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Is Email Marketing Dead?	

 
 
With so many different online platforms and apps to reach our ideal customers, is 
it any wonder that some business owners question the use of email in their digital 
marketing mix today? 
 
Facebook boosts over 2 billion active users; WhatsApp follows behind with 1.3 
billion and Instagram with 700 million.  
 
But even though email may not appear to the first choice for digital 
communications today, email is far from dead.  
 
The Communicator Email Benchmark Report 2016 reported that 28% more email 
was sent in 2016 compared to 2015.  
 
A report carried out by The Radicati Group in 2017 showed that 269 billion emails 
were sent/received daily.  
 
The number of email users is currently reported to be 3.7 billion … that’s three 
times the active users Facebook has.  
 
But what about changing communications across the age groups?  
 
It’s not just older people using email. Despite the rise of social messaging apps, a 
report in 2018 by Adestra showed that 74% of teenagers use email. 
 
So when a recent Direct Marketing Association survey finds that 69% of B2B 
marketers claim that they get back more than £6 for every £1 invested in email 
marketing, why is it that so many small business owners ignore their email lists 
and rarely send anything to them? 
 
 

Who am I to be writing this report? 
 
 
Hi, my name is Karen Skidmore and I have been working with creative 
entrepreneurs and small business owners since 2004. I started my coaching and 
marketing consulting business before Facebook existed for business, before 
blogging was “invented” and at a time when email newsletters were a very easy 
sell because the novelty of receiving an email was still high.  
 
It was easy to get subscribers back then and it wasn’t unusual to be getting 70 to 
80% open rates from several thousand emails. I remember getting dozens of 
signups every week from people simply finding my website and saying yes to the 
offer of a “free email newsletter”. Times have obviously changed! 
 
Over the years, as more online tools came onto the market and we became more 
digital, I have been teaching business owners how to market themselves and 
grow their business without getting distracted by the plethora of social media 
options. I ran a digital marketing membership site for four years and published a 
book called Shiny Shiny: How To Stop Being A Social Media Magpie in 2009 
(which you can still get on Amazon I believe, although it is a tad retro now). 
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Despite the exponential growth in social media opportunities, email marketing is 
still a stalwart marketing tool. And yet more and more small business owners are 
deserting email marketing because of the bright shiny lights of the world of likes, 
shares and comments.  
 
In this digital marketing world of funnels, automation and list building, too many 
business owners don’t understand how to engage, entertain and have a real 
connection with their email subscribers. 
 
And by writing this report for you, I hope that I can simplify the marketing systems 
available to you and show you how to make your digital marketing human. 
 
 

Why is it that some business owners don’t put 
the love into their lists?  

 
 
Having worked with small business owners and consultants for the past 14 years, 
there are 3 main reasons that come up time and time again. 
 

1. They don’t know what to send and if they do decide on something, they 
get tied up with trying to make it perfect and worry about doing it “wrong”. 
 

2. They focus their email marketing on list building activities and sending 
promotions to their list, but never send out emails that nurture a longer-
term relationship. 

 
3. They don’t have a system in place to ensure their email marketing 

happens consistently each and every week. 
 
If you’re like most small business owners, you may not have experienced the 
benefits of regularly emailing your list. If you aren’t sending out regular educating, 
entertaining and engaging emails, then when you do send two or three out 
promoting your next event or special offer, there’s every chance that you’ll get 
people unsubscribing or the emails even don’t arrive in their inbox and get seen.  
 
 

The problems you are creating by not loving 
your list. 

 
 
There is a lot of focus and attention put into the building of an email list. At the 
time of writing this report, there were 1,476 online courses available on Udemy 
and 536 books on Amazon.co.uk dedicated to the topic of List Building.  
 
And quite rightly so.  
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An email list is a hugely valuable business asset that gives most small business 
owners far greater control over their marketing results, rather than relying on 
Facebook Likes and Instagram followers.  
 
You aren’t running your business like a Kardashian. Yes?   
 
But too often the focus on email marketing stops there. Once an email address 
and a name have been got, business owners rarely put the same amount of effort 
into nurturing that email relationship.  
 
That initial email consent is like your first date. Yes, there will be some 
subscribers who will happily walk down the aisle with you after one or two 
emails, but they are few and far between. In my experience, most of my email 
subscribers take between 6 and 18 months before they are ready to commit and 
buy a programme or product.  
 
