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INTRODUCTION
It’s so awesome that you’re reading our Lucky Bitch Launch Playbook. As you know,
in October 2016 we did a major launch for our top-tier product, the “Lucky Bitch
Money Bootcamp LIVE” and it was a huge success. This Playbook will take you
behind the scenes of the launch and reveal the secrets, special tactics and pro-tips
we used along to the way to create our biggest, most successful and least stressful
launch ever.
Twelve months ago we purchased Jeff Walker’s Product Launch Formula and we
implemented Jeff’s teaching as best as we could during this launch. A significant
proportion of the credit for our launch success should go to Jeff, his team and PLF.
As you’ll see when you work through this Playbook, we reference PLF regularly and
follow many of the techniques taught in the modules of PLF.
We do not claim to be launch experts, we simply took PLF and the learnings we had
from previous launches and did everything we could to make our launch as
successful as possible. The launch generated $753,570 of revenue which we were
super thrilled with, and as you’ll hear, it was for a very specific reason. We had a
defined strategy and followed PLF’s step-by-step process and the results followed
without (too much) stress or overwhelm.
This Launch Playbook is nowhere near as thorough or detailed as PLF and does not
aim to be a “how to launch” guide. Many of the ideas in this Playbook come from
PLF and we do not take credit for them, Jeff Walker is the master here. Although we
do share our experience and lift the curtain to reveal how we applied PLF in a real
business only last month. We hope you find this guide useful as an additional
resource in your study of PLF and in preparing for your launches in the future.
You’re going to see a lot of PLF jargon in here - things like “Shot across the bow”,
“Sideways Sales Letter”, etc. We’re not going to explain everything, because we’re
assuming you’re going through PLF like a good student!
We would love to hear your feedback on the Playbook and answer any questions
you have so please feel free to drop a note to our Partnerships and Launch
Manager, Mark at mark@luckybitch.com.
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THE “LAUNCH MINDSET”
Being in business is scary, and nothing will bring up your money blocks quicker than
doing a launch! More than ever, you have to be brave and work through your
resistance to selling and to making more money.
One of the best ways to push through your blocks is to have a BIG GOAL.
You’re probably getting the picture now that during a launch you will get pangs of
doubt, fear and frustration… Launches are exhilarating but if you’re an introvert like
me, at times they can SUCK.
Honestly, the most important thing is… mindset, mindset, mindset! All of my blocks
came up BIG TIME during the launch and the main reason we were able to keep
going and believe the results would come was because we had a MASSIVE goal we
were manifesting.
I honestly believe that setting a money target is not enough in a launch, the money
needs to represent something that is life changing, empowering or even just a
reward you would love.
You could set a $1,000, $10,000 or $1m cash target and it will fire you up but during
the scary times of the launch, your goal will feel SO big and distant.
This is why you need a big, visible goal to focus on and a huge amount of trust that
the universe will find the path for you to manifest the dream. For us, the goal was a
house we want to buy in our dream location across the road from a beach, park and
playground – it’s a major investment and our launch helped a big chunk of the
deposit we needed.
We met with our finance team at the start of the month about the house and they
said “Okay, you have $X and you need another $Y.” Basically, a huge gap.
Mark and I looked at each other and said “Great, we will see you in a month…” and
we got to work. Literally, the gap had to come from the launch (no pressure!) but it
kept me going.
Every single day during the launch we talked about the location, our lifestyle living
there and what it will mean for our family and our legacy. This made rolling our
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sleeves up and getting to work on the launch easier even when sales were slow or
when doubt crept in (spoiler alert - you will have a lot of fear and doubt.

YOU GOTTA GET A BIG DREAM.
A launch can be a mindset battle, so your big goal is your armor to protect you, and
help you to feel brave.
I’ve had launches where I wasn’t really connected with a goal, and I either chickened
out of doing the launch at all (oh, it’s Mercury Retrograde, I can’t launch now!) or I
did a really “soft sell” launch - as in I really made my customers work for it, because I
hardly advertised it.
Once I had someone ask me “Is there like a secret password or something to find
out about your Bootcamp?” because I didn’t even link to it on my website. Oops….
Even though I still felt like hiding this launch, and many times during it, I wanted to
run away, and literally quit my business FOREVER, the thought of buying that house
pulled me through.

