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If you can Tie Your Shoes, You Can Teach an Online Course 

Everyone knows something. 

 

And nobody knows everything. 

 

Therefore, you know something someone else doesn’t – and that’s valuable! 

 

It’s a common misconception many people have: “If I know it, other people must 

know it, too.” But that’s not always true. Today, we’re going to give you a few good 

reasons why you should share your expertise by creating an online course. 

 

But first, a little exercise. 

 

Think of three basic things you know. 

 

Not necessarily “marketable skills” – just straightforward, seemingly unimpressive 

things you can do. 

 

Have you got three? 

 

Here are just a few examples of what you might know: 

 

1. I know how to tie my shoes 

2. I know how to drive a car 

3. I know how to use an iPhone 

 

Seems pretty rudimentary, right?  But not everyone knows this kind of 

commonplace knowledge. Young kids can’t tie their shoes. People without a driver’s 

license or learner’s permit can’t drive a car. Someone with no experience using Apple 

products doesn’t know how to use an iPhone. 

 

Think of three MORE things you know.  

 

Let’s aim for knowledge that is slightly more complex, but it still doesn’t have to be 

something you’d list on your resume. Go ahead and think. 
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Not so hard to come up with three more, is it? Maybe you thought of something like: 

 

1. I know how to whistle 

2. I know how to put in my contact lenses 

3. I know how to start a conversation at a party 

 

Certainly not everyone has these abilities. You can bet there are quite a few people 

who want to learn how to whistle, or insert their brand new contact lenses more 

easily. And although starting a conversation might not seem that skillful, take notice 

of all the wallflowers the next time you go to a party. Small talk can be a big hang-up 

for a lot of folks. 

 

Challenge time! 

 

Rack your brain, and think of yet another three things that you know. This round, try 

to come up with expertise that is even more unique to you. 

 

You probably DIDN’T come up with the following examples, which is great. It means 

you’ve got some specialized skills and information up your sleeve. 

 

Did you come up with any of these? 

 

1. I know how to use the leg press at the gym 

2. I know how to program the time on my Jeep’s dashboard clock 

3. I know how to make really good vegan pizza 

 

Whatever you thought of, it’s proficiency that you possess that not everyone else 

does. And you just established NINE concepts that you could be sharing with the 

world. That’s just the starting point – think of the hundreds of other things you know, 

from simple to complex. 

 

So why communicate this knowledge by creating an online course? 

 

There are 7 reasons to create an online course: 

1. Help improve people’s lives 

2. Create a community 

3. Generate income 
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4. Pursue your passions 

5. Build a legacy 

6. Anyone can do it 

7. You have something to offer 

 

1. Help improve people’s lives 

 

People want to learn the kinds of information you have to offer. You can teach them. 

Whenever you help just one person learn something new, you’re contributing to the 

world’s collective intelligence. You’re making a positive, important impact.  

 

Who doesn’t want to make the world a better place?  You can help someone solve 

his or her problems, and be a powerful influence in their lives by helping them at a 

time when they need a hand.   

 

Think about it - there have been plenty of times when you’ve learned new things - 

like when you got your first kitten.  Who knew there were so many types of cat 

food?  Is there really a difference between the $8.99 and $13.99 kitty litter?  Can my 

kitten overdose on catnip?  Where will little fluffy sleep?  In this case a “how to 

make your kitten feel at home” course would have been perfect for you. 

 

But if you’ve had cats for years, and that’s assuming that you’re not the resident 

crazy cat lady, then chances are you have all of this knowledge that you don’t even 

think about.  You just simply know what to do in any situation.  When you’re the 

expert, you can fast-track the learning experience for newbies. 

 

And if you’re not into cats, the same is true for puppies, children, running, cycling, 

golf, tennis, piano, guitar, home remodeling, and fishing.  There are any number of 

places where you can share your knowledge and teach a course. 

 

Basically, if you know ANYTHING, from the most boring fact to the most obscure 

skill, the question isn’t “why share it?” It’s “why NOT share it?” 

 

2. Create a community 

 

Without question, the Internet has made the world a smaller place. It used to be 

difficult to find like-minded people with similar interests, but not anymore. 
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Gone are the days of going to the library and hoping you’ll bump into someone else 

who is also checking out a book on model airplanes.  Or browsing the yellow pages, 

and hanging out at every hobby shop in town, even if it’s three towns over.  Or 

scouring the newspaper to try to find other people who might be selling a model 

airplane, so that you can make a connection.  The internet has changed the way 

that we connect. 

 

The entire world is now in your backyard. 

 

Imagine if you had to find 500 people geographically nearby who are interested in 

learning how to rebuild a tractor engine. It might be impossible. Even if you live in a 

farming community, there may not be 500 people in the area who need to know this 

particular skill. 

 

But imagine finding 500 people across the entire Internet who need to know how to 

rebuild tractor engines. Very possible, now that geographic limitations are no longer 

in the way. 

 

Imagine you live in Boise, Idaho. There's a good possibility that someone in Houston, 

Texas or Melbourne, Australia could benefit from your expertise. Imagine the world 

is your customer and all you need is the internet to make the connections and get 

eyes on your course. 

 

No matter how odd the subject matter, you can find people online who are 

enthusiastic about it. You can build a community around your interests, helping bring 

together different people from disparate places in search of the same expertise. 

 

3. Generate income 

 

It’s a simple fact of life: money makes the world go round.  And in some form or 

fashion, each of us needs to do something to earn money once we move out of our 

parent’s house.   Selling an online course is a great way to make a little extra 

money.  And it’s also a legitimate business venture.  Online education is a massive 

industry and specialty education is growing faster than ever before.   

 

But can’t people find all of this information on the internet for free?  Yes, quite 

possibly.  But that may take them forever.  And some people will never buy your 

course.  But for a lot of people, they prefer to be led by the hand, and have someone 
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who knows what they are doing lead them through the process and teach them what 

they need to know.  So they are paying you for your experience, and you are 

curating information for them.  They don’t need to sort through pages and pages of 

search results.  Instead, they simply need to follow along with what you are 

teaching. 

 

There is VALUE in what you know. Although spreading information is our main goal, 

monetary gain is a natural outcome. 

 

Think of the 500 people we just talked about. If each of those people paid $30 for 

your course, that’s a total of $15,000. 

 

If only 100 of those 500 people bought your course at $30, that is still an additional 

$3,000 of income.  Yes, you’ll have to pay taxes on it - but think of what you could do 

with the extra money:  Take a vacation - pay off some bills - buy a nice gift for 

yourself or someone you love -  go on a shopping spree - donate some to your 

favorite charity .  The possibilities are literally endless.  

 

Now imagine if your 500 customers bought a membership and each paid $30 a 

month to continue to learn from you. When you do the math - it will blow your 

mind.  That’s $180,000 every year.  Yes - it’s well over six-figures and more than 

most people make in a year.  This number might sound crazy, but in reality, many 

people create courses and programs that sell for well over $30 a month, and have 

many more than 500 users.   

 

If you’re new to the world of online courses, it’s perfectly natural to be reading this in 

disbelief.   It seems too good to be true.  And yet, this is the new reality of how 

online courses work.  Whether you’re selling a course for $30, $100, $500 or even 

$2000 - the customer that you’re serving will find value in what you’re 

teaching.  Obviously, you can’t be a complete charlatan.  If you’re selling snake oil - 

it won’t be long until everyone knows that you’re a snake oils salesman. 

 

The money that you make from selling your course is called passive income, which is 

defined as revenue you continue to receive with very little work required to maintain 

it.  You do the work upfront, and then continue to be rewarded as customers 

purchase your course 
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4. Pursue your passions 

 

If you build an online course and establish a community around it, you can sell it 

forever and bring in passive income. The main benefit? No, not money. It frees up 

your time. 

 

Think of what you could do with that time: 

 

1. Spend it with family and friends 

2. Travel 

3. Learn things you’ve always wanted to learn 

4. Do things you’ve always wanted to do 

5. Chase your dreams 

6. Build new skills that you can teach to more people. 

 

With the freedom of time, anything’s possible. 

 

5. Build a legacy 

 

When your course is filled with evergreen information (that’s always relevant and 

always in demand), your course and your community can live on even after you’re 

gone. 

