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How to Create a Lead Magnet 
That Lures in Design Clients
If you’ve been struggling to market your interior design business to land new 
clients, that stops here. 

In this e-book I’m going to show you one of the most effective and proven 
strategies that all kinds of businesses now rely on to lure in a continuous flow 
of potential clients. 

FYI: This very e-book that you’re reading is an example of the method we’re 
about to dive into ;). 

Oh and the best part... you don’t have to spend thousands in advertising 
dollars to set it up. 

The method I am referring to is called a “lead magnet” and I wouldn’t be 
surprised if you’ve been hooked by one yourself. 

Lead magnets are essentially great content that helps your potential client 
solve a problem or attain a goal while positioning you as the expert in that 
area.

The reason it’s called a “lead” magnet is because the end user must provide 
their email address in order to download this super helpful content that you 
created. This is a critical step because once you have their email address you 
can add them to your newsletter list and continue to send them more content 
to market your business. 
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After all, not everyone who learns about your business is ready to hire 
you right away. In fact, it takes an average of seven interactions with your 
brand before a person feels confident enough to make a purchase. 

The best lead magnets don’t just convert these casual browsers into email 
subscribers. They also prep them to become clients in the future. That’s 
why it makes more sense to teach someone how to be a savvy client—and 
not just give DIY design tips—with your lead magnet. 

In this guide, we show you how to use this strategy for your interior design 
business.
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Setting Up a Lead Magnet
Lead magnets paired with email campaigns ensure that potential clients 
who aren’t ready to hire you will come to you when they are ready. This 
strategy also builds your email marketing list, which you can use for any 
reason: affiliate marketing, course sales, free or paid consultations, or other 
innovative offers. 

Your lead magnet can be shared on social media and on your homepage, 
so you can convert as many followers and site visitors into email subscribers 
as possible. 

We love this smart example from Rachel Reider Interiors, shown here on 
her homepage.

http://rachelreider.com/
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The lead magnet isn’t too flashy or showy, but it serves its purpose of 
attracting email subscribers. Plus, it aligns with our first pillar of a great lead 
magnet! Now let’s discuss all 3 pillars.

3 Pillars of a Great Lead Magnet
For a lead magnet to move the needle (and actually generate leads), it should 
follow these best practices.

Aides the sales process 
You can have a million great ideas for a lead magnet, but not all of these 
ideas will positively impact your business. 

A great lead magnet should aid the sales process in some way.

Here’s how:

1

Help potential clients understand how to hire and work with 
a designer

Teach potential clients how to accurately budget for a design project

Help potential clients understand the ROI (return on investment) of 
hiring a designer

Teach potential clients about the different types of design services 
available

Help potential clients understand their style preferences, and how 
to communicate them

Give potential clients a little taste of your discovery process
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You can use customer research to come up with the perfect idea. Ask 
previous or current clients what they were most concerned about when 
hiring you. That problem could be resolved with a lead magnet for new 
potential clients. 

Ultimately, you want to turn an interested social media follower or 
website visitor into a lead, and then convert them from a lead into a 
client. So think of an idea that is somewhere along this process. 

Rachel Reider’s “How to Hire an Interior Designer” guide has a handy 
checklist to make it easier for leads to know what to ask on an 
introductory call:
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On-brand graphic design and copy 
The design of your lead magnet will speak volumes about your style and 
attention to detail. The visuals have to be on-point and on brand. The 
language should also be on-brand, whether that is fun and funky or calm 
and professional. 

In the Client’s Guide to Working with an Interior Designer, the lead magnet 
design is bold with plenty of whitespace for the content to breathe.

2

https://biid.org.uk/file/82531/download?token=4AzuyRX8
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Results-oriented
This pillar is related to the first one, but slightly different. From the 
perspective of the first pillar, you’re trying to create a lead magnet that 
fits into your sales process, and moves people down the funnel. But you 
also need to make sure that there’s an important takeaway for the reader.

This pillar will help you not only choose the right idea, but title it and write 
it in an enticing way. 

3
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Ask yourself: what will readers get out of this?
How can you help your potential clients, regardless of whether they 
choose you or not? By helping them, they become more likely to hire you. 
Why? Trust and the psychological power of reciprocity.

By creating this great educational content you are essentially:

Remember, people only hire people they know, like and trust.

To start with, come up with one really great lead magnet concept. Once 
you get results from your lead magnet, you’ll be excited to create more. 
You might even make a resources or freebie page like this example page 
from Lesley Myrick Interior Design.