GIVING BACK
One of the very best things we did for this launch was to set a “giving back goal.”
This gave us an emotional anchor way beyond the “selfish” goal of buying a new
house. Yes, there were times when I felt really guilty about doing a launch to buy a
beach house. Like - what a selfish, greedy bitch!
So early on, I made a commitment that I’d donate a big chunk to charity. At first, I
said “If we hit our goal” and then I realized that this was a mindset test. Did I really
believe I was going to hit my goal? Or was I hedging my bets?
Honestly, it also kept me going through some of the most resistant periods.
My big goal was to build a school in a developing country. I’ve been quietly
fundraising for Pencils of Promise for the past year with some of my mastermind
buddies to build a school in Ghana, and I was determined to build a Lucky Bee
school myself.
Most of the profits from my joint ventures and affiliate fees have been going towards
“my” school this year, and during this launch we donated an additional $13,000 to
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finalize the cost of a school in Laos (it costs $25k to build a school, going up to $35k
in 2017).
I alllllmost didn’t even talk about it publicly. I like to give anonymously and not make
it a “thing.” Which is weird, because I passionately believe in giving back and I
should have been role modelling it.
Even in my first very small launches, I always set a giving goal even if it was just a
couple of hundred dollars. Giving makes you feel abundant and it honestly starts
things flowing in the right direction. Any time you’re in doubt, start giving!
And this is how it starts. You give outside of your comfort zone, and grow as your
income grows. I’d like to build a new school every year, but for me, it started with
those first few donations to celebrate and anchor in the success of every launch.
Jeff Walker has been a huge role model and inspiration here for me. Seeing him give
back and use his success to help others has fired me up to step into the role of a
philanthropist myself.
Build success, and you can create ripples of positivity throughout the world. I’m so
excited that students in Laos will benefit from overcoming my resistance. It’s so
worth it.
Imagine being able to easily give hundreds, thousands, even millions back to causes
you care about? For me, this feels so much more fun than buying a new handbag as
a reward!
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OUR LAUNCH STRATEGY
Of course our goal for this launch was to make as much money and as big an impact
as possible by welcoming hundreds of new Lucky Bees into our community.
However, more than that, we had a specific strategy for this launch that made it
different to the previous launches I’d done by myself. I’ve been launching courses
since 2010 and I’ve never been as organized as this launch. Most of the time, I’d
kinda wing it and I had good results, but honestly the industry has changed.
Back when I ran my first launches, it was enough to have a sales page and a
deadline. You’d email people about your launch… and that was it.
Nowadays, launches are WAY more complex. You have many, many different social
media channels. Email deliverability rates are down, and there’s just a lot more
noise. You have to be smarter about launches now to make sure you reach your
audience.
Another difference for this launch was that my hubby Mark was behind the scenes
too. He really loves structure and “rules”, which I’ve always resisted. This was both
awesome and honestly, a bit difficult to deal with. There were times that I really
hated how much he was “directing” things and telling me what to do!
But we had a big manifesting and giving back goal needed something different, so I
was willing to go along with it, if it meant we could hit our goals.
Our ultimate success was based on four strategic pillars - 4 Lucky P’s…

The 4 Lucky P’s
Process - Commit to the implementation of a “proper” Product Launch

Formula launch and actually follow a detailed launch plan and schedule
(rather than just making it up as we went, like I used to).
Product - Offer a unique product that we haven’t offered recently, that we

know works and we know people want - The Money Bootcamp LIVE with an
Early Bird (Save $500) price. I didn’t need to create something new (and
there wasn’t time either).
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Partners - Engage, support and reward our affiliate partners more than

ever before. I’d never really engaged affiliates too much, but I knew it
would make a huge difference to increase the reach of the launch and
expose the Bootcamp to as many people as possible.
Promotion - Implement a coordinated plan across digital, email and social

media - be more visible, be excited and proud of the launch and our
community. Basically be EVERYWHERE, not hide or chicken out of being
visible. This pushed a LOT of buttons for me.
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OUR LAUNCH SCHEDULE & KEY
TACTICS
There are so many moving parts to a launch, and lots of them are largely invisible to
your audience. Using Product Launch Formula and our experience from previous
launches we defined six stages of our launch over an eight week period.
Stage

Planning

Pre-Pre-Launch

Pre-Launch

Open
Cart

Post
Launch

Delivery

Dates

15 - 22
Sept

23 Sept - 2 Oct

3-10 Oct

11-27
Oct

28 Oct - 1
Nov

2 Nov
Onwards

10

8

17

5

42

# of Days 8

Stage 1: Launch Planning
We took just over a week to plan out the launch, develop the schedule and start
pulling together communication and pre-launch content. In hindsight, this was not
really long enough... to say the least.
But we were fired up to manifest a big goal and needed to move quickly so we did a
lot of planning on the run. We are already planning the schedule for our 2017
launches based on PLF and giving ourselves a lot more preparation time next time!

Stage 2: Pre-Pre-Launch
The Pre-Pre-Launch phase is one of the great PLF secrets that many people never
see and never do, but we found it to be so important. If you have a JV/Affiliate
component to your launch this stage is vital. During our PPL period we focused on
the following tasks:
-

Connecting with our existing Affiliate Partners

We had over 1,000 people/businesses registered as affiliate partners for Lucky Bitch.
I’ve been building this list up for a while, but I honestly didn’t do much for the
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affiliates or engaged them. And I’ve never given them too much notice on promotions
either (and this launch was no exception!).
Not all of these affiliates are active, many were new and not all of them took part in
this launch to promote Money Bootcamp LIVE. However as soon as we picked a
launch date, we told them that they had an opportunity to be involved.
Even though we didn’t give them a lot of details, we emailed them some hints to get
excited and to book the dates in their calendar. Lots of people also had launches
going at the same time, but some people were keen straight away.
Pro tip - If an affiliate has a clashing launch, you could still ask them to promote, but
to their existing buyer list. For example - if someone asks me to be an affiliate for
them but I’m doing a big promo for my Money Bootcamp, I could send the promotion
just to my existing Money Bootcamp (not the new members but the older ones). It’s
usually a much smaller subset of their overall list, but it’s still worth it.
Action - This is also the time to make sure your Affiliate Centre and Affiliate
Resources are up to date. This includes stuff like:
§