 

Think about someone like Dale Carnegie. His YMCA public speaking course of 1912 is 

now a global leadership training empire. Or Maria Montessori, who developed 

educational training methods in 1897 that continue on in Montessori schools around 

the world. 

 

6. Anyone can do it 

 

This might be the most important point of all. 

 

Virtually anything can be learned on the internet today. Before you would have to 

search libraries, go to college, get your Master’s degree, take an in person course to 

become knowledgeable enough for the subject to be valuable for you. Not the case 

anymore 

 

Anyone can participate in teaching what they know. Older generations and younger 
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generations have so much to teach each other. People of all genders, races, religions, 

sexualities, languages, geographic locations, and skill sets have something to offer. 

 

7. YOU have something to offer! 

 

It’s true. You have knowledge! Knowledge that other people don’t have and WANT to 

have. Value your knowledge enough to share it with the world. Your online course 

can expand minds, create community, and make great things happen. 
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Finding A Successful Niche 

Success is multi-faceted, with so many factors that can make or break your business. 

But there’s one factor that’s underappreciated…and super important. That’s the 

ability to LASER FOCUS your product niche. 

 

Pretend, for a moment, you’re at the doctor’s office. You’ve been told you’ll need 

extensive open-heart surgery. Uh oh. 

 

Would you expect your General Practitioner to perform the surgery? Of course not. 

That’s what specially trained heart surgeons are for. 

 

Even your surgeon isn’t planning to do every task at your surgery. There will be an 

administrator at the front desk when you arrive to help you fill out paperwork. There 

will be one nurse to put in your IV, and another to assist during the procedure. An 

anesthesiologist will make sure don’t feel a thing and that you wake up afterwards. 

(Yay!) Everyone has their role to play. 

 

And so do you! 

 

In the business of online courses, your role is to teach about a specific topic that 

you’re passionate about. It’s your job to be the expert in one area, just like the 

surgeon’s one job is to fix your heart. And it’s your job to build a community — a tribe 

— that’s engaged and excited about what you have to offer. 

 

After a Niche, then what’s next? 

 

After you’ve chosen what you’re going to teach, then you need to get really specific 

about it.  Let’s run through an example.  So you are a fitness person and you want 

to help other people be healthier.  That’s great, but it needs to be more specific.  

Are you going to teach about healthy eating, exercise, or cooking?   After choosing 

exercise, you still need to be more specific.  Is that weight-lifting, running or yoga?  

After choosing yoga, you still need to be more specific.  Is it yoga for first-timers, 

yoga for new moms, yoga for runners, or yoga for instructors.     And so it goes.   

Choose something, be more specific, then more specific.  It’s a lot easier to create a 

course on yoga for new moms than it it to create a course on being healthier.    
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If you get stuck, go to the internet and check out Amazon.  They have lots of 

categories and sub-categories and sub-sub categories.  This will serve as inspiration 

and a guideline for what is possible. 

 

How do I go from a book to a course?  

 

If you have a book that you’d like to turn into a course, you already have a niche, and 

simply need to decide how the book and the course are going to align.  Will they be 

related to one another, or will they be completely independent?  

 

As you look at the book’s table of contents, think about the zoom lense on a camera.  

You have a choice - you can be super-focused and narrow in on any of the topics (or a 

combination of topics) or you can zoom out and talk about the bigger picture.  The 

best way to decide is based on the feedback from your customers. 

 

Sometimes a course will be on the next logical step.  For example, an Children’s 

psychiatrist who has a course on newborns may next create a course on toddlers.  A 

runner may create a course on how to run a fast 5k, then how to run a fast 10k, 

followed by a half-marathon and finally a marathon.   A dog trainer may have a 

course on puppies, followed by obedience commands, followed by dog tricks and 

then caring for your elderly dog.   A cook may have a cooking course for grilling 

out, followed by how to make the best bbq ever, and then decide to create 

something that specializes in salads.   

 

Don’t worry about the competition.  If there are other people that are also teaching 

similar topics - it means that there is a market for what you want to teach.  

Regardless of where you start out, it’s very important to actually get started.  The 

first time is always the hardest, and it gets easier as time goes on.   
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There are Five Core Concepts to creating an online course. 

 

• Core Concept #1 : The Concept of Customer Research 

• Core Concept #2: The Concept of Evergreen 

• Core Concept #3: The Concept of a Syllabus Outline 

• Core Concept #4: The Concept of Scheduling Dripped Content 

• Core Concept #5: The Concept of Tiered Pricing  
 

Core Concept #1 : The Concept of Customer Research 

 

To develop a high-performing product, you need to have insight into your 

customers: 

 

• Who buys your main product? 

• What kind of person are they? 

• What do they want? 

• What can you create and offer that will fulfill their needs? 

 

Here are a few ways to get you started collecting insights about your buyers. 

 

1. Create a customer avatar 

 

Get inside your customers’ heads by building an avatar.  

 

Ask yourself some demographic questions to get going:  

 

• Is your primary customer a man or a woman?  

• How old are they?  

• Where are they from?  

• What is their lifestyle? 

• Where do they work? 

• What type of job do they have?  

• Did they go to college? 

• How do they spend their free time? 

• What are their hobbies? 

• What is their favorite food? 

• What is their favorite music? 
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• And add more questions of your own. 

 

Then go a little deeper and add a psychological profile.  

 

• What are they proud of? 

• What is their biggest challenge? 

• What makes them happy? 

• What makes them frustrated?  

• What drives them to take action?  Are they moving toward a goal, or away 

from a pain? 

• What need in their life does your core offering fulfill?  

• Is this a physical, mental, emotional, financial, or educational need?  

• How else do they fulfill this need? 

• After your core offering has helped them fulfill that need, what other 

(related) needs remain?  

• How else can you help them or provide value? 

 

2. Survey your customers 

 

Surveys are an amazing tool to find out what your customers want, right from the 

source. It’s easy to email all of your existing purchasers with a link to an online survey 

with a few simple questions. 

 

Start off by asking them which topic from your core offering they want to learn more 

about. You can include a drop-down menu in case they don’t recall the topics. Then, 

ask a broad strokes question like “what’s the biggest challenge in your life right now?” 

to see what they want help with. End the survey with three potential complementary 

product descriptions and ask which one they would most likely buy. 

 

If you get a low response rate with an email survey, don’t hesitate to hop on the 

phone. Create a short list of people you think best represent your typical customer 

and give them a call. Start with the same questions from the email survey, but be 

prepared to let your customers direct the conversation. The most important thing 

you can do at this point is listen. 

 

3. Stalk your customers 

 

No, not in a creepy way! This is a helpful exercise because methods #1 and #2 above 
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rely on your customers giving you accurate information about themselves. And 

sometimes, that’s hard for people to do. They might not know what their issues are, 

or what products they’d be interested in. Sometimes, you can glean the truth about 

your customers by seeing what they’re up to in their everyday lives. 

 

All you have to do is look for them wherever they might be expressing themselves 

publicly online. Then, you can interact with them, or just observe. 

 

Where do you find your customers?  Facebook, Twitter, LinkedIn, Instagram, 

Pinterest, Message boards, Facebook groups, Reddit, Amazon book reviews, blog 

post comments, meetup groups, industry associations, and anywhere that people 

congregate.  Read through the comments that they make.  List what they love and 

hate about other books, courses and products.  You’ll be surprised at what you learn. 

 

Learning about and listening to your customers is the #1 way to ensure you’re 

creating a product that they’ll absolutely love. 

 

Now it’s time to sit down and evaluate the information you’ve gathered.  

 

Consider the following:  

 

• What trends do you notice?  

• Are a lot of people mentioning the same things?  

• Are they interested in a particular topic? 

• What problems do they want solve? 

• What are they excited about? 

• What do they need help with? 

• What would make their lives better? 

 

Pay attention to these trends, and use them to develop some initial ideas for your 

new product. 

 

Core Concept #2: The Concept of Evergreen 

What is Evergreen, and why is it important?  

 

You talk a lot about evergreen here and then go into tons of detail about it and all the 

detail is good – but if the major concept from the book is how to turn an ebook into a 
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course, I would be like “why are we talking about evergreen” – I think it just needs to 

be tied in more . 

 

A landscaper gets a call from a new client who seems to know exactly what she 

wants – some azalea bushes to look at from her home office window. But the 

landscaper has some questions before moving forward: 

 

“How much work are you willing to invest in maintaining your landscaping?” 