Empowering the individual to help themselves

Establishing yourself as an expert in your field

Building trust between you and the individual which is essential 
to win the client. 

https://lesleymyrick.com/freebies/
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How Lead Magnets Fit Into Your 
Overall Marketing Strategy 
 
A lead magnet is designed to get people on your email list. You can use a 
platform like Mailchimp, ConvertKit, or ActiveCampaign to set up the landing 
page and the delivery email (the email with the link to the lead magnet). 
 
It’s smart to set up an email drip campaign that automatically follows up 
email leads. We’ll discuss what an email drip campaign is, how to set it up 
and exactly what to include in the second half of this ebook.
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How to Hire an Interior Designer by Rachel Reider Interiors 
Download this example here
 
This lead magnet on hiring an interior designer is very well done! 
Definitely worth downloading for further inspiration. 

The landing page:

1

3 Examples of Lead Magnets for 
Design Services
 
Now, let’s take a deeper look at some example lead magnets. Below, we show 
you the full process from landing page to delivery email to lead magnet.

http://rachelreider.com/landing-page/guide-download
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The delivery email:
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The front page:
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A page from inside the guide:
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Decorating + Renovation Budget Guide by Comfortable Dwelling
Download this example here
 
In this example, the design firm teaches potential clients how to budget 
for their project. This is a really smart move because it sets the firm up 
as a helpful expert, provides an important takeaway for the reader, and 
progresses the relationship further through the buying funnel.

The landing page:

2

http://www.comfortabledwelling.com/budget-guide/
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The delivery email:
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The front page:

AUDIENCE TARGETING TIP: Notice how the email above mentions “throw-away” goods? 
If your target audience doesn’t want to use big box store items, this sort of language 
could help you appeal to clients with a bigger budget. If you want to be more accessible 
with your marketing, however, steer clear of dismissing certain brands. When writing 
your emails, wait a few days before implementing them so you can do a final check of 
the language. Make sure you’re speaking to YOUR target audience. 
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The table of contents:

A page from inside the guide:
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Sell Your House in 72 Hours by Rethink Home Interiors
Download this example here
 
In this example, we see a home stager showing off the results of her ser-
vices—a faster home selling process. This type of numbers-focused lan-
guage might not be your style, but it might inspire you to be a little bold-
er with results-oriented messaging.

The opt-in image (used in the footer of the website):

3

https://rethinkhomeinteriors.com/
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The delivery email:
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The first page:

The table of contents:
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A page from the guide:
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Key Takeaways
 
If you aren’t using a lead magnet to lure potential clients you are missing out 
on a highly effective and proven strategy to grow your business.

A lead magnet can capture a constant flow of followers and website visitors 
which can then be  turned into email subscribers and ultimately into trusting 
clients! 

Sharing great content that truly helps your audience is the fastest and easiest 
way to grow your design business. Period.

For best results, you’ll want to pair your lead magnet with a great follow-up 
email drip. While your lead magnet draws a potential client to your business, 
it’s your email drip campaign that keeps them coming back for more.
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A potential client lands on your website, but he’s not ready to hire you yet. 
His dream home is in escrow. By the time escrow closes, he tries to find your 
site again—remembering your portfolio, but forgetting your name. After a 
few unsuccessful attempts to find your website or remember your name, he 
searches around in Google and ends up hiring another designer. 

If your website doesn’t capture leads and turn them into email subscribers, 
you can guarantee that this scenario is happening to you, without you 
knowing. 

In this guide, we show you exactly how to create an email drip campaign that 
not only keeps you top of mind with leads, but also educates potential clients 
about your services, while handling objections and drumming up to a deal.

How to Create an Email Drip 
Campaign for Your Lead Magnet

What’s in this guide:

What is an email drip campaign?

How to trigger an email drip campaign

When to deliver each email in your drip campaign

Key emails to include in your drip campaign

1

2

3

4
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What Is an Email Drip Campaign?
An email drip campaign is a sequence of emails that gets sent to a new email 
subscriber in order to turn them from a lukewarm lead into a hot lead—one 
that is ready to hire you. For best results, the email drip campaign should be 
relevant to your lead magnet and expand upon that topic. 

For example, if your lead magnet is about how to choose an interior design-
er, your email drip campaign might include additional hiring tips, red flags to 
watch out for, and project budgeting guidance. 

If your lead magnet is about how to define their interior style, your email 
drip campaign might compare the risks and rewards of trendy versus classic 
styles, while teaching readers your process for defining a style for your clients.
 
The method that I’m about to share with you is the same method we use 
to grow DesignFiles. To give you a sense of how effective an email drip can 
be – of the leads that completed our on-boarding email drip campaign, 
conversions went from 10% to an incredible 20%.

