
    
 

Marketing Moxie Podcast      

Episode 53: Copy for Your Next Launch with Courtney Johnston 

Show notes at: http://www.maggiepatterson.com/episode53          
 
MAGGIE: Hello, hello.  Today we are talking about launch copy here on the 

Marketing Moxie Show.  We have our guest, Courtney Johnston of the 
Rule Breaker's Club, who is going to demystify all those little pieces of 
copy you need during your launch and how to have a plan, so you don't 
go insane getting ready for it.  Let's do it. 

 
INTRO: Welcome to Marketing Moxie with your host, Maggie Patterson.  This 

show is dedicated to practical and proven, online and offline, marketing 
ideas that you can take away and apply to build your business, all with 
Maggie's signature, to the point, style and sass.  Let's go.   

 
MAGGIE: I am so excited about today's show.  We are talking about launch copy 

with Courtney Johnston and the Rule Breaker's Club.  It is so, so 
important that you, that me, that everyone understands all the bits and 
pieces of copy that go into a launch.  If you've launched anything lately, 
your launch might have looked like this from a copy perspective: sales 
page written and - done.   

 
We forget about the emails.  We forget about the social media updates.  
Next thing you know, we're scrambling the night before to write a closing 
email.  When you're in that situation, you're not necessarily being 
strategic.  You're not necessarily being smart about what you're actually 
including in there.   

 
 To create a really tight message, you need to have a plan.  Courtney is 

going to enlighten us.  She has so many good tips, so let's dive in. 
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 Hey, everyone.  I'm super excited today.  We are going to talk about 
launch copy with Courtney Johnston of the Rule Breaker's Club.  
Welcome to the show, Courtney. 

 
COURTNEY: Hello, and thanks for having me!  I'm excited to be here. 
 
MAGGIE: When I was talking to Courtney beforehand I said, "Well, what do you 

want to talk about?" and she suggested launch copy.  I was all over it, 
like, literally because it's one of those things people don't think about.   

 
We're going to talk a lot today about how to make sure that launch copy 
isn't just something you're doing the night before because I think we could 
all raise our hands and say we're all guilty of that.  Courtney, knowing 
launches are so, so busy, what kind of planning can we do in advance?  
Our copy, especially those emails, it's so important because that's 
ultimately what is doing so much of the selling for us. 
 

COURTNEY: Totally!  I'm sure, as you said, we've all done this the hard way, and I am 
not an exception to that.  The first time I actually launched my signature 
course, my Total Knockout copywriting course, I made the huge mistake 
of not realizing all the pieces of copy I would need during my launch, 
which is sort of ironic considering the topic of what I was doing.   

 
It just goes to show that I think there's a lack of training, resources, and 
education out there telling people, "Okay, here are all the pieces you 
need when you're going to launch something," because we tend to get in 
the middle of it and, we're like, "Oh, my God.  Crap.  I should have made 
this, and I should have written this email." 

 
One thing that I suggest doing is, as far in advance as you possibly can 
once you've got the idea of the offer you're creating, and obviously that's 
the most important thing to have clarity around what you've even offering, 
I'd say the second thing to do is to figure out what pieces of copy you're 
going to need for that launch.  As I had said, Maggie, I actually created a 
four-part launch planning kit.  It's just a little resource, little worksheets 
that can help you to figure out, at each phase of your launch, what pieces 
of copy you're going to need.  I'm really happy to give that to the listeners 
today if that's something they'd be interested in. 

 
MAGGIE: Absolutely.  Listeners, you can find that over in the show notes at 

www.MaggiePatterson.com/episode53 - I think.  If that's not right, we'll 
find out later.   

 
[Laughter] 
 
COURTNEY: There you go. 
 
MAGGIE: What are the three most important pieces of launch copy that people 

need to nail?  I like to make this super actionable so people can think, 
okay, for my next launch, if I do nothing else, I must do - blank. 

 



COURTNEY: Oh, yes.  That's a great question because there actually are three 
categories of copy that everybody needs.  The more complicated your 
launch, the more things you'll need, but here are the basics.  Number 
one, most important thing, absolutely essential, cannot be skipped, is 
your sales page.   