“How many days of the year do you want to see it in bloom?” 

“How large would you like your landscaping to grow?” 

 

With those questions, the client realizes that she doesn’t want azaleas at all. 

Although they’re pretty, they require frequent pruning, watering, and fertilizing. 

They won’t grow as large as she wants. And they only bloom in the warmer months, 

while she needs something green to lift her spirits during the cold, dreary days of 

winter.  

 

Instead, the landscaper recommends pine trees that will require less maintenance, 

will grow taller, and will stay green and beautiful all year round. (No offense, 

azaleas.) 

 

The power of evergreen: create once, sell forever. 

 

The concept of “evergreen” extends beyond nature and into business.“Evergreen 

content” is information that is always useful and always in demand. Like the pine 

tree the landscaper recommended, it requires a minimum amount of maintenance 

from you, it is always fresh (“green”), and it has amazing growth potential. 

 

It’s also: 

 

Consistently sought after 

 

People are searching online for evergreen information like “how to tie a tie” or “how 

to boil an egg” every hour of every day. 

 

Ready when your customer is. 

 

Like a flower that only blooms in spring, evergreen content isn’t launched and 
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re-launched seasonally – it’s continuously available. 

 

Timeless 

 

Today or five years from now, people will be wondering “how to close a sale” or “how 

to change a flat tire.” Evergreen information has no expiration date. 

 

4 reasons to create your own evergreen product 

 

Anyone and everyone who has useful, in-demand information to share can build and 

sell their own evergreen product. But why is it a smart investment? Here are four 

compelling reasons: 

 

1.  Built-in market 

 

There will always be a market for evergreen information. Will there ever be a time 

when people won’t need to know “How to get a passport” or “How to communicate 

effectively by email”? Probably not. If you’ve got material that’s relevant, customers 

will find it. 

 

2.  People will pay for it 

 

Why do people still buy cookbooks? Millions of recipes are available free online. But 

when people want tried and true information, they’re willing to put their money 

where their mouth is – whether it means a published cookbook or a recipe website 

subscription 

 

3.  Saves you time 

 

Let’s say you’re part of an award-winning string quartet with a niche following. 

Which is the best use of your time: 

 

Planning, marketing, and launching a 3 month national tour of live concerts that take 

you far from home. You’ll have to continue re-launch the tour each year if you want 

to bring in additional income. 

 

Or: recording, marketing, and releasing an iTunes album that any of your fans, 

wherever they live, can purchase from now until the foreseeable future. 
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By making the album (the evergreen product) instead of committing to the tour, 

you’ll open yourself up to more customers and save valuable time. Time that you can 

put towards rehearsing new pieces or planning your next album. 

 

4.  Your product will last…forever. 

 

If you created an information product that outlined how to set up your new 

Blackberry, well, you’re out of luck. Instead, ensure your product’s staying power by 

harnessing the perennial demand of evergreen content.  

 

You’ll be able to create a single product, launch it once, and sell it forever. 

 

Core Concept #3: The Concept of a Syllabus Outline 

Have you ever watched the TV show Hoarders?  You know, the one where people 

can barely walk through their houses because they have so many random things 

collected and piled up?  The houses have no organization - and it’s completely 

overwhelming to even begin to imagine what’s all being stored in the house.  Well, 

when it comes to an online course, it’s your responsibility to make sure that things 

are organized and that your material is not all jumbled up.  In order to learn 

effectively, people need stuff organized.  The table of content rules the world, and 

in education, the table of contents is the syllabus. 

 

Just like in a college classroom, the syllabus outlines what you’re going to teach, and 

should follow a natural progression where one topic builds on another.  Start with 

the simpler concepts and then move into the more advanced topics later in the 

course.   

 

Not sure where to start when creating a syllabus?  Here are some pointers. 

 

• Chunk out your content. Break it up into big sections where everything is 
related 

• Use an outline format.  Part 1, Part 2, Part 3, etc 

• Then for each area, break it down into three or four more sub-topics.  Keep 
the content digestible, and don’t put 4 hours of video in one section.  While 

watching block-buster movies back-to-back may be great - trying to do an 

all-night cram session with videos will not help your students learn. 
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• Create homework to go along with each general topic. 

• Consider how your schedule relates to the content.  Will there be new 
content daily, weekly, or monthly.  Maybe your students will be self paced. 

 

Here’s an example of a syllabus, so you can use it to model your own course. 

 

• Welcome & Introduction 

• Part 1 - Big Topic 1 
o - Part 1 - Sub-topic 1 

o - Part 1 - Sub-topic 2 

o - Part 1 - Sub-topic 3 

o - Part 1 - Sub-topic 4 

• Part 2 - Big Topic 2 
o 2.1 - Part 2 - Sub-topic 1 

o 2.2 - Part 2 - Sub-topic 2 

o 2.3 - Part 2 - Sub-topic 3 

o 2.4 - Part 2 - Sub-topic 4 

• Part 3 - Big Topic 3 
o 3.1 - Part 3 - Sub-topic 1 

o 3.2 - Part 3 - Sub-topic 2 

o 3.3 - Part 3 - Sub-topic 3 

o 3.4 - Part 3 - Sub-topic 4 

• Part 4 - Big Topic 4 
o 4.1 - Part 4 - Sub-topic 1 

o 4.2 - Part 4 - Sub-topic 2 

o 4.3 - Part 4 - Sub-topic 3 

o 4.4 - Part 4 - Sub-topic 4 

• Part 5 - Big Topic 5 
o 5.1 - Part 5 - Sub-topic 1 

o 5.2 - Part 5 - Sub-topic 2 

o 5.3 - Part 5 - Sub-topic 3 

o 5.4 - Part 5 - Sub-topic 4 

• Conclusion 
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How to buy your first home 

 

Introduction 

 

Part 1: What do you want? What matters most to you? 

• Deciding on your budget 

• Choosing the area of town 

• Choosing the style and size of your home 

• The ultimate checklist  
  

Part 2: Checking out houses 

• Getting a pre-approval letter from the bank 

• Choosing a realtor to work with 

• The best websites for looking at houses   

• Walking through properties & the hidden gotchas of staged houses 
 

Part 3: Making an offer 

• How do you know when it’s the right one? 

• What points can you negotiate on? What price do you offer? 

• How to handle the paperwork process without going crazy? 

• Negotiating back and forth 
 

Part 4: Pending: Almost yours! 

• The home inspection process & getting stuff fixed 

• The mortgage process, appraisal and underwriting 

• Waiting: Why does it take so long? 

• Closing: The big day 
 

Part 5: Moving in 

• Moving: Do it yourself or hire someone? 

• Turning on your utilities 

• Interior Design Basics 

• Throwing a housewarming party 
 

Conclusion: Settling in 

 

What to do when you want to remodel (I have a course on that too!) 
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By setting up your syllabus into well organized outline, you are setting up your 

students for success.  It’s logical, it’s ordered, and it follows a flow.  It’s not just a 

bunch of random videos all thrown together; it’s an actual course that is teaching a 

skill. 

Core Concept #4: The Concept of Scheduling Dripped 

Content 

 

Drip, at its most basic, is slicing information into small chunks and scheduling them 

out over a period of time. 

 

Teaching without drip is like handing your student a book about the theory of 

relativity and saying “learn this.” 

 

Teaching with drip, you break that book into digestible chapters and give them to 

your student about once a week. 

 

Which way would you rather learn? With drip, of course. 

 

Let’s talk about WHY drip is so effective. Learning is a complex, multi-faceted 

process, and everyone learns slightly differently, but drip works across the board 

because of how our brains are wired. 

 

First, you can only hold so much information in your brain at one time. 

 

In the 1950s, psychologists determined that most humans can only remember seven 

numbers at once – like a standard telephone number. Even then, most of us will have 

to write down a phone number instead of committing it to memory. 

 

Second, we get overwhelmed easily when presented with too much information. 

 

It’s like going to a corporate conference or trade show and being introduced to 

dozens of people over the course of a night. At a certain point, you stop trying to 

remember all of the names, and you head to the bar. 

 

Third, we can take in more information when it’s spread out over time instead of 

condensed. 
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If you meet one new person a day instead of 100 people in one day, you’ll actually 

recall their names. You’ll be able to identify their faces more easily, and maybe you’ll 

remember other things, like where they work, their hometown, or their favorite 

Beyonce song. 

