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10-Week Launch Program 
 
Every launch is different.  It depends on your goals, your list size and engagement level 
of that list, and the number of promotional/affiliate partners that you have for your 
launch.  This is meant as a general guideline to help you prepare for the biggest success 
possible.   
 
This timeline and outline can work effectively for:  

 A free “preview” call or webinar where you offer a follow-on program or class 

 A free “preview” call or webinar where you offer a Breakthrough 
Session/discovery sessions to explore working with you further (typically as a 
private, 1:1 client) 

 A webinar or telesummit 
 
It is best to look at your goals and timeline and modify this accordingly.  For bigger 
events, like telesummits or big launches, you may want to contact potential speakers 
and promotional/affiliate partners up to six months in advance.  Many speakers and 
promotional/affiliate partners may have trouble committing if you ask them less than 3 
months in advance, particularly those with robust client communication strategies.  If 
your speakers/partners don’t have robust communication strategies and/or they don’t 
have many promotional partners, you may be able to get their support with only 4-6 
weeks advance notice.  If you do contact people on a tighter deadline, be prepared to 
provide promotional materials to them on a tight turn around.   
 
 
This sample promotion schedule is based on:  

 Weeks 1-7: Preparation  

 Week 8: Free Preview call or webinar and/or Signature Talks 

 Week 9: Possible second preview call or webinar, Signature Talks and/or 
discovery sessions 

 Week 10: Your program begins   
 
Note:  You can do this on a quicker turn around but if your marketing/promotional 
pieces get truncated, it could affect the number of participants in your preview calls, 
webinars, and talks.  In-person events tend to have better results for both discovery 
sessions and program sign ups.  It can vary, but you can usually expect that 20-60% of 

the room will sign up for a conversation with you.  If you are a Guru Star, you can 

probably sell the program right from stage and get these results.  Truth Guides, however, 

will probably have a much lower sign up if you sell from stage unless it is a low price 
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point/low comment offer.    With online events, it is usually 1-10%, depending on the 
type of offer.  You should get at approximately 5-30% to sign up for a complimentary 
Breakthrough Session.   
 
If you are doing a telesummit or speaker series of some sort, I recommend having an 
additional preview call after the summit/series is over versus making your offer as part 
of the summit/series unless it is a low cost option (less than $100).  When I’ve launched 
programs separate from the series, I’ve had much stronger results, as have my 
colleagues and clients, especially if every speaker in the summit is making an offer, as 
well. [Note, Truth Guides get better results with summits that don’t include these type 
of speaker sales]  I also recommend you provide lots of good content to new people 
who’ve joined your list from summits/series before sending them promotions. A big 
mistake people make is immediately promoting to people who’ve joined their list.  
Engage them first, which earns you the right to promote, as well as increases their 
interest in your promotions.  
 

Week 1 

1) Decide on your topic and begin to brainstorm 
Start with the end in mind.  What do I want my results to be?  What are topics that 
my Divine Ideal Clients are craving?  Will I be launching a program or doing 
Breakthrough/discovery sessions with potential 1:1 clients?   

 
2) Choose titles and design an outline for each component.  Create a document or 

outline that you can share with potential promotional/affiliate partners and/or 
speakers.   

A. You may want to create a version of your sales page to be able to send to 
people. 

 
3) Contact potential promotional/affiliate partners and/or speakers 
 

A. Share your intention and outline for this launch and ask for their 
support/participation. 

B. Be clear about what you want from them. 
C. If you want for them to be a speaker, lay out all the pieces that could impact 

their decision and make sure they are on board. 
D. If you have other people already on board, share who else is behind you and 

your launch. 
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E. Share what is in it for them – is there an affiliate fee?  Will you be willing to 
promote for them in return?  What would make this an equal energy 
exchange for them? 

F. Share a link to the sales page or website if there is a draft one in place. 
G. Ask your committed partners if they can introduce you to other people who 

may be interested in this opportunity.  Provide email language to share with 
others.   

 
 
 

Week 2 
1) Create the ‘copy’ (or language) for your website & email announcements.  
Refer to the “Creating Captivating Websites” handout for more direction on how to 
draft your website copy.  Note that the same copywriting guidelines apply for copy for 
your emails.   
You want to get in touch with the pain your Divine Ideal Clients are experiencing and 
how this event will help heal that pain and solve their biggest challenges and get them 
what they most deeply desire.  You want to have clear messaging about what this event 
is about, and what they will get out of it.  You want to paint a picture of the bridge this 
event will create to get them from where they are now to where they really want to be.   
 
