really just test it. Because if I'm in, look, I put out a 

tweet and I said, the thing that we're taught at. Like little kids is to not brag and 

not stand on a soap box and pontificate to the world about all the things that 

we're good at email marketing is a little strange because in part, you have to put 

that aside and do that. 

Jason Resnick: You're sending an email, you have to stand on a soapbox and 

kind of share what you. No your knowledge. However, if you do it in a way 

where you're looking eye level with the person and grabbing their hand and 

pulling them along then that's when you really make that connection with the 

subscriber, because they know they're on an email list. 

Jason Resnick: Tens or hundreds, or even thousands more people that are 

getting the same email, but if you make it such that it's a, one-on-one kind of 

conversation that usually when that connection is made and that's when that 

know and trust factor really.  

Jan Koch: Yeah, I love this so much. That is the reason why I do most of my 

podcasts episodes. 

Jan Koch: It's just me rambling. I mostly do them in one take because I just 

want to have this natural feeling. And I envy, I always envision them in a red 

cord. I envisioned somebody I'm speaking to, instead of looking into the 
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camera, I try to have this conversation with a virtual friend and. It's just that 

one-on-one and I get so much feedback on that podcast and people over-

complicate email marketing sometimes I think in that they think, oh, I'm writing 

an email to 500 or 5,000 off 25,000 subscribers. 

Jan Koch: I cannot be myself because I have to be this expert that they are 

looking up to because they have subscribed to my email list where. All that they 

want to hear is what is your life like? How did you get to where you are right 

now? And how can you take me? Get this?  

Jason Resnick: Yeah. And one of the things that I like to say all the time is 

look, the email people, the email subscribers that come onto your list, they're 

not necessarily looking for another friend, they're looking to solve a problem. 

Jason Resnick: And if you can talk to them in a way that helps them get from 

point a to point B, then they will become a raving fan of yours. They will buy 

your offers. They will. Share your newsletter and you out with their colleagues 

and friends into the world as well. Yeah it's email marketing. 

Jason Resnick: I'm a hunter as an automation geek. I totally agree with you that 

a lot of people over overcomplicate email marketing and it doesn't need to be 

that way. Like people are like, oh, I need a proper welcome sequence. I need a 

proper lead magnet. I need a proper, webinar flow. I need all of these things that 

are happening to make a sale. 

Jason Resnick: Like when was the last time you wrote it? Four months ago. 

How about we start there? So I CA I, as somebody who writes daily, I can't tell 

you enough just get into the practice of writing an email to your list and you'll 

see everything start to, just move forward and that snowball effect that start to 

happen then. 

Jason Resnick: And in the bells and whistles of like webinar flows and lead 

scoring and all of these other things that that you can add into the marketing and 

automation side of things.  

Jan Koch: And speaking to that habit of writing daily, I know that you have 

kids. I have kids too, and my daughter is 17 months old and writing daily would 

be a challenge, but I couldn't make it work. 

Jan Koch: If I made it a priority right now, I just send a weekly email. But then 

I see so many people who say, I cannot write this. You can, if you want to, you 

can set aside 20 minutes and crank out an email. It won't be. But it's an  
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Jason Resnick: email. Look, it's when I decided to go daily. And I am now just 

over a year doing it daily. 

Jason Resnick: And so for me, it was one I had limitation or self deprecating 

beliefs that. I'm not a writer. I don't know how to write. Do I have enough to say 

I have content out there, but how often is somebody going to hear the same 

thing over and over again? For me, it was like, once I got that, that aside, I was 

like, okay, let me just send published, like push publish. 

Jason Resnick: And I'll be honest with you having kids. 17 month old da, 

you're getting into that zone, but I have a soon to be five-year-old and a two and 

a half year old. And so they are. Content walking billboards. So every single 

day there's something that happens. I'm like, you know what? I can use that in 

an email. 

Jason Resnick: And every single morning I sit down, I grab a cup of coffee and 

I turn out a couple of emails just over that single cup of coffee. And that's the 

first thing that I do every single day. And. It's look, I put in my own self, I put 

those constraints because as I said, I don't want to burn out the list. 