 

Core Concept #5: The Concept of Tiered Pricing  

 

Tiered Pricing means providing your product or service at different price points.  

It’s around us all the time, whether we realize it or not. 

 

When you’re choosing between shipping something 5-7 day, 3-5 day, 2-day or 

overnight, that’s tiered pricing in action.  

 

It helps to think of your product line like a set of nesting dolls. They all look nearly the 

same, except for their size. Your most premium product is the biggest nesting doll – 

it encompasses everything you have to offer. Your standard product is right in the 

middle. And your lowest-tier product is the smallest nesting doll.  

Why offer multiple prices? 

 

First of all, it changes the conversation.  If you only offer one price - then your 

potential customer is faced with a yes/no decision.  Do they want to purchase your 

course? Yes or no?  When you offer multiple options, now they are faced with which 

one do they want to purchase.  So there decision framework becomes different, and 

the choices increase your sales. 

 

If you have potential customers that want more, they can get more.  And if some 

customers just want the basics, then they can get the basics.  Tierd pricing not only 

allows you to reach more people, it also allows you to meet your customers in their 

current situation, and start providing value when they buy any version of your 

course. 
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Here is an example: 

 

 
Silver Gold Platinum 

    8 Weeks of Video Lessons X X X 

    MP3 Audio Recordings X X X 

    Transcripts X X X 

    Course Workbooks X X X 

    Expert Interviews 
 

X X 

    Private Facebook Group 
 

X X 

    Live Q & A 
 

X X 

    Group Coaching 
  

X 

    One on One Case Review 
  

X 

 

Here’s how to translate your product into three products: 

 

1. Your main product becomes your standard offer. 

2. Create a light version by streamlining or cutting down some of that content. 

3. To create your premium version, you add value, Maybe it’s group coaching or 

a one-on-one conversation with you. 
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Summit Evergreen 
High-Value Courses in Minutes, with no Technical Headaches 

 

Section Four: Actually creating your course 
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Imagination and planning are key – but someone has to actually show up and do the 

work. 

 

You’ve got a brain brimming with knowledge. But how do you translate it to your 

first online course? Don’t be overwhelmed. We’ve broken the process into eight key 

steps you can take one at a time. 

 

1. Come up with an idea 

2. Identify your audience 

3. Understand your audience 

4. Research the landscape 

5. Position your course 

6. Compile your content 

7. Launch your course 

8. Improve your skills 

 

The foundation of an effective course isn’t years of teaching or an advanced degree. 

It’s far simpler than that. The key to a great course is… 

 

Step #1 - A great idea. 

 

Before you do anything else, you’ll need to establish the idea behind your 

course. What do you know that you can share with the world? It can be anything, 

from party planning to flower arranging to advanced HTML web development. 

 

For hypothetical purposes, let’s say your course idea is motorcycle repair. You’re 

ready to share your wealth of information about fixing up bikes. Now what? 

 

Step #2 - Identify your audience. 

 

Time to figure out your target audience – that is, the people who want to learn what 

you have to teach. Some questions you should ask yourself: 

 

Who would be interested in learning about this topic? 

 

In the case of motorcycle repair, you might identify your potential audience as: 
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• People who own motorcycles 

• People who own motorcycle repair shops 

 

That’s a large group of potential customers, considering there’s over 10 million 

motorcycle owners in the U.S. at last count. Let’s assume you also want to focus your 

efforts on people who are Internet connected, and have the digital savvy to take an 

online course. That narrows your audience a bit. Now narrow it even more, asking 

yourself: 

 

What sub-groups might be interested in this topic? 

 

Be creative! Try to think of as many different sub-groups as you can. Just a few 

examples: 

 

• Male motorcycle owners 

• Female owned motorcycle repair shops 

• Motorcycle owners in dry desert climates 

• College age motorcycle owners 

• Antique motorcycle owners 

• Motorcycle repair shops in large cities 

• LGBT motorcycle owners 

• Yamaha motorcycle owners 

 

You own several Yamahas, so you decide that Yamaha motorcycle owners who are 

digitally savvy will be your target audience. 

 

(You can combine sub-groups, too, but make sure you don’t create such a small niche 

that you’re aiming your product at just a handful of people.) 

 

 Step #3 - Understand your audience.  

 

You’ve picked your audience, now think a little deeper about them. You’ll want 

to establish some assumptions about what they want from your course. Do they 

want content that’s: 

 

• Cheap or expensive? 

• Buttoned-up professional or down and dirty? 



 

 
29 

 
www.SummitEvergreen.com 

 

• Text or multimedia? 

• Quick fix or long-term investment? 

 

Dive into their psyche, too, and try to establish WHY they want what they 

want. Would they take your motorcycle repair course because: 

 

• They’re looking to save money by doing their own motorcycle repairs, with 

the goal of taking their family on vacation? 

• They’re an aspiring repair shop owner and need to learn the basics? 

• They live in a rural area with no repair shops and need a sure-fire way to get 

their bike up and running? 

• They’re dating a girl who loves motorcycles and they want to impress her by 

fixing her brakes? 

 

Step #4 - Research the landscape. 

 

Now that you’ve got some insight into your potential customer, you need to get 

insight into your competitors. Take the time to explore your course topic online to 

see what’s being offered already and how it’s being positioned. Searching for 

something like “How to repair a Yamaha motorcycle” is a great start in our 

hypothetical situation. 

 

Are similar courses being offered? 

 

If the answer is yes, that’s great! That means there’s a viable market already in place. 

Think of a bookstore. There are books by 10 authors on the same topic, but that 

doesn’t mean there’s not room on the shelf for a new author: you. 

 

If there are no similar courses offered, be wary. Being the first in a market requires a 

bit of trailblazing. And there may be a good reason the trail hasn’t been blazed yet. 

How are other courses positioning themselves? 

 

Take a look at how your competition is trying to stand out from the crowd, if at all. 

 

• What audience are they going after? 

• What’s their brand name, logo, color scheme? 

• What classes do they offer? 
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• What other products do they offer? 

• How are they different from other courses? 

 

Step #5 - Position your course 

 

You’ve seen what your competitors are doing, now it’s time to set yourself 

apart. That means creating ways for your course to appeal to your audience and 

stand out from your competitors. 

 

Think of your course as one flavor out of many in an ice cream shop. Everyone comes 

in looking for ice cream, but why should they pick your flavor? 

 

You have to offer something unique to win over your customer. 

 

Let’s say your competitors are mostly offering motorcycle manuals with a few 

supporting text descriptions about each repair, with very little personality or 

positioning added. To put it in ice cream terms, that’s quite vanilla! And although a 

lot of people like vanilla, a lot of other people will be looking for something different. 

Add flavor to your course by offering something your competition doesn’t. Let’s say 

your motorcycle course will include: 

 

• How-to videos 

• Opportunities to engage with a likeminded community 

• A fun, helpful attitude and approach 

 

You’ll want to create a positioning statement to clarify your positioning. It could 

sound something like this: 

 

“While other motorcycle repair websites rely on product manuals with dry 

descriptions, Fix My Yamaha provides fun, easy-to-understand step-by-step videos 

that show you exactly how to complete each repair, in addition to an active 

community of commenters who share their unique experiences and tips.” 

 

Do you think that positioning will resonate with your target audience? We bet it will. 
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Step #6 - Compile your content. 

This is a BIG step, and can be very labor intensive. 

 

Maybe you already have some PDFs, blog posts, articles, or PowerPoint 

presentations containing the material you want to include in your course. Gather up 

all of your current and previous products, and make sure they’re accounted for.  

But don’t stop there. 

 

Next, look through your social media channels. Do you share videos on YouTube? Do 

you post on Facebook? Are you an avid Twitter user? How about LinkedIn? Or 

Instagram?  Pinterest? This is all valuable content you can use. 

 

Basically, anything you put out into the world can be used to populate your online 

course. Get creative, and leave no stone unturned. Do you text message your 

customers? Do you hold webinars? Everything—yes, everything—is content! 

 

Maybe you have years of knowledge rattling around in your brain, with nothing 

written down yet. 

 

Either way, the key to compiling your course content is… 

 

Structure! 

 

What does that mean? You should compile and organize your information in a way 

your audience can learn it, enjoy it, and want to come back for more. 