You will want to create several promotional emails to launch your event.  Typically 2-5 
depending on how often you communicate with your list.  I personally never send more 
than 3 promotional emails about one event, and I make sure that there is value in the 
content of the email, in addition to it being a promotion.  This will make sure your list 
will tune in and get value even if they choose not to participate this time.   
 
2) Create a Web Banner for your Sales Page 
If you are not a talented designer, I recommend that you outsource this.  Heidi Huebner 
(in the resources document) is my go-to person for simple and inexpensive web 
banners.  You can use www.fivver.com and www.99designs.com for other inexpensive 
options.   
 
If your launch is also tied to the debut of your website, I would recommend using a 
designer to create a consistent look/feel with your logo, your homepage banner, and 
your sales pages.  If you need an inexpensive web person, Heidi Huebner is also my go-
to person for simple Wordpress designs.   
 

http://www.fivver.com/
http://www.99designs.com/
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3) Add your copy to your Sales Page and get a draft version up as soon as you are 
able.   

It is much easier to attract promotional/affiliate partners when you have a draft site up 
that is visually appealing and has great copy.  Once you get your first few partners on 
board, make this a priority.   
 

Week 3 
1) Follow up with people you haven’t heard back from 
You can email, call and Facebook people you haven’t heard back from.  Contact them in 
a personal way and suggest you set up a time to talk briefly about how you could 
support each other.  Look for the “win” for them and emphasize what they/their 
audience would get from taking part. 
 
2) Confirm promotional dates with people who have committed 
Ask them to commit to dates to send solo email(s), include in an ezine and Social Media.  
Keep track of the dates they’ve committed to in a promotional calendar (You can set up 
a Google Calendar just to track these, or use a different color on your regular calendar 
to track these). 
 
3) Send a confirmation email with the dates they’ve committed to, or draw up a 

simple one-page document for them to sign off on 
 
4) Set up an affiliate program and set up each of your partners with an affiliate link to 

the program 
WP Affiliate Program is an inexpensive way to get this need met and is a good program 
if you are not doing continual launches.  This can be linked to a Paypal account and a 
mail program such as Mailchimp, as well.  You also can use 1Shopping Cart, which has 
monthly fees associated with it (ongoing) if programs are going to be a regular part of 
your business strategy, or you can use a full service relationship management program 
like InfusionSoft if you want an “all in one” program that offers shopping carts, email, 
and affiliate tracking in one program.   
 

 
Week 4-5 
1) Finalize and post your website for your preview call/webinar and your sales page 

for you program (if you are doing a follow on program) 
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2) Finalize your email copy, short (200 words or less) ezine copy (electronic 
newsletter), Facebook blurbs and tweets for both your own promotions and your 
promotional partners/affiliates 

 
3) Create a packet for each of your promotional partners that includes all the copy 

with their affiliate link embedded 
This makes it easy for your promotional partners to easily cut/paste, as well as 
customize, the promotional copy for their uses.  This is an extra step that can make a 
huge difference in creating an easy way for others to promote for you.  Include in their 
packet the dates they have already committed to.   
 
4) Make sure you have set up your “Action Box” for people subscribing that links to 

your email program (such as Mailchimp) and make sure you’ve set up 
Autoresponders that give all the details for them to dial in to the event 

 
5) Begin your promotions 
At this point, start by building the buzz using Social Media.  Write blog posts that 
correspond and link to your event.  Ask friends/colleagues to share your posts.  Add in 
content so that people want to share.  Consider doing graphics that people would want 
to share that link back to your event (such as images with inspirational quotes).   
 

Week 6 
1) Begin mailing for and promoting your preview call 10 days before the event.  Send 
3-5 content rich emails to your community letting them know it’s happening. 
 
2) Create and Finalize your Presentation and Script 
If it is an online event, use lots of slides to keep people engaged (about 10x what you 
would do in an in-person event).  Use lots of imagery and short blurbs. 
Weave in your personal story and add in testimonials and client stories (1 for every 15 
minutes of content). 
Make sure you are “seeding” your offer throughout through the stories you tell. 
Do a practice run to insure that the content is the “right” amount and that you have 
both rich content that leaves them feeling like they got value, as well as spaciousness to 
insure you have plenty of time and leave a lot of time for the offer and Q&A. 
 