Jason Resnick: I'm not going to be writing novels out there. So I want to make 

it like a two minute read. So that's not very long, and I can totally take just a 

sentence or two of what happened yesterday. It could be funny. It could be sad. 

It could be, just anything. And it's say, okay, now I can translate that into a 

piece of content that I could send out to the list and it just makes it such, such an 

easy sort of mechanic to be able to do that. 

Jason Resnick: It's just. I can't tell you I have many friends that wrote daily 

emails. I had clients come through that wrote daily emails, and I would see how 

that improved their business, the bottom line during their relationship with their 

leads and customers and past customers. And I was just like, and. 

Jason Resnick: Doing email for six or seven years. And it was just like, yeah, 

maybe someday I'll do that. And I was just like, you know what, I'm going to go 

ahead and do it. And I'm just going to commit myself to 30 days. If I can write 

30 days, then we'll see where it goes from there. And it just became such a 

habit. 

Jason Resnick: It started out, it took me a little while it was like 45 minutes to 

write one email, but now I'm down to about a cup of coffee and I can read out 

two emails and. Practice makes perfect, but I'm telling you just keep an eye out 
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and be like, Hey, I could probably use that in an email and then you could send 

it out tomorrow morning and you'd be fine. 

Jan Koch: Yep. And if you don't have kids just jump onto Twitter, there's 

always something.  

Jason Resnick: Absolutely. It's just, I look at it like, People like to know what's 

going on in real life. That's why reality TV shows have been around for so long. 

And sitcoms have gone, nobody watches those things anymore. 

Jason Resnick: So it's Reality people like to know what's going on behind the 

scenes. And if you could share a little bit of that story again, it shows your 

authority and your expertise in it because you're doing it. And you're not just 

saying and talking about it. It definitely creates that relate-ability factor even 

more so I  

Jan Koch: love it. 

Jan Koch: Speaking about automations and making those work with daily 

image, do you exclude people who are in an automation from also receiving the 

daily.  

Jason Resnick: Yeah, it depends on the automation, but for the most part, yes, 

because usually the automations mean that they're going through some other 

sequence. And I don't necessarily want to distract them from that in a lot of 

cases, because it could be a sales sequence. 

Jason Resnick: It could be a post, like if, for services like. If we had a 

conversation like this, and then after that, I don't want you to get too distracted. 

I want you to stay on topic. And sometimes it can be confusing if if they're 

going to get the daily email in the morning and then another email later on or. 

Jason Resnick: To email the ones they like what's going on here. I'm getting a 

lot of emails. It's I don't know what, when aligns with what? So I will usually 

block them from the daily emails while they're going through with a specific 

item.  

Jan Koch: Yeah. How do we do that? Just from a mechanics standpoint? So the 

people watching this understand that. 

Jason Resnick: Yeah. I use ConvertKit so there's really two ways that you can 

do it. One is just creating a tag and a do not disturb tag. That's like a general 
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way to do it. Where. If somebody has that tag, they're not going to get daily 

emails using it as like a broad, like I use a set. I always tell my clients and 

myself use a segment of your list. 

Jason Resnick: Inside a convert kit to then send the broadcast messages to the 

daily emails too. And then in that segment, you can exclude certain tags or 

custom fields. The other way that in which I do it. So if somebody is currently 

being pitched on something, I usually set a custom field to know what they're 

being pitched on. 

Jason Resnick: And I'll exclude if that custom field is currently occupied with 

something. And those are the two ways that you can do it. The easiest way is a 

tag. And then just exclude that tag from the daily  

Jan Koch: emails. I love it. And that, that works for most email tools that I've 

used. Con active campaign would do the same thing for everybody watching a 

linked. 

Jan Koch: And the tech stack document accompanying this event so that you 

can easily try them for yourself. Ping me if you have any questions, they've 

question in the chat for Jason as well. This is just good to know, because those 

things are rarely talked about when it comes to the mechanics of sending a daily 

email. 

Jan Koch: Like what do I have to think about to not annoy people with too 

many emails? So that, that is obviously a good thing now. Do you sell every 

single email or do you just tell stories sometimes?  