 

Course Content Tip: Outline It 

 

Architects don’t freehand a loose design and hand it off to the construction foreman. 

That would be crazy! Instead, they create blueprints that show in great detail exactly 

what goes where. 

 

Blueprints aren’t just for architects. Organize your course material into an outline so 

you know exactly what goes where. 
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An easy way to outline your course: 

 

1. Establish 4-10 major points about your topic 

2. Under each major point, outline 3-5 relevant minor points 

3. Put them in order from basic to complex. 

4. Then start adding more information 

 

Here’s an example. 

 

Imagine you’re teaching someone to bake an apple pie. There are four major points: 

1. Preparation 

2. Making the crust 

3. Making the filling 

4. Baking the pie 

 

Better to start small and help your audience grow with you! 

 

Under each main point, there are some minor points: 

 

1.  Preparation 

• Gathering ingredients and tools 

• Pre-heating the oven 

   2.  Making the crust 

• Combining the dry ingredients 

• Cutting in the butter 

• Rolling out the dough 

   3.  Making the filling 

• Peeling and slicing the apples 

• Mixing in the spices 

   4.  Baking the pie 

• Adding the filling to the crust 

• Baking the pie 

• Cooling the pie 

 

Your course information should progress as clearly and logically as a recipe. 

 

Organize your content in one place 
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All of this content needs to be organized nicely in one spot. This is vital! You’re going 

to need to see exactly what you have before you can make any decisions about how 

to use it. 

 

We recommend a Google doc or spreadsheet. You can access the information from 

anywhere that you have an Internet connection, and you can collaborate with your 

team for maximum efficiency. 

 

So to get started, pull up a spreadsheet. Then, at the top of your spreadsheet, make 

headings for the following columns: 

 

1. Content link: this is a URL that leads to live content. If the content is not live, 

copy and paste it into a Google Doc or invisible blog post, and include the link 

here. 

 

2. Date posted: so you know how old the content is! 

 

3. Title: if it’s a blog post, a video, etc., it will already have a title. If it’s a short 

blog comment or a tweet, you may want to include the full text. 

 

4. View count: for videos.  

 

5. Engagement: use this column to document the number of likes, shares, RTs, 

favorites, comments on social posts. Or, keep track of page views, open rates, 

click rates, or whatever statistic is available to you, depending on the kind of 

content. 

 

6. Comments: if you received any particularly interesting feedback on this 

content, copy and paste it here. 

 

7. Tags/Categories: choose keywords to identify the content, like “blog,” 

“nutrition,” “Vitamin D,” etc. 

 

8. Notes: so you can begin to think about where this material fits into the 

scheme of things. 

 

With everything organized, you can dive in and review the material.   
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Depending on where you’re mining the content from - youtube - blog - facebook - 

word docs -  you will go through a few steps to categorize your content.   Skim 

through the text or watch the videos, and see what themes and ideas emerge. Then, 

tag or categorize each piece of content in your spreadsheet.  Use whatever 

categories make the most sense for you. 

 

After you’ve reviewed the content, then take a look at the “views,” “engagement,” 

and “comments” columns of your spreadsheet. You should be able to get a pretty 

good sense of what content resonates with your audience, and which content 

doesn’t.  

 

Do you have a video with a million views, and another video with only a few 

hundred? Go for the video with a million views. That’s the gold! 

 

Another thing to consider is how applicable the material is to your audience. If you 

have a random blog post about saving money on pet grooming, but your audience is 

mostly concerned about living a zen life, you might want to ditch that grooming 

piece and go for something more relevant. 

 

Course Content Tip: Break It Up 

 

People learn best in small chunks and with repetition. Each segment of your course 

should max out around 15-20 minutes – no longer. 

 

After that, people stop paying attention, start getting distracted, and lose interest. 

So keep it brief, and end on a high note! Give your students a piece of memorable 

content or way to take action at the end of each segment. 

 

When you begin the next segment, recap the previous segment, provide an 

introduction to what will be learned today, then provide material that takes no more 

than 15 minutes to read or watch. 

 

Shorter content is always more engaging.  

 

(Let’s see if we can make that phrase even better by shortening it…) 

 

The shorter the better! 
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Course Content Tip: Add Multimedia 

 

Which is a more effective way of learning how to play the piano – giving someone an 

instruction book, or showing them a how-to video? Adding multimedia to your 

course will help your students learn better – and it will increase your product’s value. 

 

It’s all about video. 

 

According to digital analytics leader comScore, 89 million people in the U.S. will 

consume over 1 billion online videos today. There’s incredibly high demand for video 

content, especially in the instructional realm. 

 

Video will also help your SEO. It’s 50 times easier for your website to end up on the 

front page of web search results if there’s video on your page, according to the video 

hosting experts at Wistia. 

 

Share a text transcript along with your video to give your students the flexibility to 

watch, read, or watch and read at the same time. 

 

Audio tracks are another effective tool, especially for courses that teach music or 

language. 

 

Don’t forget about high impact imagery! Photographs, charts, and 

infographics provide visual interest and can convey key points stronger than text 

alone. 

 

Step #7 - Launch Your Course 

 

Step #6 was a big one. Now you have a stunning, well-organized course full of 

stimulating multimedia. 

 

So let’s push your course live and get some people to take it! 

 

Here are the basics you need to know and some questions you’ll need to ask yourself. 

Is your course the best it can be? Now’s the time to proofread and edit your 

content.  If you have a friend or colleague who can act as a fresh pair of eyes, ask 

them to take the course and point out any errors or inconsistencies. 
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Just make sure you don’t get so hung up on perfection that you’re too scared to 

launch. As Steve Jobs famously said: “Real artists ship.” Best-selling marketing guru 

Seth Godin agrees: “Don’t worry if you don’t think what you ship is good enough. It 

is.” 

 

How are you going to price your product? Will you use tiered pricing? 

 

There are dozens of ways to offer basic, standard, and premium levels for your 

course. 

 

Do you have a shopping cart/checkout process in place? Is it easy and seamless for 

people to sign up for your course? 

 

Are you ready to put your publicity machine in motion? You’ll want to promote your 

course to your target audience through every means possible: 

 

• Email 

• Paid advertising 

• Social media 

• Blogs 

• Outreach to groups and individuals who might be interested 

 

(There’s so much more we want to share with you about publicizing your course. 

Stay tuned for a future article about just this topic.) 

 

How are you going to entice new users? 

 

Create “carrot content” – tasty free samples of your course that you can use to hook 

new participants. Carrots can be PDFs, checklists, worksheets, short videos, or 

anything else you can dream up. You provide carrots to potential customers in 

exchange for their email address, allowing them to try out your content and allowing 

you to continue to market to them. 

 

Congrats! You launched your course!  

 

But you’re not done yet… 
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Step #8 - Improve Your Skills 

 

Building a course is a skill in itself. It may take you a few tries before you feel like a 

course-creating expert. That’s perfectly normal – just keep at it, and you’ll see your 

confidence and level of quality increase. 

 

It’s like learning to swim. You can’t cross the English Channel until you dip your toe in 

the water first. And you’ve got to keep jumping back in the pool if you want to keep 

getting better! 

 

With each new course you build, you’ll increase your students’ knowledge and your 

own. 

 

So are you ready to jump in? We hope you’re excited to create your first course. 
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  Summit Evergreen 
High-Value Courses in Minutes, with no Technical Headaches 

 

Section Five: Don’t get stuck while 
creating your video content  
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What to Say and How to Say it:  

 

Lights, camera, action! 

 

Structuring your course content & videos 

 

What do you say, and in what order do you say it for maximum impact? 

 

Think of your video like an audio/visual textbook. You need to put things in a logical 

order for them to make sense to your students. You wouldn’t teach someone E=mc2 

before teaching them 2+2=4, would you? 

 

Keep that in mind when you’re outlining your video content. Your course videos 

should all follow this basic structure: 

 

• Say hi. 

We talked about the importance of your introduction at length above, but we 

want to reiterate: your introduction is your handshake. Never start a video 

without it! 

 

• Establish context. 

Tell your students what course this is. Tell them where you are in the syllabus 

(day 3, lesson 5, etc.). Tell them what today’s topic is. By setting the scene, 

you put your students at ease and make them feel comfortable that they 

know what’s about to happen. Your students will put themselves in a different 

mindset if it’s the first day of class vs. the last day of class — so make sure 

your students know what’s about to happen. 