§

§

§
§

Updating your Terms & Conditions for being an affiliate - like any rules you
have around advertising (are they allowed to do Facebook ads for
example), or any requirements you have for promotion (I’ve been an
affiliate for someone who requires that you send at least one solo email).
Your payment terms - let them know when and how they’ll get paid. Make
sure this is AFTER your refund period ends, so you don’t have to “clawback” commissions.
Spell out commission details, including what percentage they get, what
currency it’s paid in, and how you handle things like default payments (do
you pay commissions on payments you chase up? After how long?)
Remind affiliates that they can’t use their own link to buy your product.
Tell them how to get their questions answered, and what email address to
use.

HUMANS ARE COMPETITIVE - MOTIVATE THEM WITH
PRIZES!
A key opportunity to get your affiliate partners excited ahead of a launch is the reveal
of your affiliate commission structure and bonuses for the launch. We offered 50%
commission on any Bootcamp LIVE sale plus $20,000 cash in prizes for our top
affiliates. This is by far the biggest bonus pool I’ve ever done - but one of my earliest
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launches, I offered an extra $1000 for the top affiliate, and that was super motivating
as well.
You’ll be surprised that people will get excited about even a gift card. Humans are
super competitive!
I’ve seen people offer 40% commission with high value prizes such as holidays or
technology but I reckon cash is the best motivator so offered the full 50%
commission ($748.50 per sale) and US dollar cash prizes for our leads competition
and sales contest.
$1,000 - leads contest (the most optins)
Sales Contest
$10,000
1st Place
$5,000
2nd Place
$3,000
3rd Place
$1,000
4th Place
By the way, during Jeff’s last launch, the top prize was $100,000!! I came 5th in the
overall sales contest and won a laptop, and 3rd in one of the leads contests and won
$2500 - both of which we donated towards the Lucky Bee Pencils of Promise school.

-

Personal Contact with Key Affiliates

I spent a large amount of time during pre-pre-launch making personal contact with
key affiliate partners that had generated good sales for us over the past two years.
These were affiliates that we knew could make this launch a success - they
understood the Lucky Bee philosophy and the Bootcamp, they had good sized
marketing lists and we had existing relationships with them.
Rather than email them, I sent private individual Facebook messages with a casual
message, “Hey, I’m doing a launch in October, would love you to be a part of it”
This personal contact helped better engage these key partners and ensure their
support for the launch.
We also contacted and approached aspirational affiliate partners who had not
worked with us previously but where we saw a good fit and knew they had a good
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reach. This was a little scary for me, but I also got Mark’s help to write the copy, and
got my assistant Amber to reach out as well.
Finally, I offered to do video interviews or webinars with these key partners to
sweeten the deal. We knew that providing these key partners with exclusive access
and the ability to promote unique content would land better with their lists and be
more effective during the Open Cart stage.

-

Recruit new Affiliate Partners

We also made our existing 3,000 Bootcamp Members aware that a launch was
coming and that firstly they would have access to the live calls and second they
could be involved in the launch as an affiliate partner. This saw over 300 new affiliate
partners sign up to promote the launch!
Your best affiliates will come from your own existing customers, so don’t forget to
ask! They are probably promoting it any way with word of mouth, they may as well
make a commission out of it.
I actually have this invitation in my autoresponder sequence. After someone has
been in the Bootcamp 8 weeks, I ask them if they want to be an affiliate. But I don’t
really follow up if they don’t sign up straight away. Definitely something I could do
better.
During this outreach, I asked them several times to sign up. Some people need more
than one reminder, so don’t stress about a few emails about it.

-

Warm Up Our List

The Money Bootcamp focuses on money mindset, money blocks and manifesting, so
we used our social media pages, blog and newsletter during the pre-pre-launch
period to focus exclusively on these topics.
We seeded key articles and encouraged affiliate partners to “introduce” me to their
lists using one of our proven popular blog posts. This process started to get our
followers thinking about the problems and opportunities that we were going to offer a
solution for during the launch.
For example - one article in the “pre-pre-launch” was “Will My Money Blocks Ever Go
Away?” because I wanted to emphasize to the Lucky Bee community that money
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mindset is something that you have to work on, no matter what stage of business
you’re in.

SEED THE LAUNCH - EVEN IF YOU DON’T KNOW ALL
THE DETAILS
Even if you don’t know all the details, you can get all mysterious and let your
audience know that something really exciting is coming!
We sent an email to our full list to make them aware that a launch was coming,
something we haven’t offered in 3 years, and to get them excited about the soon to
be revealed special offer. As Jeff teaches, we sent a short survey asking our list
about the challenges they are facing currently and what they would love to see us
launch or include in our next product.
Pro-Tip - We knew we would be sending a lot of email communication during the
launch period (over 30 emails but not all the full list) so from the Shot Across the
Bow email onwards during the launch we gave people the option of opting out of
launch related content. This were not unsubscribed them from our newsletter list but
it meant that they wouldn’t receive all of the Launch emails.
The same “Opt-Out” option was also included in our affiliate emails because we
knew that even though some affiliate partners love the Bootcamp and love promoting
us, the timing of this launch simply didn't work for some of them.

