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— Derek

[EBB] #30 - The 5 Types of Email Weeks in
a Rolling Launch Model

Hey Jacky!

You've seen that for my email list there are only 2 types of weeks:

1.
2.

Launch weeks

Content weeks

But within those weeks there are 5 different types of series that I'll send:

1.

Launch week: Selling my product
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Launch week: Selling an affiliate product
Content week: No selling, pure content

Content week: Pre-selling a product (mine or an affiliate product)

SIS

. Content week: Using a P.S. soft-sell for a product (mine or an affiliate
product)

You can do these types of weeks regardless of whether you're sending tutorial
emails or daily emails.

I'm really just breaking down weeks based on how you're selling, or not selling.

Type 1: Launch Week Selling My Product

This is when you're sending mostly “sales” emails without a ton of teaching.

This is when you're actively promoting one of your products with dedicated sales
emails every day of the week.

You'll have cart open opens, urgency emails, testimonial emails, objection
handling emails, etc.

This is a full launch sequence and tomorrow I'll give you an entire example to look
at.

Every email is focused on getting people to buy your product.
You might include some value or teaching, but the primary goal is a sale.

I look at Type 1 email weeks differently if I'm selling an established product or if
I'm selling a brand new product that will delivered as an Email Delivered Course.

Type 2: Launch Week Selling an Affiliate
Product

Same energy as Type #1, but you're promoting someone else's product for a
commission.

| view this week differently than Type 1, because | recommend that you teach
more in this type of series in order to not burn your list out.
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Since it's not your product, your audience will be more sensitive to a pitch.

So balancing out the sales pitch with genuine value helps maintain trust.

Type 3: Content Week - No Selling, Pure
Content

This is a week where you don't sell anything at all.
These are your relationship-building weeks.
Zero selling.

It's funny - you don't really see these weeks from many businesses and | think it's
an immense opportunity.

Everyone tries to put links to their products at the bottom or top of every email.
It's the "always-be-selling" mentality.
You and | - we're running an Email Based Business.

We're landed on a Rolling Launch model - we can afford to take a week, every
once in a while to provide pure value to your list without any sort of distraction,
what-so-ever, from that value.

It's an opportunity people are not taking.

These weeks build trust and establish your expertise.

Think of them as deposits in your "relationship bank account".
No P.S. mentions of products.

No “by the way" soft pitches.

Just straight content that helps your audience.

Type 4: Content Week - Pre-selling a
Product

This is a week where you don't sell anything at all, but you build towards a launch
- meaning your weekly topic centers around something that will setup your launch
the next week.
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For example, if you're launching a course on email marketing next week, this week
you might teach about “The 3 Biggest Email Marketing Mistakes" or “Why Your
Email Open Rates Don't Matter.”

You're not selling yet, but you're strategically warming up the conversation around
the problems your product solves.

Type 5: Content Week - Using a P.S. Soft-
Sell

This is a week where you mainly teach or provide valuable content but then you
include a P.S. where you sell a product (yours or an affiliate's).

The main email provides real value and stands on its own.

But at the bottom, you casually mention a relevant product that could help them
go deeper.

This works best for smaller products, challenges, your community or affiliate
promotions where the sale doesn't need a full launch sequence.

How This Fits Your Rolling Launch Calendar

When you're planning your Rolling Launch calendar, you're essentially just
choosing which of these 5 types each week will be.

e At minimum, 1 Type 1or Type 2 launch week per month

e Mixin Type 3 pure content weeks to build relationships

o Use Type 4 pre-sell weeks to set up big launches

o Sprinkle in Type 5 P.S. soft-sell weeks for smaller products or affiliate offers

With these 5 types, planning your entire year becomes ridiculously simple.

ACTION ITEM
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1. Open your Rolling Launch calendar from yesterday's assignment
2. Look at each week and assign it one of the 5 types

3. For launch weeks (Types 1& 2): Decide which specific product you're selling
(this should already be done)

4. For pre-sell weeks (Type 4): Make sure the content topic/theme connects to
next week’s launch

5. For P.S. soft-sell weeks (Type 5): Choose which smaller product or affiliate
offer you'd want to sell. That will help you figure out your topic for the week

6. Make sure you have enough Type 3 pure content weeks - it's an opportunity.
An audience that trusts you, will buy from you

The next few assignments, will break down a launch sequence and a P.S. soft-sell
sequence with a real examples.

— Derek
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