Now of course, exactly when a subscriber buys from you will be dependant on 
your price points and what exactly it is what you are selling. But if you aren’t 
investing time and energy into nurturing your list, then I can guarantee you are 
missing out on huge sales opportunities.  
 
You’re leaving money, life-long customers and raving fans in your own back yard, 
if you focus purely on the people passing by your front door. You may have a 
great party invitation and get people in but when your guests are silently 
disappearing out the back because you’ve forgotten to top up their glasses and 
refresh the nibble bowls, then it doesn’t matter how good a promoter you … your 
party won’t be buzzing and your business won’t grow.  
 
There are the four core problems I see small business owners have with their 
email marketing. 
 

1)  Not enough emails 
 
There are some business owners who believe sending out a monthly newsletter 
is all they can cope with. The challenge with this is that a monthly email means 
just 12 emails a year.  
 
When a person gets an average of 88 emails per day, but they only send 34 
emails per day, this means people are getting more than 2.5X more emails than 
they're sending out.  
 
Obviously you don’t want to send so many emails out that you get reported for 
spam, but you can see your once monthly emails are simply getting lost in the 
clutter of a busy inbox. 
 

2) Afraid of un-subscribers 
 
If very little engagement has taken place and an email is finally sent out, there’s 
every chance you are going to get some people unsubscribe. And I hear plenty of 
business owners tell me that they are fearful of losing subscribers, so rather than 
send out emails because they don’t want to lose anyone, they stop sending out 
emails.  
 
Crazy!  
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Unsubscribes are a GOOD THING!  
 
For every person who unsubscribes, remember the number of people who click 
the links in your emails or reply to you. By unsubscribing, your list is self-selecting 
themselves, which means these people help keep your list clean and engaged.  
 
And don’t worry if someone you thought was an ideal prospect for you 
unsubscribes. If you are consistently offering valuable content through other 
mediums, such as articles, social media or any other platform you are using, then 
there’s every chance you will see them back again. I’ve been in business for 14 
years and throughout this time I see the people come and go and come and go, 
depending on their personal circumstances.  
 
There are a lot of people who regularly unsubscribe en masse. Perhaps you’ve 
done the same when the sheer volume of emails you’re getting simply 
overwhelms you. Services such as Unroll.me make it incredibly easy to 
unsubscribe from all marketing emails with one click so it’s important not to take 
it personally when someone leaves your list.  
 
If they’ve unsubscribed prematurely and had genuinely got value from your 
emails, keep showing up and they’ll be back for more if they find they’ve missed 
you. 
 

3) Not entertaining enough 
 
The emails you do send need to do three things: educate, entertain and engage. 
And yes, you can still do this with emails that sell. (In fact, you sell more when you 
make sure your promotional emails do all three of these things.)  
 
No matter what subject matter or content you share, your emails need to be 
opened and then read to enable people to take the action you are asking to take 
in your email. Whether that’s to click a link or reply to your email, if they don’t 
open and read what you’re sending them, they won’t act.  
 
Of course you don’t have to become the next BAFTA award-winning comedy 
writer, but you do need to write interesting, easy to read content that is helpful 
and adds value to their day. So if you send out emails regularly but no one is 
responding, then it maybe that your emails are boring, dry, dull or just not on 
topic for your audience. 
 
If you are selling your skills, expertise or talents, then your clients are essentially 
buying YOU. So don’t try to be corporate and put on a “grey suit” in the hope of 
being professional. You can still be professional whilst showing your human side.  
 
Be you. Be entertaining. Be valuable. 
 

4) Not consistent enough 
 
Some of the most dreadful emails I get start with an apology for not having 
written for a while. Why draw attention to the fact that you have been too busy to 
care about sending me anything?  
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Writing and sending email broadcasts and autoresponders is one of those tasks 
that business owners dip in and out of.  
 
When business gets busy, they take their foot off the marketing pedal and 
because they don’t have a system in place to keep their email marketing 
consistently happened, it simply stops.  
 

 

Which of these problems do you see 
happening in your own business? 

 
 
 
When one or more of these situations happen, your email engagement gets in 
trouble. Gmail, Apple Mail, Aol and the rest all do their bit to ensure they block 
spam emails and filter out unwanted email to their customers.  
 