Want the same results for your business? Great. Let’s dig in and get to work.
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How to trigger an email drip campaign

Before we dive into what to write in your email drip campaign, let’s take a 
step back.

How on earth do you even set up an email drip???

Fortunately, email marketing software companies have made this pretty easy. 

For example, in ConvertKit, you can use their Automations feature to connect 
an email drip campaign to a lead magnet.

ConvertKit is a favorite amongst designers because it is a visual drag and 
drop tool built for creative business owners and bloggers. Other popular 
email marketing tools include Mailchimp, Mailerlite, and ActiveCampaign. 

With each of these tools, you’ll be able to create an automation that will trig-
ger your drip campaign whenever a new email subscriber signs up for your 
lead magnet. In other words, you can set it and forget it and the system will 
do the work for you. If you get stuck, just check with the customer support 
team of your email tool of choice.

https://convertkit.com/features/automations
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Email Drip Campaign Template
Don’t worry! You don’t have to figure out what to send and when to send it. 
We’ve created an email drip campaign template that’s perfect for interior 
designers. 

Below, we dive into each of these emails in more detail. 

For now, here’s a bird’s eye view of the drip campaign and when to send 
each email:

Inside of your email marketing software, you’ll be able to choose the timing 
for each email so they’re spread out for approximately a month after the lead 
magnet gets downloaded.

Email 1: Deliver the lead magnet - Day 1 (triggered after download)

Email 2: Tell your story - Day 2

Email 3: Educational and helpful content - Day 4

Email 4: Educational and helpful content - Day 7

Email 5: Educational and helpful content - Day 11

Email 6: Educational and helpful content - Day 18

Email 7: Educational and helpful content - Day 22

Email 8: Share a case study - Day 24

Email 9: Jump Offer 1 - Day 28

Email 10: Jump Offer 2 - Day 29

Email 11: Jump Offer 3 - Day 30
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Key Emails to Include in Your 
Drip Campaign
So what exactly should you say in your emails? How can you convert email 
subscribers into clients?

Keep reading for insights and inspiration into all of the key emails you should 
include in your campaigns.

Email #1: Deliver the lead magnet

Why this email is important: 
The first step is to deliver the lead magnet that your email subscriber has just 
signed up for.
 
How to write this email:
For best results, the subject line of the email should include the name of the 
downloadable guide or freebie they requested. You should also include some 
teaser bullet points in the body of the email that remind the lead why they 
should check out the content. You might also want to add a little bit about you 
and your experience to increase your authority and show readers why you’re 
the expert in this topic.
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Email #2: Tell your story

Why this email is important: 
People hire people that they feel they can trust. If you want people to like 
you and continue to stay on your newsletter list (and ultimately hire you) then 
you need to give them a little insight into who you are. Not just as an interior 
designer but as a human being as well.
 
How to write this email:
I know this might sound a little strange to just send someone an email that 
shares your story, and believe me, as a private person, when I did this 
myself, I was FREAKING OUT. In my head it just felt beyond weird to assume 
that anyone would want to read about how I got here and why I do what I do. 
But I decided to trust the method and the response was so incredible it 
literally blew me away. 

When writing your story it’s so important to be completely honest and real. 
People want to know who’s behind the business and how that translates into 
how the business is run and what kind of service they can expect. 

Opening yourself up and even sharing a struggle that you have dealt with and 
how you overcame that struggle helps make you relatable and it’s a good way 
to connect with your audience. 

If there is no real struggle that you had to overcome relating to your business, 
then just keep your story simple and share how you decided to go down this 
path and why you love it. Lean on what makes your business special and how 
that relates to what your target client truly wants. 

I can’t stress this enough... DON’T fabricate your story to try to make it sound 
better. Stay true to who you are, be honest and your audience will respond 
positively. 
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If you’d like to see an example, here is a link to my story. Remember this 
is just my approach. Your’s does not need to be nearly as long. I’ve just 
genuinely dealt with a fair bit of ups and downs in my business which 
ultimately lead me here ;)

Emails #3–#7: Educational and helpful content

Why these emails are important: 
You need to bridge the gap between your lead signing up for your content and 
your lead liking and trusting you enough to book a consultation with you. The 
way you do this is by creating Know, Like and Trust (KLT) content. KLT content 
is essentially content that helps your potential client solve a problem or attain 
a goal while positioning you as the expert in that area. 

There should be zero push to buy or sign up for a consultation. The only goal 
for these emails is to solidify you in their mind as the go-to and trustworthy 
expert. 
 