 
Your sales page is that moment.  It's that place where you actually lay it 
all out there, illustrating your offer, and asking people, "Do you or don't 
you?  Are you coming with me or not?"  
 
It can really scare people.  I think people tend to put it off, but it is the 
number one most important piece of copy.  That's a whole other subject in 
and of itself, as I'm sure you know, but that's number one is your sales 
page.   
 
Number two is to have some sort of pre-launch anticipation, training, what 
have you.  It can be in the form of - I'm sure you've seen people doing 
those three-part video series, webinars, email marketing.  This is copy 
actually that is coming before your launch, so it's before you actually open 
the cart for your sales page, sending people, traffic, to your sales page. 
 
You want to build some excitement around your launch.  Like I said, if 
you're really just starting out, just by creating maybe a little, mini PDF 
course where you're giving people some content before the launch that is 
really preparing them to be ready for whatever it is that you're offering.  
Building that anticipation, that's the second most important thing, so I 
would call that the pre-launch training copy. 
 

MAGGIE: Love it. 
 
COURTNEY: Then the number three thing, most important thing, is also a little bit 

forgotten, and that is the email marketing that you need to be doing after 
the cart is open.  I guess if we were to put these in order, these three 
things, the first piece of copy or little mini project of copy is going to be 
your pre-launch copy, your pre-launch training, which, yes, can be a 
project in and of itself with lots of parts and pieces of copy.  The second 
thing, which is the most important, is going to be your sales page.  That's 
really what you should be investing the most amount of time and energy 
in.   

 
Then the third thing is, after your sales page is open, you really need to 
be nurturing your list and your audience with an email marketing 
campaign.  A lot of people tend to let up on this, and this is going out to 
your audience while your cart is open.  From the day the cart opens until 
the cart closes, that's what we're talking about when I say email 
marketing.   

 
A lot of us tend to go through this whole pre-launch and launch, and then 
we're excited.  We have this adrenaline.  Then we sort of crash, we get 
tired, and we let up on the email marketing after the fact.   

 



That kind of goes back to what we talked about in the first question you 
asked, Maggie, which was about how to make sure your copy is not an 
afterthought just by planning out all this copy in advance.  That's it.  
Those are the three most important pieces that you really need to nail. 

 
MAGGIE: I'm really glad you brought up the crash because this is something I 

personally face every single time.  I will tell you my experience from my 
last few launches is that cart closing email is the most important email 
you will send.   

 
COURTNEY: Yes.  Yeah…. 
 
MAGGIE: Like, I literally -- I'm like, oh, we just doubled the number of people.  

That's awesome, because you assume everyone is paying attention until 
it's something sensitive and going away.  Then they take action. 

 
COURTNEY: It's true, and a lot of people -- and it goes to show even the emails before 

that are important because those emails are going to be sent out to 
remind people of your offer. 

 
MAGGIE: Yes. 
 
COURTNEY: Why have you created this?  What's the story behind it?  Overcome some 

objections that people might have, and also sharing if you have 
testimonials and case studies about people who have worked with you in 
the past or worked with you on this offer and what kind of results they've 
achieved.  By the time you're sending that, "Hey, cart's closing; it's time to 
decide," email, they've really been nurtured and have a good 
understanding of whether they want it to not.   

 
What that "cart is closing" email does is it makes people make a decision.  
We call it the fence pushing email, right?  You have to decide yes or no 
now.  That's the moment, so you give them that time, however long your 
cart is open.  Then it's like, all right, this is the moment.  We've got to 
decide.  Make everyone's lives easier by not weighing the options for 
even longer, but this is the deadline. 

 
MAGGIE: It's amazing to me, if you actually study persuasion, how scarcity just all 

of a sudden if you're going to take something away, it's way more 
important to people all of a sudden than it was three days ago. 

 
COURTNEY: I think this can be controversial for a lot of people, but I've actually taken 

the stance of really not even letting my clients tell me they're not adding 
scarcity to their launches.  There has to be something, and it has to be 
compelling because what it does is, by forcing people to make a decision, 
you're not being pushy or salesy.  You're actually making their lives easier 
by making them make a decision.  They're not holding all this information 
in their heads anymore.  They're being more efficient by saying, "You 
know what?  Yes, I'm going to do this right now, " or, "You know what?  
No, I'm going to wait until the next time." 