 

• Recap. 

Give a quick overview of what you covered in the previous video, to remind 

students of what they’ve learned and get them ready for the next step. You 

can also go back further, giving a brief mention of all the previous lessons 

your students have watched so far. The key is to keep it short and top-line. 

 

• Assume the worst. 

What if your student got amnesia between the previous lesson and today’s 

lesson? You want to be able to provide enough context that they can still 
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jump in and succeed during today’s lesson. Again, don’t overdo it, but assume 

that all of your students have forgotten everything you’ve already told them. 

This kind of hand-holding will make them feel comfortable and increase their 

levels of success. 

 

• Illustrate your points. 

As you discuss your course content, use examples, stories, and anecdotes 

whenever possible. Illuminating language helps your students understand 

and retain information better than dry facts. Think of yourself as Aesop, 

telling fables to get your point across. 

 

• Finish strong. 

At the end, you’ll want to do another recap of what your students learned 

today. Cover the main takeaway points, but don’t go into detail. Then, leave 

your students with a clear call to action. 

 

Your call to action might ask them to complete some homework, or to review 

additional materials, or even to brainstorm how today’s lesson can be 

applicable in their own lives. You always need to tell your students what to do 

next. And tell them your name one more time before signing off. 

 

How long should my video be? 

 

Let’s take a minute to talk about video length before we move on. 

 

We commonly see people make videos that are just too darn long. They’re 30 

minutes, 45 minutes, even 60 minutes of uninterrupted information. 

 

If you have a hard time getting through a full episode of a mildly entertaining TV 

show, think how hard it will be for your students to get through a long video with no 

storyline and no laugh track. 

 

The optimal video length is 10-20 minutes, tops. If you have 60 minutes of content, 

that’s great. But break it up into 3-6 shorter videos instead of asking your students to 

watch an hour of content. 

 

It’s hard to ask your students to commit an hour of their time at once. Who has a full, 

uninterrupted hour these days? Shorter pieces give your students options. They can 
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watch first thing in the morning, on their lunch break, or at night when the kids have 

gone to bed. 

 

Short videos equal flexibility, and students love flexibility. 

 

Not only that. Short videos improve your students’ mood. How? Well, when you 

accomplish a small task or cross something off your to-do list, you release a flood of 

endorphins that make you feel good. When your student completes a video, they 

feel that same endorphin buzz. 

 

Would you rather give your students 1 endorphin rush at the end of your 60 minute 

video… 

 

Or 6 endorphin rushes, after each 10 minute video? 

 

When it comes to video length, shorter is always better. 

 

Foolproof video scripts to use right now  

 

Right now, some of you are thinking: 

 

“All this is great, but…how do I put it into action?” 

 

Don’t worry, we’ve got you covered. Here are two video script templates just for you. 

You’ll have to fill in the blanks with your unique course content details, but 

everything else you can use off the shelf. 

 

If you feel comfortable, personalize these scripts to reflect your onscreen persona. It 

will make a stronger impact if the words feel like they’re coming out of you naturally. 

Feel free to copy, paste, and edit these scripts to meet your needs. 

 

Course Content Video Script Template #1 

 

Hi, this is [Rachel Kersten] from [Making Your Perfect Course Video]. Thank you so 

much for joining me! [Making videos] is my personal passion, so I’m really looking 

forward to our discussion. 
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Today, we’re on lesson [three] out of [seven]. Congratulations on making it this far! 

That’s an accomplishment in itself. Our topic today is [lighting]. I’m really pumped to 

talk about that, because [lighting] is one of the most important factors in [Making 

Your Perfect Course Video]. 

 

But before we get to [lighting], here’s a quick recap of what you learned last time. 

Our topic was [how to write a video script]. Remember? We covered the basics of 

[your introduction, establishing context, and giving a quick recap]. We talked 

about [how to illustrate your information with stories and examples, and the 

importance of a strong call to action]. 

 

I want you to remember all of that while we talk about [lighting] today, okay? I’m 

excited. Let’s jump right in! 

 

[Fill in 5-15 minutes of your unique course content information here.] 

Well, that’s it for today. Just to recap: [Quick recap of main points]. Get ready for 

next time, when I’ll be teaching you everything you need to know 

about[microphones]. 

 

Thank you again for joining me for lesson [three] of [Making Your Perfect Course 

Video]. If you have any questions about our discussion, please email me right now 

at [rachel@summitevergreen.com]. I’m [Rachel Kersten], and I’ll see you soon! 

 

Course Content Video Script Template #2 

 

Hi, there. This is [Keith Perhac] from [Advanced Video Marketing]. It’s lovely to see 

you, and thanks so much for tuning in. 

 

I’m here to guide you through the course and make sure you have a great time, so if 

you ever have any questions or problems, don’t hesitate to contact me. My email 

is [keith@summitevergreen.com], and I’d be happy to hear from you at any time for 

any reason. 

 

So, welcome to day [one] of the course. After today, you’ll have just [eight]lessons to 

go until you’re a master [Advanced Video Marketer]! Our topic today is [Video 

Marketing Strategy]. Are you ready? 

 

[Fill in 5-15 minutes of your unique course content information here.] 
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That was a lot of information. Thanks for sticking with me. But you’re not done yet! 

I’d like you to [start brainstorming your own video marketing strategy. Over the next 

few lessons, we’ll continue to work on this, but for today I just want you to spend 

some time brainstorming and writing down a few ideas. Next week, I’ll ask you to 

share your ideas, and we’ll fill in the details]. That’s your homework. 

 

This is [Keith Perhac] of [Advanced Video Marketing], and I want to say thanks again 

for joining me. I’ll have some more great tips and advice next time, so get excited! 

Bye! 

 

What to say in your marketing video 

 

Video is a spectacular tool not just for teaching courses, but for marketing courses. 

What other medium lets you really show off your personality and connect in a 

one-on-one way with potential new students? 

 

Keep in mind that your marketing videos will be very different from your course 

content videos. 

 

In your course videos, you’re sharing information with an audience who’s already 

interested in your area of expertise. In a marketing piece, you’re primarily focusing 

on selling to an audience who doesn’t know who you are. 

 

Depending on your goals and your audience, your video can take many forms: 

 

• Traditional “TV commercial” style 

• Helpful content mimicking your own course content 

• Straight-up sales piece 

 

But whatever your format, it should always include: 

 

• Your name 

• Your course or product name 

• Your website URL 

• A strong CTA 
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And your tone should be: 

 

• High energy. Even higher energy than your course videos. 

• Strong and confident — “the expert.” 

• Appealing to the audience you want to attract. 

• In line with the onscreen persona you’ve created. 

 

Your turn! 

 

Don’t wait one more minute before you make your first video. It can be thirty 

seconds or twenty minutes, but taking that first step is incredibly important to 

getting comfortable in front of the camera. 

 

Choose one of the video script templates above and fill in your course-specific 

information. Then, turn on the camera and speak from the heart. Show off your 

onscreen persona and really engage with your audience. We know you’ll make 

something great! 
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Give Yourself a Head Start with a Mastermind Beta Launch 

One of the biggest issues when you’re making a new product is “the unknown.” Until 

you launch, you have absolutely no idea if it’s going to work. Will people buy it? Will 

people like it? Will it make money? You can waste a lot of time conjecturing and 

pondering, but at some point, you have to launch your product and see if it sinks or 

swims. 

 

Fortunately, there’s a shortcut to get you there faster – a Mastermind Beta Launch. 

A Mastermind Beta Launch is like a focus group for your product. You run a 

hand-selected group of beta testers through your course for a premium fee. They 

give you valuable feedback throughout the process so you understand what works 

and what doesn’t. By the time your Mastermind Beta Launch is over, you know 

exactly what to fix before your real launch. You also have a revenue bump and a 

package of fantastic testimonials from your beta testers. 

 

Every product worth its salt should use a Mastermind Beta Launch, but it’s also a 

great thing to do when you’re not quite ready to launch and you want to get unstuck. 

It erases all of the “unknowns” on your horizon and gives you the head start you 

need to launch with confidence. 

 

There are seven steps to running a beta launch: 

 

• Beta Launch Step #1 - Put out a call to your audience. 

• Beta Launch Step #2 - Accept applications from people who are interested. 