Jason Resnick: I there's an offer in about 75% of the emails that I send out now 

that offer could be. A legit offer. 

Jason Resnick: That's what the content is. Or it could be like a soft sell where 

it's like either they're in the PS or in the lesson, all the body of the email where 

it's more Hey, if you're interested in this and you got something from this, then 

you might want to check out this. So for three quarters of the emails that I send 

out, there's always some sort of offer in there. 

Jason Resnick: Because look, that's, there's no sense hiding it or holding it 

back because if somebody. Happens to need it at that point in time, put it out 

there, right? There's no reason not to, other than if you want to do all the work 

for somebody else, that's willing to put that link out. And so for me, that's how I 

look at it. 
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Jason Resnick: We're there's. I do a lot of email automation and all that. 

There's a lot of people out there that do that sort of thing. So if I don't put my 

offer out there, then I'm just doing the work for somebody else. And so that's 

how I look at.  

Jan Koch: That's a very healthy perspective because most people would 

probably shy away from that. 

Jan Koch: And I've just recently came to pitch. And in most of my emails too, 

and one thing that I've made sure though, is that every email has a call to action. 

So be it check out the recent podcast episode I launched or check out this PDF 

or buy the book or whatever, so that I train people on clicking links. I think 

there's a something most people don't. 

Jan Koch: Comprehend of how important it is that when you send out an email 

to train people on what you want them to do so that when it met us, when you 

run the sales campaign, they know what you expect them to do. They just do it 

out of habit or subconsciously.  

Jason Resnick: Exactly. We were talking about lead magnets, like one of the 

things that, and I don't see it too often now, and maybe this is just the best 

practices gotten out there, but. 

Jason Resnick: Where people would get, have the opt-in and then immediately 

show the form that the delivery, right? So on the thank you page, you would get 

the PDF or whatever it is that you're dropping into. Whereas I would always 

suggest. Have them go to their inbox and click the link to go get the PDF, 

because then like you said, their, your, their behavior is starting from ground 

zero. 

Jason Resnick: If you will, right? Like you want them to click when you are 

sending emails in order for you to make a sale, they have to click. So let them 

start to look for that. Button or link or the style that you use so that they're 

aware of these things that there isn't any second thought or wondering what do I 

do, where do I get this thing? 

Jason Resnick: If you're talking about it, how do I find it? If a link is in every 

single email. Like I was saying, it's, for you, there's a CTA for everything. So 

they're used to seeing what that looks like. They used to the structure of your 

email. It makes sense to go ahead and just do that every single time. 
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Jason Resnick: And that's my philosophy too, is that sometimes I have PSS. 

Sometimes I put it right in the body, but for more or less three quarters of the 

emails that I send out, they're going, there's going to be a link in there that I 

want them to click on. I'm with you, train them, let them know what it looks 

like. 

Jason Resnick: Let them know that's the action that you want them.  

Jan Koch: Yeah. How do you deal with negative feedback when somebody 

comes at you and says, are you annoying with all those pitches? And usually 

people don't voice when they like something they're just accepted, but when 

they are annoyed from something, they really get Boko. 

Jan Koch: So how often does that happen when you send a daily email that 

pitches so hard?  

Jason Resnick: It doesn't happen as often as you would think, to be honest. For 

me, like if I do get something, I, for one, I try to. Create an experience for the 

person. And so if I know that I'm going to send a pitch sequence, that's going to 

span more than two days or three days. 

Jason Resnick: I will usually give them an opt-out link in the first email or two 

to say, Hey, this is what are we talking about for the next five days? You don't 

want to hear about it. Click this button. You still stay on the live. And so on and 

so forth. So when you do that and you come forward with that first, that's 

usually reduces the amount of Hey, stop emailing me. 

Jason Resnick: This is so much because people. I put it front and center told 

you what I was going to talk about. Go ahead and click it and you can mute 

yourself. So getting so much else I can help you with. But yeah, if there's, and 

it's funny for me to, because I'm always of the mindset of and it could just be 

my personality, but like, When I don't want to see something online, then I 

figure out a way to not see it. 