DO A QUICK INVENTORY OF MARKETING ASSETS
I have a LOOOOOOT of information on my site, tons of different opt-ins and
potentially a lot of conflicting information about the Bootcamp around my marketing.
This is the time to go through everything and to make sure you’re funnelling
customers into the right place.
Traffic to our website and into our Optin Funnels was going to increase during the
launch so we made sure we optimised our Optin pages as best as possible.
This involved reviewing landing pages, video content, autoresponders and ultimately
making it as easy as possible for a lead to join our mailing list.
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You could streamline your website, take things off temporarily and clean up your
blog. Just take note of everything you changed, so you can change it back
afterwards!

-

Develop Pre-Launch Content

Jeff Walker’s key strategy that supports the entire Product Launch Formula is using
pre-launch content as your Sideways Sales Letter to engage your potential
customers.
We underestimated the importance of pre-launch content and actually used some
existing videos and an existing funnel for this launch.
We knew that the “Free Manifesting Course” already worked well to engage and
convert new leads onto our newsletter list so we used the first 3 videos of this
content and shot a replacement 4th video to transition the viewer from manifesting to
money mindset and prepare our new followers for the Bootcamp LIVE launch.
Rather than re-record video, I did a voice-over and added slides.

Pro-Tip - Although it is sometimes difficult to find, it’s a great idea to try and work out
when other key people in your industry are planning launches to see if you can avoid
schedule clashes.
We didn’t have time to look into this, but are already putting together a full calendar
for 2017 planning out when we will launch and when we will support other partners.
One way to find out in advance when some people are having launches is to register
as an affiliate partner for their business.
Oh, and check out if anything BIG is happening during your launch, like, I don’t
know, A MAJOR UNITED STATES ELECTION (as a random example). Certain
times of the year can be really busy and distract your audience.

Stage 3: Pre-Launch
As you will know from PLF, the objective of the Pre-Launch period is to grow and
engage your list so they are ready to buy when you open your cart. We implemented
four main tactics during the PL period for Bootcamp LIVE:
-

Free Manifesting Course Pre-Launch Content
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Our four-video series on the Lucky Bitch Manifesting Formula was delivered over 6
days to new leads signups. As I mentioned, this was largely an existing piece of
content and funnel that we tweaked for this launch.
Since being involved in the PLF 2016 launch we have realised how much we want to
improve our pre-launch content for next year, and create something brand new. We
felt like a lot of people had already seen the Manifesting Formula course, so
something fresh will engage your audience more for sure.
Ultimately it worked this year by converting a large number of new leads, that then
converted to sales, however, both conversion rates would have been higher with
better quality and more targeted video content. This is the game changer that can
take our next launch well into 7-figures. Lesson learned!

-

Affiliate Leads Competition

This was the best investment we made during the launch. We offered a $1,000 prize
to the top affiliate that generated the most new leads during the 8 day PL period and
it resulted in over 5,000 new leads. That’s a pretty good return compared to
Facebook ads for example.
In total during the entire launch we added 10,114 new leads to our newsletter list
with more than half of them coming from affiliate partners.
Affiliates were invited to share the Free Manifesting Course with their community and
the videos were drip fed giving partners multiple opportunities to mail their lists.
Leads had to register to access the videos and the content was crafted to progress
them down a path towards money mindset work and the Money Bootcamp.
During the Leads Contest we kept affiliate partners up to date via a dedicated
affiliate page on the blog and we processed a lot of customer service requests giving
them support to track conversions and links.
Obviously the more partners you have, the more support you’ll need. Some people
don’t really know how to be an affiliate. Some people don’t know how affiliate links
work, or where to market. You could supply some basic Q&As or make training
videos.
Some affiliates will need more hand holding than others. Some will email you saying
that they forgot to use their link, can you still pay them? Others will really benefit from
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a few gentle reminders to market. Basically you’ll learn a lot from each launch that
you can add into your affiliate T&Cs for next time.

-

Facebook LIVE & Advertising

Throughout the launch but especially during pre-launch I did several Facebook LIVE
broadcasts about manifesting and money blocks. We also shared and promoted the
Free Manifesting Course across social media. This was supported by an additional
investment in Facebook and Instagram advertising to generate additional leads. We
used adverts to drive traffic to four areas:
§
§
§
§

Pre-Launch Content Optins (mostly the manifesting course)
Webinar Registration (we did two live webinars)
Sales Page Visits
Re-targeting of sales page visitors to convert sales

We spent about $10,000 on Facebook advertising, which is less than 2% of our
launch revenue and we would certainly increase this spend for the next launch.
This is also a low amount given that it was spent over about three weeks. We
worked with Victoria Gibson (www.victoriagibson.com) on our advertising campaign
and this helped keep me working in my zone of genius (Facebook ads confuse the
heck of me!), but also increased the reach a lot.
The investment paid off and generated about 1,800 new leads to our list, 1% of
which converted to sales (19 sales). This equates to a three times return on
investment - $30,000 in sales. This was a good result but for future launches we will
invest more and work to increase the conversion rate.
-