• Beta Launch Step #3 - Sort through the applications and select about a dozen 
beta testers. 

• Beta Launch Step #4 - Reach out to your new beta testers and tell them the 
good news – they’ve been selected! 

• Beta Launch Step #5 - Run your beta testers through the product experience. 

• Beta Launch Step #6 - Incorporate feedback. 

• Beta Launch Step #7 - Update your sales and marketing materials with your 
brand new testimonials. 

 

Beta Launch Step #1 -  Put out a call to your audience. 

 

Tell them that you’re offering an exclusive, limited opportunity to try out your 

unreleased product before it goes on the market. It will be an even more in-depth 
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experience than with a typical product, because you, the expert, will be involved and 

hands-on the entire way. 

 

Position this as a premium opportunity – because it is – and make it clear there’s a 

premium price tag attached. Give it a fun name that includes something like “elite” 

or “premium” or “VIP.” Get your audience excited. 

 

Beta Launch Step #2 -   Accept applications from people who are interested. 

 

Be sure to ask them in the application why they want to be involved and what they’ll 

bring to the table. Also ensure that they’ll be available to fully participate during the 

duration of the course. You don’t want to accept someone into your beta launch only 

to find they’re going on vacation right in the middle of it. 

 

Beta Launch Step #3 -    Sort through the applications and select about a dozen 

beta testers. 

 

Based on your bandwidth, you may want to have more, or you may want less. 

Whatever number you go with, it’s helpful to assume that about 25% of your users 

are going to fail or drop out before the course ends. About 50% will be average users, 

and about 25% will be amazing and give you great testimonials. 

 

When you have a group of applications that you like, hold interviews just like you 

would for a job search. Invite each potential person to a Skype session to get a feel 

for their vibe. This is the fastest way to figure out who’s a win and who’s a dud. The 

people you pick should be pumped up and raring to go. Ideally, they’re 

representative of the audience you’re eventually going to sell the product to. 

Previous customers are ideal beta testers because they understand who you are and 

what you offer, and they’ll be enthusiastic to work with you. 

 

Beta Launch Step #4 - Reach out to your new beta testers and tell them the good 

news – they’ve been selected! 

 

Give them the payment information, dates and any other details they need to get 

started. Make them feel special and welcomed into your new Mastermind group. 

They should also sign waivers that allow their feedback/testimonials to be shared 

publicly with their name attached. This is crucial! 
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Beta Launch Step #5 - Run your beta testers through the product experience. 

 

You’re basically teaching the material in your product over a period of several weeks. 

Depending on your bandwidth, this could be through group coaching or one-on-one 

sessions – maybe a bit of both. 

 

During this period, you’re not only teaching – you’re taking note of what works and 

what doesn’t. Document your beta testers’ progress along the way. Run surveys 

before and after each lesson to capture testimonials and to see if people are really 

learning the material the way you want them to. Encourage the group to share their 

questions and conversations in a private forum so you can see what they really think. 

At the end of the product period, you’ll want to have one final survey where you can 

ask for overarching feedback about the entire course. 

 

Beta Launch Step #6 - Incorporate feedback. 

 

Hopefully, you have lots of helpful information to digest at this point. Go back and 

incorporate it into your product. This doesn’t mean you need to do a product 

overhaul, just rework things as needed. 

 

Sometimes, with a lot of opinions coming from many different people, it’s hard to 

understand what’s legitimate criticism and what’s not. Ask yourself: What is my 

overall goal for this product? Does the feedback move me closer to that goal? Did I 

get the same feedback from multiple sources? If the answer to these last two 

questions is “yes,” then it’s probably good for you to follow. If the answer is “no,” 

document the feedback, but don’t feel compelled to incorporate it. 

 

Beta Launch Step #7 - Update your sales and marketing materials with your brand 

new testimonials. 

 

Compile and edit the strongest testimonials from throughout the experience and use 

them on your sales page and your email sales funnel. There’s nothing more helpful to 

a potential customer than seeing the value your product has brought to somebody 

else. Don’t be shy – let your beta testers do the bragging for you! 

 

At this point, you have a super-strong product that has been tested by real life users. 

You can approach your launch with confidence knowing that you’ve worked out all of 

the bugs. Plus, you’ve enjoyed a revenue bump from your premium price tag. With a 



 

 
49 

 
www.SummitEvergreen.com 

 

Mastermind Beta Launch, you have more than a head start…you’re on your way to 

winning the race! 
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Technology and Software 

 

After you have your course created, you’re ready to share it with the world.   

 

Choosing the “right” technology can be confusing, because there are lots of 

options.  Whether you’re selling e-books or webinars, online courses or consulting 

services, building an online presence for your business can be intimidating. You have 

a general idea of what you need to do, but there are so many questions to answer. 

Who’s your target audience? How will you find customers? What platform should you 

use to sell your information product? 

 

One of the biggest questions we hear all the time is: “I know I probably need a 

website and an email system…but what else do I need to start selling?” 

 

Folks who are new to the e-commerce world are often surprised at how many online 

services they need — their “Tech Stack” — and overwhelmed by the amount of 

choice. For every service you’re ready to sign up for, there can be dozens and dozens 

of options.   

 

Before you start choosing your software and services, you need to understand how 

the process of selling your e-learning product actually works. This is the ideal 

scenario that your customers will experience: 

 

1. Reader Opt-In 

a. New prospects come to your website and will be enticed to subscribe for 

your email list in exchange for a cool incentive (e-book, worksheet, 

mini-course). 

   2.  Marketing Funnel 

a. Those prospects will now get your marketing funnel emails, which 

provide helpful, educational information and lead up to the sale of your 

coaching program. 

   3.  The Pitch! (Sales Funnel) 

a. Prospects are offered an opportunity to purchase your online course on a 

sales page. They fill out a payment form, and now they’re your students! 

   4.  Become a Customer 

a. Students login to your membership site and begin taking the course 

within a password-protected portal. Your course will consist of some 
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combination of written materials, audio files and video of you presenting 

course material. 

   5.  Customer Support 

a. Throughout the course, your students can get customer support when 

they have questions or problems. 

   6.  Lifecycle Emails 

a. Students will also receive a new course-related email funnel that helps 

them to get the most out of the experience. It tells them when new 

lessons in their course are available, and also cross-sells them a new 

course when they’re almost finished with their first one. 

   7.  Cross-Sell 1 

a. In a perfect world, your students are so completely satisfied with the 

experience that they sign up again, and the cycle repeats. 

 

Did you notice that every step of the customer experience requires at least one 

software or service? Those are the pieces of your Tech Stack puzzle. Here are the 

basic categories: 

 

1. Email 

2. Opt-in offers 

3. Website 

4. Sales page 

5. Shopping cart 

6. Membership site 

7. Video hosting 

8. Customer service 

 

The secret of being successful is to take action, not getting stuck in the muck of 

researching every possible solution. Find one product that will meet your biggest 

needs, and then get started using it.  Make an informed decision, then get to work 

building your online course and growing your business. 

 

If you’d like to dive into your options, check out the article  “The Definitive Guide to 

the Software & Services You Need to Start Selling Information Products”  

 

http://summitevergreen.com/definitive-guide-software-services-need-start-selling-i

nformation-products/ 

 

http://summitevergreen.com/definitive-guide-software-services-need-start-selling-information-products/
http://summitevergreen.com/definitive-guide-software-services-need-start-selling-information-products/
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Ready for marketing, sales and taking it to the next level?  

 

Wherever you are in the world of online courses, we have the resources you need to 

take yourself to the next level. Below, you’ll find curated lists of helpful articles for 

wherever you are in the process — beginning to end. Enjoy! 

 

I already have an online course, but I’m ready to grow my business. Help me get 

bigger, better, and more profitable. 

 

Focus Makes Perfect: Finding Your Most Successful Niche 

 

The Beginner’s Guide to Dripped Content 

 

How to Transform Any Product Into a Premium Product 

 

Do You Have a Good Course — Or a Great Course? 

 

Why Tiered Pricing is the Only Way to Price Your Product 

 

Upgrade Your Technology, Upgrade Your Sales: When to Make the Switch 

 

Why You Should Give Your Online Course a Facelift 

 

The Must-Have Feedback Tool No Course Should Be Without 

 

My First Consultant: Outsourcing Your Annoying Business Headaches 

 

I need help growing and managing an effective email list. I want to turn people into 

subscribers, and subscribers into paying students. 