Jason Resnick: Like whether that is unsubscribed or clicking the little X in the 

corner or whatever it is. Like I'm just like going to the website. Yeah. Yeah. 

Like I just I'm like, okay. So when I get an email from somebody that says, Hey, 

you're just emailing a lot. Then what I usually say to them is. I can appreciate 

that. 

Jason Resnick: I don't want to create any more noise for you so I can 

unsubscribe you myself. If you want me to do that, or you could click the link in 
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the below. In, in, in every single email to unsubscribe or change your 

preferences because in all, in one of my lists I got, because of the audience, I 

wasn't sure daily would work all that well. 

Jason Resnick: So what I did was I created like a weekly digest, so they could 

go ahead and not get the dailies, but on Friday would get like a digest of what I 

sent for the entire week. I just try to give them the options to do whatever it is 

that they want to do. But I'm always empathetic because I there's been times and 

I'm going through it right now where my inbox is just too much. 

Jason Resnick: And I'm like, okay, there's little. There's a lot of voices in my 

inbox and that bad keeps growing of unread messages, but yet at the same time, 

I'm like, I still want to hear from these people. But I then, so I don't want to 

unsubscribe, but knowing what I know in email, like I'm just like, okay, I can 

always go back to them. 

Jason Resnick: Let's click that on subscribed because that's the thing that I 

always say is don't chase the unsubscribes. I manage. A lot of lists. And there 

are times where I'll see people on subscribe a couple of weeks later, come back. 

And so those unsubscribes do come back over time. I was just, I handled the 

negativity just in a very empathetic way where it's just Hey, I don't want to 

create more noise from you. 

Jason Resnick: So if you want me to remove you, or if you want to remove 

yourself, you could go ahead and do  

Jan Koch: I think that's a very healthy perspective. I think that there's no point 

in obsessing about unsubscribes and whenever I send an email, I do get 

unsubscribes and that's because I cannot please everybody. And everybody is in 

a different position every single day. 

Jan Koch: And sometimes the position that the emails you send just trigger 

something and they unsubscribe. If at all, I'm saving money when it, when they 

get unsubscribes, because I don't have to pay for this lot in convert kit. So 

exactly. And there's only so much you can do about what other people think 

about your emails. 

Jan Koch: You said something interesting though, in that some of the 

audiences you cater to are not the best fit for daily emails, do you think there, 

there are. Broad rules that one can apply to assess whether a daily email or 

weekly email is the better fit for the audience that they are serving. Yeah.  
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Jason Resnick: I think you could, you definitely have to know your audience. 

Jason Resnick: And so one of my list is very B2B. So I don't know. And when 

I say that it's there, that my subscribers are businesses that are actually serving 

other businesses. So I don't know that there's. They really want to hear about 

email on a daily basis. And I try to, don't try to think about it, like if I was in 

their shoes and because some are, some of them are my clients. 

Jason Resnick: Did they really want to hear this every single day? I'm not sure. 

And so that's why created that space for them to throttle back. Surprisingly 

enough, not many people are on, not many people have switched. But there are 

other cases too. Like some of my clients, they're in the healthcare space They're 

lawyers they're, so there's different cases where maybe that audience, especially 

with demographics too maybe that audience can't handle a daily email, maybe 

they're not checking their email on a daily basis, so you definitely want to think 

about it a little bit, I say that if you can send daily, send it, but make sure that 

your subscribers are also ready for it. And if they're not give them the ability to 

still hear from you without the total unsubscribed.  

Jan Koch: Yeah. I'm getting so many ideas. So the, this private consultation 

session phase, one thing that I probably try is I've done daily emails for a couple 

of months before my daughter was born and then life went haywire, but I might 

go back to it. 

Jan Koch: But then I keep my Monday email, which is my weekly email about 

a new podcast episode. And stuff that, that just happens throughout the week 

and my pitch. So I probably make it similar that I have the Monday email for 

everybody. And then Tuesday to Friday for people that want to hear more about 

this, which is I think what, one of an example of. 

Jan Koch: How custom-made email marketing can be an also should be 

because you, as a business owner, you have the freedom to go about even 

marketing the way you want, as long as you keep the desires of your audience in 

mind.  