Because you send your emails via an email marketing company, such as Aweber, 
Mailchimp or Infusionsoft, these emails are automatically scrutinised by all the 
email servers your subscribers use to receive their emails.  
 
The more emails you send, the more these email servers look closely at the 
quality of your emails. The quality of your emails is gauged by how often your 
email subscribers open your emails or reply to them. And when this doesn’t 
happen, their email servers identify your emails as promotional rather than 
personal.  
 
For example, if you use GMail, you will already be using the Promotions and 
Social tabs that work alongside your Primary inbox. If you are subscribed to an 
email list that you never reply to and you get regular emails from that address, 
that email will automatically go into your Promotions tab. The more you delete 
those emails before opening them, this feedback will teach GMail to ultimately 
put it into your Spam folder. From there, there’s every chance you will never see 
an email from that business and eventually all their emails will end up being 
bounced back to the email sender as undelivered.  
 
Can you see where your infrequent, unentertaining and inconsistent emails are 
likely to end up?  
 
The less your email subscribers engage with your emails, the less likely they are 
to get the emails in the first place.  
 
The more email subscribers end up like this on your list, the more it affects your 
overall deliverability, which means that the emails that would normally get 
through are now being pulled back because of your unengaged subscribers.  
 
And if you are spending time and money building a list then, “Houston. We have a 
problem!” 
 
The good news is that this is easily fixed. 
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Your List Love Re-engagement Campaigns 
 
 
I’m sharing five campaigns with you here today but please remember there are 
many more you can do. There is no perfect one to do. Just pick one to get going 
that suits you, your business and what you offer the best and see what results 
you get.  
 
If the one that you pick doesn’t get the results you expected, then pick another 
and then pick another. If your list has been left barren for months and months, 
then there is every chance it will take a while to warm back up.  
 
But show your list some love and nurture, and you will win some of them back. 
 
Remember, you want people to unsubscribe if they don’t want your emails any 
more. With every unsubscribe, the cleaner your list gets and the more likely the 
emails get through to the people who do want to hear from you.  
 
I promise you that when re-engagement campaigns are done with love and a 
personal touch from you, and you see each email as a person who will be reading 
your email when you send it, you will be see profitable results in terms of more 
prospects and more sales.  
 

Engagement after all is not digital … it ’s a human thing. 
 
Wot no templates? 
 
Yes, that’s right.  
 
I don’t create cookie-cutter templates. The problem with fill-in-the-blank 
templates is that your emails will start to read just like your competitors. If you’ve 
got access to them, then there’s every chance other people in your profession 
will get access to them.  
 
So when your potential customer finds you and signs up to your list, you don’t 
want to churn out the same shit that everyone else churns out.  
 
That’s not giving love to your list!  
 
I’m giving you the structure and theme for your email campaigns but it’s 
important that you (or someone in your team) write your emails with your voice.  
 
Yes, this process may take longer but I promise you will get better results writing 
your own copy, especially as you get better and better the more you (or your 
team member) write.  
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A few simple do’s and don’ts to apply to all 
these campaigns 

 

Do 
 

• Keep your message of each email focused on the call of action of each 
campaign. Introduce more than one message and you’ll confuse and 
clutter the decision you are asking them to make. And when someone is 
confused about what to do, they generally decide to do nothing, which is 
not what you want. 
 

• Write as you talk. Of course be grammatically correct and proofread your 
work but be relaxed in your writing style as if you are speaking to them in 
person. Just think of the emails you read first in your inbox; emails from 
friends or family are probably read first over and above any marketing 
email because of the personal connection you have that person. So relax 
your writing and write as if you are writing to a dear friend. 

 
• Start each email with a Hi or Hey along with their first name in the merge 

field if you have it. You want to avoid all versions of “Friend” or “Dear 
Customer”.  

 
• Do use images if you want to but keep them to one per email. Too many 

graphics can show email servers that you are more likely to be a 
marketing email and you increase your chances of getting caught in the 
spam filters.  

 
• Make the landing page that you’re sending your subscriber to when they 

click a link work for them. It goes without saying that your website should 
mobile responsive now but do check what you send them on your phone 
as well as your desktop. 

 
• Be bold. If you try to please everyone, all of the time, you’ll end up vanilla 

dull. So be bold enough to show up as you and express your views and 
opinions because this will more likely attract the right clients who want to 
work with you.  