 



MAGGIE: I think it's really, really important in all this is, because we're in it, we're 
drinking our own Kool-Aid, and we really think everyone is paying as 
much attention as we are.  They're not.   

 
COURTNEY: Mm-hmm. 
 
MAGGIE: I got an email this morning from someone who said, "Is that still open?"  

I'm like, "Totally!"   
 
COURTNEY: Yeah, right. 
 
MAGGIE: She's not going to take that extra step.  It's got to be easy for them to hit 

purchase and follow through. 
 
COURTNEY: Totally.  It's amazing if you look at your open rates on your emails.  I can 

see people opening emails days after they've been sent out and I'm 
realizing, "Wow, they didn't get that piece of information."  You really want 
to think about the psychology of someone might open one in every three 
emails you send, so don't just send one email during your launch.  Send 
all three.   

 
MAGGIE: Yeah.  Let's face it.  Email open rates in our industry are not spectacular.   
 
COURTNEY: Yeah, right.  That's another topic, right? 
 
MAGGIE: For sure.  We could rip on that all day long.   
 
COURTNEY: One of my favorites. 
 
MAGGIE: Yep, me too.  What is one of your absolute best tips for helping to get 

your message really clear before your launch, because obviously if you're 
going to sit down and write any of this copy, you need to have basically 
that hook and that thing that's going to make people be interested? 

 
COURTNEY: Yeah, so I was thinking of --I think there are three things you really need 

to have clear, three things you have to know about your offer.  The first 
thing you really need to know before you write a piece of copy is, you 
need to intimately understand who you're marketing to.  Who is this offer 
for?  Who is your target market, as a lot of people say?  It's important to 
understand what this person is thinking and feeling right now.  

 
MAGGIE: Yeah. 
 
COURTNEY: The second thing you really need to know in order to have your message 

really clear is the exact SPECIFIC result that your client and your 
customer is going to achieve by using your offer.  People really shy away 
from this.  I know a lot of people, especially -- I work with a lot of health 
coaches and people in the health industry.  They're really scared to talk 
about results because they don't want to make guarantees, and there are 
a lot of ways of inspiring your readers and talking about the possibilities of 
the results without making ridiculous guarantees.  That's actually not a 



cool thing to do because also there's responsibility on the person, so 
there are a lot of ways of doing that.   

 
 Then the third thing you really need to know before you start writing your 

copy for your launch is how your offer -- and this is my new term that I'm 
using, but how your offer is the rainbow bridge in between those two 
things.  The first thing is where they are right now, and the second thing is 
what the result is that they're going to achieve.  Your offer is going to be 
that rainbow bridge in between the two.   

 
What you really need to understand is the specifics of your offer.  You 
need to be able to illustrate.  I use the word illustrate not by accident, but 
because you really need to paint a picture in people's heads with your 
words, with graphics, with the design, everything, of what it's going to look 
like to experience your offer from their point of view. 
 

MAGGIE: I love that.  Yeah, I think so many times we don't think about the power of 
that story and words and how we start to create imagination, then all the 
little brain chemistry things that happen in the background to get them to 
that other point.  It's easy to just think, "Well, they can see that relation."  
It's like, "No, they can't." 

 
COURTNEY: No, you have to take people by the hand.  That's your job.   
 
MAGGIE: Yeah. 
 
COURTNEY: Yeah, it's your job to walk people by the hand and show them and remind 

them.  I think this is a little bit of a different topic, but it reminds me of the 
fact that even though we're in business every day, right, and we've 
started these businesses that inspire us and are making the world a 
better place, it's easy to forget what is inspiring you to do your business in 
the first place when you get into the mundane tasks. 

 
MAGGIE: Yeah. 
 
COURTNEY: It's really important to keep re-inspiring people and re-reminding people of 

why are we doing this in the first place.  For me, something I've had to do 
is read something inspirational every day because I constantly need to be 
reminded.  Even though I know all of this stuff, or I think I know all of this 
stuff, it's important for me to reiterate to myself every day, so the same 
thing happens on your sales page.  You really need to take people by the 
hand and remind them of why this is really important. 