Jason Resnick: Exactly. Yeah, absolutely. Definitely on the industry. Of who 

you serve, you want to be mindful of that and making sure that it's valuable to 

them. 

Jason Resnick: Just the argument of sending daily emails, just because it's 

going to help your business, doesn't make it. So right. Jason  
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Jan Koch: taught me to do  

Jason Resnick: But case in point, right? So if you think about it, your buying 

habits online, right? So as a consumer, right? I have a terrible back and last year 

was even more being locked up and inside, not going to work out. 

Jason Resnick: Those sorts of things really did a number on the back. So for 

me, it was like, I wound up and I bought this product online and what they did, 

and it was a product specifically for the lower back. And I most of the time 

when you buy a product online, you'll get a couple of emails and then you're 

going to get the promo emails, like once a week, 20% off this, that, and the 

other thing. 

Jason Resnick: And that's really just the recipe. However, what they did was 

really smart and it was almost every other day, maybe there was two days in 

between, but it was a pretty aggressive schedule from just a consumer brand. 

But what they did share with. Other pieces of content to help me specifically. 

All of my lower back, I would get YouTube videos. 

Jason Resnick: I would get articles. I would get white papers. I get medical 

journal articles, those sorts of things, specifically tailored towards me and not 

always selling their products. And they were sharing other people's content to 

help me as the individual. And I thought that was like super smart, and it's a 

DTC direct to consumer brand that oftentimes you just get blasted with your 

10% off coupons. So you can certainly think about it in unique ways. And a lot 

of times I would get a video. Quick video from them and they injected their own 

personality into the video and make it funny or entertaining, lower back 

exercises is not one of the most sexy things in the planet. 

Jason Resnick: Nobody wants to read about their pain and all, but, Entertain 

you too. So if you could do that awesome. Otherwise, understand who's 

receiving your emails and who is most likely to be your kind of customer, if 

they aren't already and share content around that. And it goes along.  

Jan Koch: Yeah, it definitely does. 

Jan Koch: And one thing that people probably forget is to repurpose the email 

contents too. When you're sending two emails every day, you're sitting on a boat 

load of content. We'd 100 Shetland is it's like super easy for you because you 

already know. 5,000 emails.  

Jason Resnick: It's true though. And I could be totally better. 
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Jason Resnick: It's funny that you mentioned that because I'm actually going 

through this process now of like really analyzing the last year emails and what 

was the most clicked on and what was the most engaged with who replied like 

all of those kind of things to to your point, right? That tweet one time. 

Jason Resnick: Challenge and, it's all going to hashtag, if you look up hashtag 

tweet 100, you'll see J Klaus's challenge. And it's really just an encouragement 

to free to tweet every single day, which isn't a hard thing for me anyway, cause I 

was doing it. But. To add value in a very specific way. I've actually been 

looking at my daily emails and trying to see how I could fit them into a tweet. 

Jason Resnick: And that's honed my writing capability. My, my copywriting 

capability to take that two minute long email or a minute, half email. Condense 

it into 250 characters even, or 280, whatever the number is. But it's, it is, it's 

true. I'm like, and people keep saying that man, you got I've been trying to think 

about how I can do a lot. 

Jason Resnick: Repurpose it for blog posts and videos. And they're like, dude, 

you got like endless line of content. Why even bother creating anything new? 

You just go back into the library and just pull something out. But yeah, a 

hundred percent. You do have, if you the. The hard thing that I've learned and 

I've learned it in a very hard way. 

Jason Resnick: Is that what you say to your list sometimes will not resonate 

with the cold world, like cold audience, because they do the list understands 

who you are, your personality, they're intimately familiar with your voice over 

the cold audience. You could say something like. That could fall flat. It could 

fall in the wrong way. 

Jason Resnick: It can be misinterpreted in some ways. So you want to be 

mindful of that. But that exercise of taking an email and kind of turning into the 

tweets or tweet threads, or, like you could certainly repurpose and it's one of 

those things that people, I see a lot of people not thinking about they report. 