How to write this email:
Consider the questions that your clients frequently ask during consultation 
calls and in the first few calls during the design process. Turn these questions 
into helpful content. 

https://docs.google.com/document/d/1Nnon52UcOPnmFIl-WiJN5XCIqYsOtM5hWn_KWgl6lRA/edit?usp=sharing
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Share tips on how to hire a designer

Offer a small sample of your questionnaire so potential clients can start 
thinking about their ideal design transformation

Share tips on how to budget for a design project

Share tips on how to avoid short-term trends that don’t last

Offer a checklist for what to have in order before working with a designer

Share tips on how to use some existing pieces of furniture in a new design

Tell potential clients what successful client projects all have in common

Offer advice on how to compromise with loved ones (or business 
partners) involved in the project

Here are some ideas for different types of emails you can write for emails 
#3–#7:
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Email #8: Share a case study

Why this email is important: 
Your potential client doesn’t know how you work. They don’t know your 
process, how you problem-solve, or how you help keep projects on deadline 
and under budget. By sharing a case study (a problem/solution story), you 
can give more context to one of your favorite portfolio pieces and position 
yourself not only as a designer but a trusted partner.
 
How to write this email:
Choose one of your portfolio samples. Tell the story behind the project.

Make sure to include:

When discussing problems, make sure not to paint your client in a negative 
light, otherwise you’ll look like you’re throwing them under the bus. Instead, 
use an empathetic tone to describe what they were dealing with and how you 
helped them achieve the look they wanted. 

At the end of the email, you can link back to the portfolio piece so they can 
see the finished design.

What the client was originally looking for and why they choose to work 
with you

How you helped the client solve these problems

The final result and how the client felt about it (include a testimonial 
if you have one)

The main problem that the client had, and any problems that arose 
during the project



35

Emails #9–#11: Jump Offer Emails

Why these emails are important: 
The following three jump offer emails are named so because that is exactly 
what they are intended to do, make the client ‘jump’ and take action. 

With this email drip you have shown your potential client who you are and 
how your business operates. You’ve given away loads of free content to 
address some of their biggest questions and concerns about working with a 
designer and improving their home. You’ve been the knowledgeable, 
friendly guide that they can rely on and trust and you’ve backed that up with 
case studies and testimonials from other happy clients. 

The pump has been primed and now it’s time to go for the big ask. 
If you don’t, people will always find reasons to put off spending their hard 
earned cash.
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Example of a Jump Offer Email
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For each of the 3 jump emails you start by picking a common objection 
that a person might have about hiring an interior designer or a common 
problem they run into when they try to design their space all on their 
own. You’ll use these as the hooks for your emails. 
 
Some examples might include:

The goal here is to bring the concerns and problems to the surface so 
you can address them head on.

Next, you address the problem or objection using empathy and 
authority. You first acknowledge their concerns and what they are 
dealing with and immediately follow that up by showing how you can 
help them avoid that problem with your fail proof approach and years 
of experience. This is where you really want to highlight some of the key 
benefits of working with you.

When you write these emails, resist any urges to go into full sales mode. 
You should approach this as if you are writing to your friend and you’re 
simply providing a solution that will solve their problem.

1

2

How to write these emails: 
There are four key elements all jump offer emails should include to boost 
conversions.

Fear of the cost associated with interior design services

Overwhelmed by their busy schedule and no time to tackle the 
project themselves

Tired of doing it themselves and always being underwhelmed by 
the end result

Fear that you might not be the right designer for the job
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To give the lead a final push, you want to create a sense of urgency. As I 
mentioned above, people will find a million reasons to put off spending 
their hard earned cash. In order to make the lead act quickly, you’ll want 
to give them a time sensitive offer they can’t refuse.

Reiterate how much time is left on the promo and provide a call to 
action button. It could be a button that allows them to immediately 
book a consultation or it could lead them to a landing page to purchase 
one of your services. 

Everyone wants to ‘feel’ like they got the best deal possible so think 
about what you can build into your offer that your target client simply 
can’t say no to.

3

4

You could offer XX% off of the service fee if they book within a set 
number of days.

Or you could consider throwing in an extra service as a value add 
that doesn’t really require too much extra work from you but makes 
the lead feel like they just got a killer 2-for-1 deal. 

If you usually charge for one-hour consultations, you could offer 
one for free.



40

Key Takeways
If you are serious about growing your design business, having a killer lead 
magnet and email drip campaign is one of the most reliable ways to go. 
Does it take time to get all the content pieces together? Yes. But the good 
news is that these assets can last you for years without needing much 
updating and once in place, they will drive a continuous flow of potential 
clients right to you.

Take your expertise and send it automatically! It’s one of the most reliable 
ways to build a bond that turns followers and site visitors into paying clients.
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