Testimonial Crunchers

This one is straight out of Jeff Walker’s playbook and should be completely credited
to PLF. We sent a very quick survey to our existing Bootcampers asking them how
the Bootcamp could be improved and requesting either a text or video testimonial.
We used some of these testimonials in our sales and promotional communications
during the launch but we certainly could have done more with these reviews and
endorsements.
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Testimonials and case studies is an area we definitely want to improve for future
launches similar how Jeff Walker had a page of 10 video case studies for PLF this
year.
We had hoped a large number of existing customers would do a video testimonial
that we could put into a YouTube playlist, but this didn’t happen. We didn’t give them
enough notice or reminders.
Next time, I’m planning to interview them myself and turn the videos into case
studies.

Stage 4: Open Cart
We opened our shopping cart with an internal email to our list and across our social
media platforms followed by releasing the sales page links to our affiliate partners.
We knew that 17 days was going to be a long time to have our cart open so within
the Open Cart stage we defined three further sub-stages with specific goals for us
and our affiliate partners. We tried to be as clear as possible when asking things of
our partners and offered tips and suggestions to best support their promotional
efforts. Each time you email your affiliates, you want a very simple call to action - like
“now promote this”. Because of how long the promo period was, that’s why we gave
them affiliate links to blog content, so they could warm up their audience with some
“non-salesy” emails.
One of the biggest takeaways for us from PLF was the importance of a powerful and
easy to understand Launch Story to underpin what we were doing. The Launch Story
is your way of drawing people in by explaining the product, why now is a great time
to buy and what they can get out of being involved.
At the start of our Launch our Story was not set and it evolved as we saw what was
resonating with our audience. The more we spoke about the value of the Bootcamp
LIVE opportunity as a way to reset your money mindset and get set up for an
abundant 2017, the clearer the story became and the better the response.

STAGE 4A: AWARENESS
The first part of the Open Cart stage, the initial 8 days, was about awareness.
Making sure that everyone in our community and via our affiliate partners was aware
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of Lucky Bitch, aware of the Money Bootcamp and knew that we had just opened up
the first LIVE round of the program in three years.
We normally sell Bootcamp as an evergreen product that people can join at any
time, so we knew we also had to do some education with our list to get them used to
the concept of a big and time-bound launch.
During this stage, I did an incredible 32 affiliate partner interviews to spread the
money mindset message and talk about our Bootcamp LIVE offer. We estimate via
our affiliate partners and these interviews our reach during the launch would have
been at least 5 times bigger compared to launching to only our own list.
However, this was a tough period and it took a lot of patience and belief. This was
because sales started SLOWLY and it was painful. We had a big dream and after
hyping up our Free Manifesting Course during pre-launch we opened on 11th
October pretty fired up.
Then…not a lot happened... and the doubt started to creep in. Sales were coming in
but they were slow, our daily sales rate was low… 6 some days, then 4, even as low
as 2 sales per day during the first few days of the launch.
I knew that the sales come in at the last minute, but Mark hadn’t been through a
launch before, so he started to panic… and then I did too.
On 18th October - the EIGHTH day of our launch, we sold ONE Bootcamp LIVE…
one. In the time some other people have opened and completed their big launches,
we felt like we could be stalling and our goals felt a long way away. The first 8 days
only generated 8% of our final sales numbers.
So hang in there, the majority of your sales really will come in the final 72 hours.
Pro-Tip - Don’t forget your existing clients. An additional side campaign we ran
within the launch was to a list of only 679 existing customers. These customers had
previously purchased a $197 product but had not upgraded to our premium program
the Money Bootcamp. So we created a 48 hour offer over a weekend just for this list.
This special offer gave them the cost of the product they had already purchased off
the price of the Bootcamp. A 48 hour offer, two emails and a list of only 679 resulted
in $27,946 in sales - at a conversion rate of over 3% - this was a great win while the
rest of our launch was only just warming up.
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STAGE 4B: ENGAGEMENT THROUGH WEBINARS
After the initial awareness period combined with our own Facebook advertising we
used a live webinar to engage both our new and existing followers. The Mindset
Reset webinar further supported our launch story about me being a reluctant hero
(one of Jeff’s key story archetypes), stepping up at a time when people were having
a crappy year and offering a LIVE round of the Bootcamp for the first time in years.
The webinar was extremely successful. The subject obviously hit a cord and over
6,000 people registered, and half of them joined the live broadcast (which was um…
crazy). My first ever webinar had ZERO people by the way. Then eventually I had
maybe 10-30 people, and it grew from there. DO NOT GIVE UP. Each webinar is a
practice for the next one.
On the webinar, I shared some of the tools I teach in the Bootcamp, for example EFT
(emotional freedom technique). There was a deep emotional connection and strong
shifts in energy and mindset around money, self worth and acceptance. This gave
the audience a taste of what they could experience with my help.
Don’t be afraid to tell people your tools. They will still be motivated to work with you
further, and in fact, your generosity will only make them feel better about investing
with you.
As well as being an amazing experience and an opportunity to engage 3,000
women, this webinar allowed us to create a “conversion event” in the middle of our
launch. With such a long open-cart period we needed to create some spikes in sales
by offering new content and time-sensitive bonuses.
At the end of the call I talked about Money Bootcamp LIVE and offered that anyone
from the call that joined the Bootcamp in the next 24 hours would get an extra
special bonus.
It worked. The webinar was about giving and connection but it also generated about
$70,000+. This webinar bonus (an invite to the Launch Secrets Webinar) with a
deadline helped convert 40+ sales and gave us another spike even though we were
still over a week out from our cart close date.
To be honest, I think I could have done better in my webinar conversion. I’ve never
really taken any sales training, and I know that being live with 3,000 women should
have had a better conversion. There’s definitely an art to selling on a webinar, and
I’m always a bit too casual on mine.
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But for engagement and good-will - it was a winner!
It got our community talking and allowed us to follow up with a second webinar, this
one more focused on money blocks and the Money Bootcamp. This second webinar
took place 3 days before the cart close, so there was a bit more urgency.
There were around 2,000 people involved and I talked about money blocks to
specific industries (which was a lot of fun) and answer questions about the
Bootcamp directly. Jeff Walker calls it giving the ownership experience - what it is
like to own and experience your product and the benefits it could bring.