4) Create a compelling offer 
The most compelling offers are heartfelt and have success stories woven in.  Run 
through your offer multiple times to make sure you feel confident in its delivery.  Make 
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sure to send your script for your offer to Tara to get feedback and guidance to make 
sure you are maximizing this opportunity! 
 
5) Sign up for the mailing lists of your promotional partners 
This will allow you to see if they are promoting you, as promised, and give you an 
opportunity to respond to their emails with a note of appreciation when they do.   

 

Week 7 

1) Promote your event at least 2 times via email and another 1-2 times in ezine 
format.  Post on Social Media daily. 

2) Remind your promotional partners the day before they promised to promote and 
show your appreciation for their support 

“Thank-you, again, for promoting our event tomorrow in your ezine!  Your support to 
this launch is invaluable!  If you have any questions or need anything from us, please let 
us know” 
 
3) Send gentle reminders to those who did not promote when they promised to 
 
4) Queue reminder emails: remind your participants that the event is starting with at 

least 3 reminder emails: one the day before, one the morning of and one 15 minutes 
prior to the event.  This will increase your “show rate” dramatically.  Give them 
some teaser content to help build the excitement for the call. 

 
5) Schedule some down time to make sure you are relaxed and refreshed for the 

event! 
 

Week 8 
 

1) Run through your script – particularly the opening, the offer, and the close. 
 
2) Have someone there as back up in case you fall off the call or experience audio 

issues.   
 
3) Create “limiters” and “bonuses” to get people to raise their hand 
Give a discount to the follow on program if they act within 72 hours.  Give a bonus to 
the first 10 people that register for the program.  Only open a limited number of slots 
for discovery sessions to get interested folks to respond quickly.  
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4) Offer a money back guarantee 
This shows that you stand behind your program and can help people select in who may 
be on the fence.  Make sure to charge an administration fee if they do drop (I usually 
charge $100-150, depending on the length and cost of the course) and make sure to 
schedule a call with anyone who wants to drop the program to see if you can re-engage 
them and create a powerful “yes” for them.   
 
5) Have an amazing preview call/webinar! 
 
6) Have a follow up email strategy to back up your offer.  Send the first email with 

the information on the replay and a re-cap of your offer 
 
 

Week 9 
1) Make sure you have space in your calendar to talk with people that are on the 

fence or if you are setting up Breakthrough Sessions/Discovery calls. 
2) Send out a total of 2-4 content rich emails that also remind them of your offer. 
Have one that specifically let’s them know that their early bird discount is expiring 
(today!).   
If you have not gotten the response you’ve hoped for (for a program you are offering), 
offer discovery sessions where you can spend 20-30 minutes discussing whether the 
program is the right fit for them.  If they aren’t a good fit for the program, they may be a 
good fit to work with you 1:1 in some capacity. 
 
3) Send a personal email to anyone that signs up.  It is the opportunity to re-enroll 

them and keep their excitement up about the program.   
 

4) Set up a 2nd preview call if you didn’t get the traction you wanted.  This can be an 
open Q&A, a repeat of content (in case you had high sign up but low live 
attendance), or different content that compliments the first preview call and your 
program. 

 

Week 10 
1) On your first call (or two), re-iterate what they’ll get from the course and re-enroll 

them 
This will keep the momentum high and insure people don’t back out or have second 
thoughts. 
 
2) If anyone wants to drop, have a 1:1 conversation with them 
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Often times, buyer’s remorse sinks in – but often because their saboteurs take hold.  It’s 
an opportunity to re-enroll them, and if it truly isn’t a fit, to part on solid, good terms.   
 
3) Build Community 
Set up a private facebook page for your group or an email list.  Encourage people to 
share successes and challenges.  Moderate the FB page to insure maximum 
participation.  Set up peer groups for people to work together in-between the classes. 
 
4) Collect Testimonials  
When people share successes on the program, follow up with them and ask if they 
would be willing to give a testimonial.  Keep a running list of success stories that you can 
use in future offers/preview calls.   
 
5) Create a feedback survey 
This will allow you to continually improve your program as well as capture additional 
testimonials. 
 
6) Have a clear next step 
After your program completes, what is the right next step for your participants?  A 
follow-on program?  A mastermind group?  Work with you 1:1?  Think through how you 
want to keep people engaged in working with you.   

 

 
 