 
• Include a simple email signature at the end of each email that includes 

your contact details, a clear strapline on what it is you do and a link to your 
website home page. Assume the person getting your email doesn’t 
remember signing up so reminding them clearly with a one sentence intro 
on what it is you do is important. 

 
• Do set up each campaign so that the emails are scheduled and you don’t 

have to think about pressing the send button each time.  
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Don’t  
 

• Don’t be tempted to add any special offer or reminder to look at an event 
you’re running. Keep focused on the purpose of these emails that is to re-
engage and not to sell. Once they’ve re-engaged, there’s your opportunity 
to follow up with an offer or invitation to your event. 
 

• Don’t use heavily designed email templates that a lot of retailers, such as 
John Lewis or Marks & Spencer, use. They may look “pretty” but the more 
graphics your email contains, the more it tells email servers that it is a 
promotional email. So avoid headers, logos and lots of branding if you can 
as these images will affect your deliverability chances and run the risk of 
you ending up caught in the spam filters.  

 
• Don’t trick your subscribers into clicking links. Using clickbait headlines 

will just piss off your subscribers and likely end up reporting you for spam. 
 

• Don’t feel constrained to the days I’ve suggested for each campaign. They 
are only guidelines so if you feel you want to send out on a different day, 
do so. But do keep the length of time over the emails are sent because 
you want to use the tight schedule to help with familiarity. If someone 
sees your first email but doesn’t act, and then sees your second, followed 
by a third in close concession, their curiosity will raised and they are more 
likely to act. 
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Campaign No 1 - Nothing But Value 
 
Works best for:  For businesses with content already created.  
 
If you have been blogging or even have a number of vlogs or Facebook Lives, 
then this is the simplest and easiest campaign to set up. This content can be 
hosted on your website or can be on your Facebook page. It really doesn’t matter 
because the purpose of this campaign is that you’re simply asking them to click 
to read and/or watch more.  
 
Overview:  Use content you have created already and package up it up as a 
mini-series to run over 3 weeks.  
 
Call  to action of each email :  To click the link to view the content.  
 
What:  6 emails, sent twice a week for 3 weeks. 
 
When:  Either Tuesday and Thursday or Friday. Or Thursday and Saturday if 
you’re more a weekend type business. 
 
How:  Pick out 6 pieces of content that demonstrate your expertise. Work out the 
story thread of how each pieces of content work together. For example, if you are 
a leadership coach do you have a couple of videos and 4 articles on personal 
branding? Or if you run an accountancy practice, do you have 6 articles that focus 
on tax savings? 
 
The content has to work together in some way, but please don’t get too hung up 
about the exact order because the reality is that most of your email subscribers 
won’t read them in order. The purpose of this campaign is present them with a 
series of emails that get you noticed in their inbox in a way that they think, “Oh, so 
this is what this person does … that’s interesting for me to know.”   
 
You’re showcasing your expertise without selling them anything. 
 
And you don’t need them to click every single piece of content - two or three 
clicks is all you need for them to start showing they are interested in what you do.  
 
Next write an introduction to each piece of content that you would use in the 
email. There is no need - and in fact I would strongly recommend you don’t do 
this - to make some big announcement about this special 6 part series. Don’t over 
egg the concept. All you are doing is sending them a great piece of content twice 
a week for three weeks.  
 
Keep the email short and sweet; 50 to 150 words is all you need to introduce the 
article and give them 2 or 3 good reasons why they should click through and read 
the full article or watch the video.  
 
Include a link to the content to read/watch the full piece and sign off with a 
simple email signature. 
 
After the campaign has finished, you’ll be able to see exactly who clicked and 
from there you can decide what to send them next.  
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Campaign No 2 - Quick Question Survey 
 
Works Best For:  Any business. Almost all businesses don’t do enough 
surveying, myself included! So any opportunity to find out what your potential 
customers want from you is a diamond mine. 
 
Overview:  A simple three part email asking a clear, specific question that they 
reply to you with the answer. You will get less people replying to an email than 
simply clicking a link, because it is more effort. But the people who do reply will 
be far more likely to be interested in what it is you do and a reply to an email 
carries far more weight than a simple click to the email servers, thus they will 
decide that your email is more personal than promotional.  
 
Call  to action of each email :  Reply to the email  
 
What:  3 emails sent over 10 days 
 
When:  Thursday, Tuesday and Friday.  
 