 

Beef Up Your Email List Using Free Carrot Content 

 

Why Your 100k Email List Just Isn’t Good Enough 

 

Forget the Funnel: Turn Readers Into Customers with an Obstacle Course 

 

Prevent Subscriber Burnout with Our Healthy Email List Handbook 

http://summitevergreen.com/focus-makes-perfect-finding-your-most-successful-niche/
http://summitevergreen.com/the-beginners-guide-to-dripped-content/
http://summitevergreen.com/make-premium-producthow-to-transform-any-product-into-a-premium-product/
http://summitevergreen.com/good-course-great-course/
http://summitevergreen.com/why-tiered-pricing-is-the-only-way-to-price-your-product/
http://summitevergreen.com/upgrade-your-technology-upgrade-your-sales-when-to-make-the-switch/
http://summitevergreen.com/give-online-course-facelift/
http://summitevergreen.com/the-must-have-feedback-tool-no-course-should-be-without/
http://summitevergreen.com/my-first-consultant-outsourcing-your-annoying-business-headaches/
http://summitevergreen.com/beef-up-your-email-list-using-free-carrot-content/
http://summitevergreen.com/why-your-100k-email-list-just-isnt-good-enough/
http://summitevergreen.com/forget-the-funnel-turn-readers-into-customers-with-an-obstacle-course/
http://summitevergreen.com/prevent-subscriber-burnout-healthy-email-list-handbook/
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Embrace Variety! Increase Opt-Ins with Tasty Super-Targeted Content 

 

Before You Email Your List — Read This First. 

 

Which Type of Email User Are You? 

 

I’m ready to promote, market, or launch my course — and I need help! 

 

Fight Self-Doubt and Promote Your Product with Confidence 

 

The Only Successful Way to Launch Is Not to Launch (Here’s What to Do 

Instead) 

 

Escape the Clutches of “Crazy Launch Mode” with Evergreen Automation 

 

Want Your Launch to Crash and Burn? Don’t Use Our Pre-Launch Testing 

Checklist 

 

How Collecting Data Can Make You a Better Marketer, Instantly 

 

Are You Looking for Product Promotion in All the Wrong Places? 

 

Steve Jobs Was Wrong: Why Marketing Isn’t a Dirty Word 

 

I’m already selling a course, but I want to pump up my profits by turning one-time 

students into loyal repeat customers. 

 

10 Tips for a Lifelong Relationship with Your Customers 

 

The Morning After: How to Show Post-Purchase Customer Appreciation 

 

Customer Service Strategies from the World’s Best (and Worst) Companies 

 

7 College-Approved Secrets to Gaining Happy, Lifelong Students 

 

The Ups, Downs, Ins, and Outs of Upsells, Down-Sells and Cross-Sells 

 

http://summitevergreen.com/embrace-variety-increase-opt-ins-tasty-super-targeted-content/
http://summitevergreen.com/email-list-read-first-2/
http://summitevergreen.com/which-type-of-email-user-are-you/
http://summitevergreen.com/fight-self-doubt-and-promote-your-product-with-confidence/
http://summitevergreen.com/the-only-successful-way-to-launch-is-not-to-launch-heres-what-to-do-instead/
http://summitevergreen.com/the-only-successful-way-to-launch-is-not-to-launch-heres-what-to-do-instead/
http://summitevergreen.com/escape-the-clutches-of-crazy-launch-mode-with-evergreen-automation/
http://summitevergreen.com/want-launch-crash-burn-dont-use-pre-launch-testing-checklist/
http://summitevergreen.com/want-launch-crash-burn-dont-use-pre-launch-testing-checklist/
http://summitevergreen.com/how-collecting-data-can-make-you-a-better-marketer-instantly/
http://summitevergreen.com/are-you-looking-for-product-promotion-in-all-the-wrong-places/
http://summitevergreen.com/steve-jobs-was-wrong-why-marketing-isnt-a-dirty-word/
http://summitevergreen.com/10-tips-for-a-lifelong-relationship-with-your-customers/
http://summitevergreen.com/the-morning-after-how-to-show-post-purchase-customer-appreciation/
http://summitevergreen.com/customer-service-strategies-worlds-best-worst-companies/
http://summitevergreen.com/7-college-approved-secrets-to-gaining-happy-lifelong-students/
http://summitevergreen.com/the-ups-downs-ins-and-outs-of-upsells-down-sells-and-cross-sells/
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Want Better Customers? Start Charging More. 

 

I just need some good, old-fashioned motivation! 

 

The World’s Most Successful People Didn’t Wait for Perfection (and Neither 

Should You) 

 

We Want to Help You Grow. Here’s Why. (A Message from the Founders) 

 

Feeling motivated? Good for you! If you’re ready to jump into the world of selling 

online courses, sign up now for a free 30-day trial of Summit Evergreen. You’ll see 

just how easy it is to go from beginner to expert in no time flat with the best course 

delivery platform on the market. 

 

About Us 

Why We Built Summit Evergreen 

 

Summit Evergreen  is an awesome online membership software platform that makes 

it easy to create beautiful online courses and membership sites. 

 

The goal of Summit Evergreen is to help you grow your business, and support you in 

providing a top-notch experience to your students. Here’s the story about why we 

built the software: 

 

http://summitevergreen.com/a-message-from-keith-perhac-and-rachel-kersten-the-

founders-of-sel/ 

 

Summit Evergreen is designed to be incredibly flexible, and allows you to run one 

program – or a portfolio of 100 programs – all individually branded, and your 

students only need one password. The system helps you to create a top-notch 

experience for students and also allows you to time-release your content and have 

multiple “tiers” of membership (gold, silver, bronze). 

 

About Rachel Kersten: 

 

A well respected strategic consultant and online marketing specialist, Rachel rapidly 

doubles and triples clients businesses in the internet marketing space. She has 

http://summitevergreen.com/want-better-customers-start-charging-more/
http://summitevergreen.com/the-worlds-most-successful-people-didnt-wait-for-perfection-and-neither-should-you/
http://summitevergreen.com/the-worlds-most-successful-people-didnt-wait-for-perfection-and-neither-should-you/
http://summitevergreen.com/a-message-from-keith-perhac-and-rachel-kersten-the-founders-of-sel/
http://summitevergreen.com/#pricing
http://summitevergreen.com/a-message-from-keith-perhac-and-rachel-kersten-the-founders-of-sel/
http://summitevergreen.com/a-message-from-keith-perhac-and-rachel-kersten-the-founders-of-sel/
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launched over 30 new information products for her clients. The combination of 

launching new products, creating multi-product portfolios, building engaged 

audiences, and maximizing customer lifetime value has led to the generation of over 

$32 million dollars of online information-product sales. 

 

She is also an expert in assembling high-performing teams. One of Rachel’s unique 

abilities is to be able to see the big picture, and also know the detail that is required 

to achieve the end goal. It’s very natural for Rachel to take a process, and find a way 

to make it most effective - so that you can get the most accomplished with the least 

amount of input. Her background also includes a successful career in Information 

Technology and Project Management with big companies like Nissan, Target, SAP, 

and Tractor Supply Company. From start-up to Fortune 500 to empowering 

entrepreneurs, Rachel is all about results. 

 

About Keith Perhac: 

 

Keith Perhac is a marketer at heart, who was raised as a developer and designer. His 

goal in everything he does is to take the complex and make it simple, 

understandable, and actionable.  

 

In addition to being the co-founder of Summit Evergreen and SegMetrics, Keith is 

the owner of DelfiNet -- a technical marketing agency based in central Japan. Keith 

helps companies around the world grow their revenue -- from Fortune 500s like 

Toyota and NTT, to startups and Internet personalities like Ramit Sethi, Jim Kwik, 

and Eben Pagan. 

 

In what little spare time he has, Keith is also the co-host of the Kalzumeus podcast, 

along with his long-time partner-in-crime, Patrick McKenzie (@patio11), where they 

talk about all things tech and marketing. He lives in Japan with his wife and two 

daughters. 

 

At the end of the day, it all boils down to these two big questions: What do you want 

to teach?  What information do you want to share with the world?   

 

Visit our blog for more great articles and resources about creating online courses. 

http://summitevergreen.com/blog. 

 

http://summitevergreen.com/blog
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