STAGE 4C: CLOSE
This is a big one, although the close was only the final 3 days of our open cart
period, we knew we had to nail this because it is when the majority of sales come
through. You have sowed the seeds and it’s time to harvest your sales.
This is also when you will send the most of your emails and you need to embrace
being visible and asking for the sale. I know this is difficult for most women but you
have to believe in the power of your product and not chicken out.
The pending deadline makes the difference and the majority of people wait until the
last minute to make their purchase. There are a wealth of close techniques and a
detailed email schedule in the Product Launch Formula modules which we won’t go
over again but here are a few additional tricks we implemented to support our
launch:

-

Money Back Guarantee & Payment Plan

We found that two of the most common objections to purchasing were doubt about
whether the program was for them and concern about affording the investment.
Unless someone is sure that Bootcamp is for them, we never push them and if they
aren’t in the right financial position to commit we also don’t recommend going into
debt to join. It’s too much pressure on them to recoup the investment, and way too
much pressure on you to deliver to someone who feels panicky and stressed.
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However, during the launch and especially during the close we made sure that all
potential new members understood that we offer a 60 day money back guarantee
and a 5 part payment plan to help make the Bootcamp more affordable.
These two features were clearly explained on the sales page and communicated to
people enquiring about joining the program on the customer service chat.
Both features definitely helped our conversion rates. But you have to have integrity
about the money back promise, if someone buys the Bootcamp and genuinely is
unhappy or unsatisfied within 60 days, we simply refund them - no questions asked.
We are not triggered by it, we know it is part of being in business and we would
rather refund someone and have them feel comfortable than risk our reputation. We
expect a refund rate of 3-4% in the 60 days following this launch.

-

Incentivise the “Full Pay”

We offered two payment options during this launch - one payment of $1497 or 5
monthly payments of $349.
Normally the payment plan is our most popular option but there is clearly a downside
- we don’t all of the money up front and although customers pay approximately 15%
more than the full-pay option people do default and we lose revenue from failed
payments.
It also takes additional customer service effort (and cost) to chase up payments.
Therefore we decided to incentivise the “Full Pay” option to reward customers who
pay up front. We simply provided instant access to some of the key bonuses
included in our offer versus payment plan customers who would have to wait for
access to the secondary bonuses.
This may not sound like a lot but it worked - 66% of our sales during the open cart
period were Full Pay which was critical in securing money up front to support our
manifesting goal. Our launch generated $753,570 in sales and we received
$417,242 of this revenue during the month of October. The rest of the revenue will
come in via instalments over the next 4 months. This was a very simple tactic that
increased the performance of the Full Pay option by 50%.
Remember, people like bonuses!

-

Live Chat
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For the first time during a launch we implemented a Live Chat feature on the sales
page. Our customer service staff as well as me Mark manned the live chat at
different times during the launch and were able to engage with and answer client
questions directly - this definitely helped us close more sales.
We had canned responses for common questions and set up the chat feature to pop
up for anyone that spent more than 5 minutes on the sales page. The most common
questions were about the payment plan, money back guarantee and suitability for a
client’s industry. Some people just have a quick question but it’s easy for them to
forget and get lost.

Stage 5: Post Launch
Normally the post launch period involves celebrating, sleeping and dealing with
enquiries or refunds. (Except if you have kids, and then it’s just business as usual).
After our cart closed we certainly did all of these things, plus we made sure we
thanked our list and our affiliate partners for their support during the launch, and tried
a few new ideas…

-

Launch Stacking

Another one from Jeff’s playbook - we immediately started thinking about how we
can carry the momentum of this launch into future launches, new products and
affiliate promotions. This led to us running a significant affiliate promotion for Product
Launch Formula. We also started to capture the learnings from our October launch
to improve future projects and we re-assembled our original sales funnels and optins
by removing mentions of the launch and Money Bootcamp LIVE.