How:  First come up with a question you would find genuinely useful to know the 
answer to.  
 
If you want some ideas use one of these:  
 

“What is your biggest challenge in your XYZ PROBLEM right now?” 
“If I could wave a magic wand, what could I fix for you?” 
“What is that I can help you with today?” 

 
You can either ask the question. Or if you want to give them a A, B or C option, 
ensure the options are clear, simple and jargon free. The advantage of using A, B 
or C options is that it’s easier for someone to fire off a single letter then come up 
with their own answer. However, you do lose the opportunity for a more 
expanded answer from them and in their own words.  
 
But you choose. Either can work and the other may work better for you next time.  
 
Write out 3 simple emails of about 50 to 100 words that you send in quick 
concession over 10 days.  
 
Email one - tell a story about why the answer to this question is important to you. 
From a psychological aspect, most people like to know a reason for doing 
something so use the word “because” and give them a good reason why you 
want to hear from them.  
 
Email two - repeat the same message as before but give them a different reason. 
Plus share some of the answers you’ve had already (OK, you’ll have to make 
these up but if you know your marketplace well enough, you’ll know the likely 
answers) as this gives social proof that others are responding.  
 
Email three - this is a simply “last chance” email to tell you. 20 to 50 words is 
enough; short and sweet. 
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When someone does reply, I would recommend you jump into your email 
system and manually remove them from the follow up emails because you don’t 
want to irritate them with repeat emails.  
 
This may not be manageable if you are getting hundreds of replies but it’s a 
pretty safe bet that you won’t be getting these numbers because that’s why you 
want to send out a re-engagement campaign, yes?  
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Campaign No 3 - Re-Opt-in Lead Magnet 
 
Works Best For : Businesses with an existing popular Lead Magnet set up. If you 
don’t have a popular Lead Magnet, then yes, it is a good idea to get that sorted 
but for the purposes of running a re-engagement campaign, don’t do more work 
than you have to. Pick another campaign to run. 
 
Overview:  A 3 part email making the offer of signing up to this Lead Magnet. By 
sending them to a page where they have to add their name and email address 
again, it gives you an opportunity to ask for explicit consent as well as updating 
their email address if needed.  
 
Call  to action of each email :  It’s a click through to the landing page and then 
asking them to add their name and email address to get your free offer. 
 
What:  3 emails sent over a 10 days 
 
When:  Thursday, Tuesday and Friday.  
 
How:  Write these emails as a 3 part story that highlights a different reason for 
signing up in each email. A mistake I see a lot is someone creating emails that say 
the same message over and over. Yes, you need to send reminder emails but if 
they didn’t act on the first message, it’s important to change the message with 
the next email.  
 
First decide on the Lead Magnet you are going to use. Then pick 3 reasons why 
someone has to get their hands on this. These have to be real benefits that mean 
something to your subscriber. Simply telling them that it’s brilliant, without a 
reason is lazy thinking.  
 
Email One - Tell the story about why this Lead Magnet came to be and the first 
reason why this person should act and get a copy.  
 
Email Two - Use a testimonial quote to demonstrate how useful this Lead 
Magnet is and give them your second reason why they need to get a copy.  
 
Email Three - A shorter and simple reminder that this is still waiting for them, 
along with your third reason. 
 
When someone does click, either manually remove them from the follow up 
emails or if you use a system such as Infusionsoft, ActiveCampaign or Mailchimp 
that uses tags as triggers, you can automatically pull them out of the campaign 
and put them into your new Lead Magnet follow up sequence.  
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Campaign No 4 - Make ‘em Smile 
 

Works Best For:  Personality businesses with services or products that have a 
strong story. Humour is probably the hardest theme to get right for a lot of 
people because it so easy to get wrong. But there are plenty of businesses who 
use humour right and when it’s done well, these kind of emails really stand out in 
an inbox.  
 
Overview:  3 emails that uses humour to catch attention. When you can make 
someone smile, they are more likely to take action on what you ask of them. If 
you’ve heard of the phase Know, Like, Trust, you’ll know that this smile creates a 
connection and is a great way of helping someone trust you enough to become a 
customer one day.  
 
Call  to action of each email :  Click to let you know they want to stay in touch. 
 
What:  2 emails sent over 4 days 
 
When:  Tuesday and Friday.  
 