 
MAGGIE: Yeah, I can't agree enough.  You and I could be the spokeswomen for 

that.  Come.  Take by the hand.  Come on.   
 
[Laughter] 
 
MAGGIE: Just going back to email really quickly and then we're going to wrap it up, 

but I think the idea of writing emails people get.  But what kind of things, 



aside from cart closing, what other types of emails should they have 
covered off? 

 
COURTNEY: Yeah, so this is really important because I think people think, "Okay, 

email marketing.  I'm going to send an email."  Then they sit down.  
They're like, "What am I saying in this email?" 

 
MAGGIE: Yeah. 
 
COURTNEY: Each email really needs to have a specific purpose.  Besides the actual 

"cart is closing right now" email, there are about six other emails, just 
general ideas of emails, that I try to send and I work with my clients on 
creating for their launches too.  Number one is announcing that your cart 
is opening.   

 
MAGGIE: Yeah. 
 
COURTNEY: Just like you need to announce that it's closing, it's really important.  Even 

if you do a live webinar or a pre-launch or something like that, it's 
important to send an email saying, "Hey, this is now available."   

 
 The second email you can send, and I think that this one didn't use to be 

on my list, but I'm finding it might be one of the more important emails is 
to send an email that shares why you've created this offer, telling a 
personal story, and really digging deep to connect with your audience and 
show them that you get where they're coming from.  Those can be the 
hardest to write, but they are the most effective, most engaging, most 
inspiring emails you'll ever write to your list.  

 
 The number three email I would write is an email that's sharing some 

testimonials.  Like I said, testimonials and case studies.  You can share, 
say, "Hey, look at some of the results that people have achieved."  
Something I've done has also been to have one of my past clients or 
customers actually write an email to my list from them so that it's not 
actually from me so that they can share.  I don't edit it at all, but share 
from their point of view what they've experienced in the offer. 

 
 The fourth email is, you really need to address some of the bigger 

objections people have to saying yes to your offer.  Objections are one of 
my favorite things. 

 
MAGGIE: Yes. 
 
COURTNEY: It's your opportunity to make your offer irresistible.  Everyone wants to 

have irresistible offers.  You can't have an irresistible offer if people, in the 
back of their minds, are making excuses for why they shouldn't buy it.  
You need to really understand, like you said, all those little mental things 
in the background that come up when you're about to buy something that 
aren't even conscious, but it's your job as a marketer and an entrepreneur 
to know what specific thoughts your audience is thinking when they're 
about to say yes, and then they back off a little bit.   



 
 It's like when you go to the store.  I always use the example of Target, 

although I know they're closing all the Targets in Canada now. 
 
MAGGIE: I don't want to talk about it, Courtney.  I am devastated.  Last night it was 

on the news, and my son says -- he goes, "But mom, we love it there."  I 
said, "Yeah, we do."   

 
COURTNEY: I know.  I actually screamed when I saw the news.  So, you know, the sad 

example of Target, but you walk in and you put all this stuff in your basket 
or your cart.  You go to check out, and you start taking things out of the 
cart and setting them next to the register like you're deciding not to buy 
them.  What is going on in your head when you're making that decision?  
Those are the objections.   

 
 Then the number five email is really to remind people in an email the 

actual details of the offer. 
 
MAGGIE: Yes. 
 
COURTNEY: Some people might actually not get around to -- at this point, they might 

not have actually clicked over to your sales page yet.  This is an 
opportunity to outline your offer and explain and illustrate it--there's that 
word again--illustrate the offer in an email to your readers.  Then we get 
into, I usually do a "cart is closing soon" email maybe 48 or 24 hours. 

 
MAGGIE: Yeah. 
 
COURTNEY: And then a "cart is closing now" email.  Those are the seven sort of basic 

emails I'd send out.  Of course, you can get as creative as you want with 
these, but always remember that there's a reason why these strategies 
exist.  It's because they're important, and it's because they work.  To 
really use those frameworks and then be as creative as you want within 
those frameworks. 