-

The Downsell

There will be a large proportion of your list that are engaged and want to work with
you but it simply wasn’t the right time for them to commit to the product you offered
during the launch.
This is where the downsell can come in to generate some additional post launch
sales and win over more leads!
At the right time after the launch you can offer a smaller, cheaper product to your full
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list as an option for those that could not buy during the main launch. We will be doing
two downsells following this launch, one for Cyber Monday and one as we approach
Christmas and this could result in a six-figure boost to our overall launch
performance and a nice revenue kick to close out the year.
Pro-Tip - The Secret Cart Re-Open
This post launch tactic was one of the best things we did during the launch and it
was super effective. This strategy alone boosted our revenue by more than 20% - an
extra $200,000 including $127,000 on one day!
You may remember that our launch deadline was Thursday 27th October and all of
our communication during the launch was encouraging people to buy before this
date. We used a discount as a motivator and after the deadline the $500 off Early
Bird price was no longer available.
The secret that you may not know about is that after the main deadline, we went
back to everyone on our list that had visited the sales page but not purchased and
gave them a special last chance offer.
I was unsure how successful this would be… I figured that those people had plenty
of time to buy before the deadline and they had simply decided not to. Buying after
the deadline was going to cost them $500 more so I thought we would get a few
more sales but not a lot.
So, we RE-OPENED the sales cart for 48 hours only to a list of about 3,000 people
and… it went nuts. The special offer was the opportunity to buy the Bootcamp on a
10 part payment plan of $197 over 10 months, (yes more than people paid before
the deadline). This made the Bootcamp even more affordable and gave the
undecided leads a reason to jump in.
There is an honest reason why we don’t normally offer the 10 part payment plan and
that is because the extended payments take way more admin and the default rate is
a lot higher, we know that the default rate will be higher than normal with these
approx. 90 customers but as a final sales push to a smaller engaged list, it was worth
it.
It was a pretty simple job to revise the sales page, re-open the cart and send a few
targeted emails and…. an awesome post launch spike in sales.
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Stage 6: Delivery
Once the launch is completed, it is important to stay focused on the delivery. I’ve
seen many entrepreneurs make big promises about webinars, competitions or
bonuses during a launch and then simply not deliver - sometimes because they
underestimated the amount of work that goes into creating these bonuses. Other
times because they are shady. Also - because they are TIRED. Launching is
exhausting, so be careful that you can deliver what you promise.
Otherwise, this will lead to dissatisfied customers, higher refund rates and will hurt
future launches. Make sure you deliver on EVERY promise you have made to your
list during a launch and focus on quality to make sure you minimise refunds. When
our launch and PLF promotion finished we had to keep hustling to produce this
Playbook and ensure we delivered while also preparing for our November and
December promotions.
A common mindset mistake is OVER-DELIVERING and I’m no exception to this.
Originally I’d planned to do 6 live calls during Bootcamp LIVE but ended up doing 15
calls to ensure people from different time zones could get access and have their
questions answered. The good news is that I love doing the live calls, and it’s way
easier for me than creating bonus courses or writing new content. So, it’s okay to
over deliver. Just make sure you can get it all done.
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ONE OF THE DOWNSIDES OF
LAUNCHING.. UNSUBSCRIBES
Massive amount of unsubscribes….
Actually – no. Just normal amounts of unsubscribes.
The truth is – every time you send an email, you’ll get people leaving your newsletter
list. And although you’ll want to grab hold of their ankles as they walk away and
scream…
WHY ARE YOU LEAVING MEEEEEEEEEE……..?
The best thing for you (and your dignity) is to let them go. It’s not personal.
There are many reasons why someone unsubscribes during a launch…
They are annoyed at the number of emails you’re sending
They don’t want what you’re buying
They are SHOCKED, DISAPPOINTED and even ANGRY that you’re selling them
something. Yep - be prepared for some really pissed off emails.
They’re just not that into you.
Either way, it’s not really your business. It’s totally okay for someone to decide that
they’re not a fit for you anymore and declutter your emails out of their inbox.
But for some reason, for many female entrepreneurs, each unsubscribe feels like the
worst kind of break up. Like a personal rejection.
Unsubscribes are an unavoidable and inevitable part of doing business (unless you
never send any emails ever), and they’ll follow a pretty predictable pattern. Usually,
every time we send an email or a normal non-launch newsletter, we’ll lose around
1% of our newsletter list.
Knowledge is power when it comes to average statistics.
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If you have 1,000 people on your list, you’ll get on average 10 unsubscribes each
and every time you send an email. Even if you’ve giving something away for free.
Even if it’s the most giving, unselfish email ever. And it feels unfair, but it’s just the
way of doing business.
During a launch when we’re sending LOTS of emails, the unsubscribe percentage
could go up to around 3%. Ours was around 2.7%.
Again, if you have 1,000 on your list, you might lose 30 people for each “salesy”
email you send.
Does that mean you should never send sales emails? NO! Just know it’s going to
happen and that’s okay. What you’re selling might not be a fit, and that’s okay.