How:  This is the one campaign you can be creative as you like. Here some ideas 
for you to bounce from:  
 

• Playlist of sad songs about missing you and we want you back 
• A funny video - it doesn’t even have to be yours; you could embed a 

publicly available video on your own website page if the owner of that 
video has made the share button available. 

• Create an image on Canva.com  
 
It’s important to ensure there is a strong strapline included in the message to 
remind people who you are and what you offer. But be as bold as you like. Have 
some fun with this one as this is a great campaign to let your personality shine 
through.  
 
Use an image in your email. Keep the text short and sweet. And simply tell them 
to click a link to let you know they still want to hear from you.  
 
The first and second email can be identical to make this a super easy campaign 
to create. 
 
When someone does click from the first email, either manually remove them 
from the follow up email or if you use a system such as Infusionsoft, 
ActiveCampaign or Mailchimp that uses tags as triggers, you can automatically 
pull them out of the campaign. 
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Campaign No 5 - Ronseal 
 
Works Best For:  For more straight-laced businesses who perhaps work with 
the corporate market or offer a professional service that needs you to be more 
serious. It is the driest of the 5 campaigns but if none of the campaigns so far feel 
right to you, then this one is better than not doing anything.  
 
Overview:  The Ronseal brand was made famous by the tagline “Does exactly 
what it says on the tin”. And this is exactly what this campaign is all about. The 
emails still need to be friendly so there’s no need to be overly formal, but the 
message is simple and to the point. “Do you want to stay in touch because this is 
what we have coming your way if you do?” 
 
Call  to action of each email :  Click a link to acknowledge they want useful 
emails from you. 
 
What:  3 emails sent over 10 days 
 
When:  Thursday, Tuesday and Friday.  
 
How:  First decide why it is that someone ought to keep hearing from you. It’s not 
enough just to answer, “Because I’ve got lots of good stuff to sell them”. You 
need to be clear on why this person - your email subscriber - wants to let you 
into their private inbox and the value you are going to offer.  
 
Is it a fortnightly article or how-to video? Is it that they get discounts off your 
products if they are a subscriber? Or do you only offer invitations to your free 
webinar trainings to your subscribers?  
 
Email one - Introduce yourself and what it is you do, and simply ask them the 
question “Do you want to stay in touch?” Tell them to click on a link that takes 
them to a “thank you” landing page on your website to say yes and explain what 
they’ll get by staying in touch.  
 
Email Two - Resend them the exact first email but change the subject line to 
something different.  
 
Email Three - A short recap on what you’ve sent them already and a reminder to 
click the link to say they want to stay in touch.  
 
When someone does click, either manually remove them from the follow up 
emails or if you use a system such as Infusionsoft, ActiveCampaign or Mailchimp 
that uses tags as triggers, you can automatically pull them out of the campaign. 
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What happens next? 
 
Whichever email campaign you decide to implement, I appreciate that for some 
of you there is now much more you want to learn about email marketing. You 
may have started to think about the practicalities of good email marketing 
practice, such as the importance of the subject line of the email. Or you may have 
realised you want to improve on your writing style. 
 
Now that you’ve realised how important your email list is to you and your future 
business success, I hope you now see the potential of creating consistent and 
sustainable sales from an engaged list and feel inspired to put some serious 
LOVE into your list.  
 
From the past 14 years of working with creative entrepreneurs and small business 
owners, these are just some of the questions that come up time and time again.  
 

• How to write engaging email copy? 
 

• Which subject lines to use and which ones will help more of your emails 
get opened? 

 
• How to plan and create an on-going email content schedule?  

 
• How to create autoresponder email sequences and automate email 

follow-ups? 
 

• How to segment your list so you only send the right product and special 
offer info to the right prospects?  

 
One thing I know for sure is that it’s very easy to overcomplicate email marketing, 
particularly for small business owners who may only be starting with a list of a 
few hundred email addresses.  
 
And this is why I make it my mission to simplify business and make digital 
marketing human. 
 
In this digital marketing world of funnels, automation and list building, too many 
business owners don’t understand how to engage, entertain and have a real 
connection with their email subscribers.  
 
And I want to fix this.  
 
If you want to be the first to know about my new and upcoming List Love 101, my 
brand new email engagement course, then click here and get your name on the 
Priority Booking List. Not only will you get in first, you will also get a Priority 
Booking discount.  
 

www.karenskidmore.com/listlovepriority 
 
 
 
 

 