 
MAGGIE: This, my friends, is why launching is hard work. 
 
[Laughter] 
 
COURTNEY: They're so fun. 
 
MAGGIE: Because we just talked about the copy.   
 
COURTNEY: Yeah, right, exactly. 
 
MAGGIE: But I also think, too, understanding before you go into a launch all the 

moving parts.  The copy just being one of them, it can really help reduce 
the stress and anxiety around it.  I think so many people get just 
completely wigged out during launch time, and it doesn't have to be that 
way if you have a really good plan and you do things in a really 
thoughtful, methodical way. 



 
COURTNEY: Totally.  Totally agree.   
 
MAGGIE: Courtney, where can people find you? 
 
COURTNEY: Yeah, so my business is called The Rule Breaker's Club, a totally 

rebellious, fun place to be, so come on over.  If you go over to 
www.RuleBreakerClub.com, I have some free copywriting cheat sheets 
that you can use to help you to start creating your copy.  We talked a little 
bit about strategy and how to plan it all out.  If you really want to get into 
some of the nitty-gritty, I do have some cheat sheets on that.  Then again, 
I will provide the launch planning kit for all of the listeners today. 

 
MAGGIE: Perfect.  Thank you so much, Courtney.  You have been just a goldmine 

of information. 
 
COURTNEY: Thank you, Maggie.  It was such a blast. 
 
MAGGIE: A little known secret.  During interviews, I actually handwrite notes, and 

my hand was going so fast, it almost fell off.  I wrote a ton of notes talking 
with Courtney.   

 
 The three things that I really took away from my conversation with her 

was, number one, have a launch plan.  It sounds so obvious, but to have 
a launch plan that includes your copy, every single email, every single 
thing you need to write for your launch, should be in that plan.  If you 
have it all mapped out in advance, you can be smart and strategic and 
really start to see how all those pieces are going to fit together.  Without 
it, you're going to be hurting your launch.  If you're going to take the time, 
the energy, and the money to launch, let's do it right.   

 
 Number two: understand that communicating with your list is critical 

during a launch.  I think we get into this situation probably half way 
through our launches where we go, "Oh, I don't really want to send them 
another email."  But if you have a really good, solid plan of what every 
email is doing and what the purpose is, it's going to make it a lot easier. 

 
 Courtney talked about seven different types of emails that you need to 

have going out during your launch from the warming them up to the cart 
open, to talking about customer testimonials, to  "the cart is closing soon," 
to "the cart is closing" email.  Understand all those pieces and how you 
can make that work for your launch. 

 
 Number three: I think this is probably the most critical thing, if you take 

nothing else away.  Be really clear in all your copy of what the outcome is 
off what you're offering.  We are all so scared to talk about the actual 
results people can get and what they can expect when they go through 
this with you that what we do is we dance around.   

 
We talk about the features.  We don't talk about the benefits.  We don't 
talk about the results.   



 
The most powerful marketing you will ever do, the most powerful 
copywriting you ever do will always speak to the results.  That's why the 
voice of your customer, when you can bring it into your launch, is so, so 
important.  That testimonials email that talks about people talking about 
the program is so critical. 

 
 If you want to hook up with anything Courtney talked about in today's 

episode and her launch copy planning kit, you can hop on over to 
www.MaggiePatterson.com/episode53.  If you want to keep the 
conversation going, hop on over to our Facebook group at 
www.MaggiePatterson.com/group.  Over there we have all kinds of great 
things going in the Marketing Moxie Group.   

 
 Next week we'll be back talking about B2B copywriting with Jessica 

Mehring.  I'm really excited for that show because I think that we have this 
idea that when we're writing business-to-business that it can be boring.  
Jessica and I have some great ideas on how you can liven it up.  Thank 
you so much for listening, and I'll catch you all soon. 

 
OUTRO: Thank you so much for listening.  Hop on over to our home base at 

www.MaggiePatterson.com for the show notes and more episodes.  And 
you can join the Marketing Moxie Facebook group at 
www.MaggiePatterson.com/group.  And remember, as Yoda says, "Do or 
do not.  There is no try."  That's what having moxie is all about. 
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