Our unsubscribe stats
For the 5 week launch period, we added 10,114 new contacts, taking the list past the
60k mark. During the launch we had 1,427 unsubscribes. That hurts right?
Not really. I know what’s normal and as long as we’re staying around those
averages, we honestly don’t pay too much attention anymore. It’s gonna happen
regardless!
Here’s some Denise-style truth. If you can’t handle one unsubscribe, then you’re
probably not going to be able to build a big list. If you’re too scared to send emails in
case someone unsubscribes (spoiler alert – they WILL), then you won’t have the
opportunity to serve the much bigger proportion of people who WANT to hear from
you.
That’s not to say that unsubscribes are FUN. I’m not like “bye bitch” every time
someone leaves my newsletter list. First of all – I don’t punish myself by following it
too closely (because I know it will follow a statistical pattern, so why focus on it?),
and secondly, I try to be compassionate. I unsubscribe from things all the time to
declutter my inbox and it’s not personal.
Turn OFF the unsubscribe notifications. What you focus on grows in importance.
Why track something that is out of your control and statistically predictable? Get
notifications on sales or new prospects, NOT the amount of people who are (for
whatever reason) leaving your list.
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Also, don’t stress when people don’t read your emails. Our open rates during the
launch ranged from 15-40%. When they are ready people will read your emails and
click your links - the stats play out and even with more than 50% of our list not
opening our emails our launch was still a big success.
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SALES STATS
If you like stats you will love this section of the Playbook, here we are going to reveal
some of the key sales metrics from during the launch to show when sales came and
and how we boosted sales at key points during the launch.
Over the 20 day period from 11th to 31st October we averaged around 20 sales per
day but these were certainly not spread evenly. Here is a chart showing our
cumulative percentage of sales over time with key milestones and sales events
marked.

Some key takeaways:
§
§
§

§
§

Excluding the upgrade of existing customers, the first 8 days generated
only 8% of new sales - it starts slow - hang in there.
The middle 3 days of our launch delivered a boost of 10% driven by the
first webinar and webinar bonus
65% of our sales came over the 4 days made up of the last two days of the
cart open plus the 48 hours of the cart re-open offer. 32% of sales came
on 27th October.
The secret re-open boosted overall sales by more than 20%
We had 20 days with sales in excess of $20,000 including one huge
$200,000 day (final day) and one $100,000 day (cart re-open) but we also
had one $1,000 day!
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AFFILIATE RESULTS
As you know, engaging and working with affiliate partners to maximise the reach of
our launch was a core component of our strategy. The investment in affiliate
communications and in cash bonuses worked like a charm!
Around 50% of our sales came from affiliate partners - yep 50% and because we pay
50% commission on each of these sales it means about 25% of our revenue will be
paid our in payments to affiliate partners. It’s so awesome that we can write affiliate
commission cheques to nearly 80 partners for commissions and bonus payments
totaling in the region of $150,000. What a brilliant way to share our abundance and
reward those the people that supported our launch.
We know this can be a lot higher for future launches. We will improve our pre-launch
content, improve our sales page and shorten the open cart period - all of these
things will drive higher conversion rates for us and our partners in the future.
You might get a little worried about paying out so much to affiliates, but it’s almost
always cheaper than spending on advertising, and you pay the money only after you
generate the sales, not before like with advertising.

Email swipe file
Separate to this launch playbook is the swipe file of ALL the emails we sent through
the launch period, plus all of our affiliate communication too.
Please don’t copy these word for word. We’re providing them so you can see how
much communication goes into doing a launch. You’ll also see how repetitive they
can be. First up, not everyone reads every email you send, and you’ll see that
people don’t read your emails too closely, so you have to spell things out.
I always want you to see how persistent and brave you have to be when sending
emails. Get over the thoughts of “I’m bothering people” or “I can send ANOTHER
email”.
Yes you can, and you should. Your customers NEED to know what you’re offering,
and without your reminders, they might forget or get distracted.
Be brave and SEND THOSE EMAILS!
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ADDITIONAL RESOURCES
If you are planning a launch in the coming year the following resources may be
helpful:
Money Bootcamp
Jeff Walker’s Product Launch Formula
Blog - My Worst Launch ... 3 big mistakes
Blog - Revealed: Our first ever $1M launch! 7 Tactics to hit 7-figures
Blog - Launch Review: My $841,003 Launch. Half the work and double the profit
Blog - 5 Ways I Improved My Launch
Blog - I Hate Launching. Here's Why I Still Do It
Blog - Our Unsubscribe Rate, Big Goals & Giving Back - 3 more launch lessons

Our wishforyou!
As you go through PLF, Mark and I sincerely wish that you have an amazing
launch, and grow in both confidence and expertise in your business.
Launching has created a lot of abundance for our family, and it’s so worth it to
push past your blocks and resistance.
People need what you offer! YOU CAN DO IT!
Xx Denise & Mark
Copyright & Confidentiality
All information in this Launch Playbook is copyright of Lucky B Pty Ltd and not
for reproduction or distribution. All strategies, tactics and stats pertaining to our
launch are confidential and we trust that this document will not be shared without
Lucky Bee approval.
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