Jason Resnick: Repurpose their YouTube videos and then into podcasts and 

then in a blog post. And they go down that hill. But when you're sending emails, 

no reason why you can't grab that content and repurpose it.  

Jan Koch: Yeah. Yeah, definitely. I have a pretty solid repurposing process 

overall. I shared that off-camera with you maybe that's interesting. 
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Jan Koch: This is such an important mindset shift that I want everybody 

attending the summit to make. Why creating content once. Why create email 

content once by create a tweet once? Why not share it across other profiles? I've 

had this conversation with Kim Doyle in her session. Two I'm recently in love 

with Tik TOK, because it's super easy to create 15 second videos. 

Jan Koch: And then within two clicks, I have them on Instagram. I can share 

them to Twitter. I can share them to a Facebook story. Tik TOK itself as crazy. I 

get a hundred to 500 video views, even though I have 10 followers. So I'm super 

famous hunting, but I get hundreds of views there and I can drive people to a 

landing page. 

Jan Koch: And then my email is through that. So why not take advantage of the 

content that we are creating anyways?  

Jason Resnick: Yeah. And it's funny because I found myself on tickets. I went 

dark on there because I decided to do 90 days on YouTube, which that's a whole 

nother story that could be a whole session in and of itself, but for Twitter, for 

the Tech-Talk, anything like that, when you actually put together a well thought 

out and helpful piece of content that could give you so much feedback for. 

Jason Resnick: And email even, right? We were talking about taking emails 

and turning them into tweets. There are many times where I'll turn a tweet into 

an email. I can then share, Hey, I posted this on Twitter last year. Give them 

link. Now they know I'm on Twitter. They follow me on Twitter. I expand that 

audience there, but then I can expand upon it even more. 

Jason Resnick: And so there's, why reinvent the wheel, right? Like you did the 

hard work already of the creation part. This is what the coolest, cool Escaping 

me right now, but he talks about it all the time is distribution of content. And he, 

if you can take that piece of content and repurpose it in the sandbox of 

something else, then why not go ahead and do it. 

Jason Resnick: Like I'm not going to dance on tic-tacs it's just not my thing, 

but. Easily, if I'm in the garage and I'm thinking about something, I could bring 

up my phone, press record, talk about something to the audience there and get it 

out in the world and get that feedback. And then oh, you know what? I got 

really good feedback on that and really great questions. 

Jason Resnick: And. That could spark a whole week's worth of emails if I 

wanted to write and has. And certainly look for those opportunities. You don't 

always have this year. I, my theme has been. Leverage, I always try to come up 
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with themes for the year and look, I, there's no reason to burn out as an 

entrepreneur. 

Jason Resnick: The content creation wheel will burn you out fast. So if I can 

leverage things that have already done, I will always look to that first.  

Jan Koch: Yeah, that's a fantastic way to wrap up the session. Jason, I would 

love to continue, but we are already close to 50 minutes and we've covered so 

much ground that we probably already overwhelming people with. 

Jan Koch: How far we've come. To end the session, our love, your take on 

what is the one tip that you would give somebody watching this to build a better 

relationship with their email list?  

Jason Resnick: That's great question. I would say ask questions, right? Of your 

audience. Try to understand where they are today and how you can help them to 

get to their desired state. 

Jason Resnick: Tomorrow. And we talked about lead magnets. First thing that 

you should ask on that very first email is what are you, what can I help you with 

today that you're working on? What are you struggling with today? What's your 

challenge with email marketing, ask them a specific question that gets those 

replies that builds your relationship and opens the door and the line of 

communication with your email list in a way that many other people won't. 

Jason Resnick: Especially DTC brands, even client services, a lot of people are 

just spouting out, the latest blog poster or Lolita sale. If you can actually engage 

your list by asking them questions. Then go ahead and do and don't do it in a 

way where you'd feel like, ah, I got to get like survey monkey and I got to create 

this long survey. 

Jason Resnick: Just ask the question and asked for the reply and sign off and 

you'll be surprised on how many people will actually take you up on that.  

Jan Koch: I love it. Fantastic way to wrap up. Thank you so much, Jason.  

Jason Resnick: Yeah. Thanks for having me. 
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