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[EBB] #29 - How to setup a Rolling Launch

calendar
Hey Jacky!

Today I'm going to show you how to schedule an entire year worth of content in
just a couple hours.

This is a bit of an advanced lesson - in that it will apply most easily for those that
have a business up and running with a couple products to promote.

However, you can still use this if you only have 1 product (like if you have just a
challenge product for example) to promote at the moment.

This will give you a somewhat clear plan of - “/ need to create a new product or
re-launch my first product on XYZ date.”

The Rolling Launch Model

In the Rolling Launch Model you are going to open up your products for sale for
7 days, and then close them down until you launch again.

We're making use of one of the most powerful persuasion tools that
exists: scarcity.

In this model you want to have at least 1launch per month - meaning there's at
least one 7 day window where your course is for sale.

Don't panic about this "only 7 days a month" to generate revenue setup.This
doesn’t mean that you can't have other products that are for sale all the time on
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your website, if you want them to be. Plus, I'm going to talk about how to sell stuff
in the other 3 weeks of the month to fill in the gaps in revenue.

As you can see, there are 2 types of week-long series of emails that | use with the
Rolling Launch Model:

1. I have launch weeks (where | sell my products or affiliate products)

2. I have content only weeks (which includes pre-sell weeks where I'm building
towards a launch week).

Let's dive into a calendar and schedule out an entire year.

Set Up Your Rolling Launch Model Calendar

Open up Google Calendar (don't use anything “fancy” like Notion calendars, etc.).
Start in the current month and on a Monday and think in weekly blocks.

| like to email Monday thru Friday for content weeks and Monday - Sunday (with
multiple emails each day) for launch weeks.

Here's what my calendar looked like in April 2025.
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e March 31st through April 4th was a pre-sell week (aka content week) for my
flagship course, CopyHour.

e Then the next week on April 7th | had a launch week for CopyHour.

« Then, the next 3 weeks were content weeks (Again, | just emails Monday
through Friday).

o Then on May 5th, | started pre-selling the Email Based Businesses course.

Start Going Through The Rest Of Year,
Week By Week

Plan out when you'll have content weeks (including a pre-sell week) leading up to
a launch week.

You want to have one dedicated launch week per month, minimum.

If you have just one product, potentially your challenge product, plan to open it up
once per month to start.

Note: The following advice I'll give is a bit retrospective.

When | first started CopyHour my launches were monthly but then | quickly moved
to quarterly (January, April, July, and October launches). The reason was
CopyHour was not my main source of income until 2017.

When | went full time on it, | had other products to sell, so quarterly launches were
okay and the revenue gaps weren't as painful.

If you have a lot of products to cycle through you can have 2 launch weeks per
month. Followed by 2 content weeks.

You can also try a content-based sales approach that I'll outline down below.

Let Me Repeat This Flow From Yesterday's
Assighment

Example #1: 1 product in your lineup
Month 1:
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o Week 1: Launch week for Product A
 Weeks 2-4: Content weeks

Month 2:
o Week 1: Launch week for Product A
o Weeks 2-4: Content weeks

Month 3:
e Week 1: Launch week for Product A
 Weeks 2-4: Content weeks

If you schedule this out, | can guarantee something “amazing” will happen. You'll
look at your calendar and get some healthy, positive pressure.

You'll say to yourself, “Okay, I'm going to need to create something new by Month
6, at the latest for sure.”

You'll want to add a second product to your lineup.

That second product can be as simple as another, different challenge if you're still
not “sold” on your audience or problem selection or the solution you've built.

It could also be an affiliate product you want to promote.
Example #2: 3 product lineup
Month 1:
o Week 1: Launch week for Product A
o Weeks 2-4: Content weeks
Month 2:
e Week 1: Launch week for Product B
o Weeks 2-4: Content weeks
Month 3:
o Week 1: Launch week for Product C
o Weeks 2-4: Content weeks

Month 4:
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o Week 1: Launch week for Product A again (new audience + refresher for
existing)

This lineup too will light a fire for you - cycling through the same products launch
after launch without changing them up a little bit will be motivating.

| created this product you're reading right now (EBB) for basically that same
reason.

You need new-ness at some point.
You manufacture new-ness in 3 ways:
e You create new products or sell new affiliate products
* You update existing products
» You write or update existing sales pages
(We'll discuss all these things in this course)
Example 3: 6 product lineup
Month 1:
e Week 1: Launch week for Big Product A
o Week 2: Pure content week
o Week 3: Launch Smaller Product B with content and a P.S. soft-sell
e Week 4: Pure content week
Month 2:
o Week 1: Launch week for Big Product C
o Week 2: Pure content week
o Week 3: Launch Smaller Product D with content and a P.S. soft-sell
e Week 4: Pure content week
Month 3:
e Week 1: Launch week for Big Product E
o Week 2: Pure content week

e Week 3: Launch Smaller Product F with content and a P.S. soft-sell
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¢ Week 4: Pure content week
Month 4:

e Week 1: Launch week for Big Product A again

What | Mean By Content and a P.S. soft-sell

In order to avoid launch burn out, | like to really only have one pure launch week
per month.

My launch weeks are educational BUT | include A LOT more purely “sales”
emails... and I'll email A LOT more during launch weeks.

o Content weeks have 5 emails without any selling.

e Launch weeks can have 12-16 emails with lots of selling interweaved.

P.S. Soft-Sells

| love the content only weeks, but I've learned that for me... and for all the benefits
of the Rolling Launch Model... as a small business owner... | still don’t like having
long periods of ZERO revenue coming in the door.

So, I'll take my tutorial sequences which are pure content, and pick a related
product | could sell, and sell it in the P.S.

Here's an example:

[END OF CONTENT IN AN EMAIL]

Starting tomorrow, I'm going to show you step-by-step how to write stories that
(actually) make sales.If you've been struggling to a) come up with stories for your
copy and b) make money when you tell stories then this series should clear almost
everything up for you.Talk to you tomorrow!- DerekP.S. This week I'll primarily be
covering how to write stories that sell in email marketing because that's my
strength and what | have the most experience with.If you'd like to go deeper on
storytelling and learn how to write viral stories that sell and help you grow on
social media like X, LinkedIn, Facebook & Instagram - then this week I'm
recommending you check out Parker Worth's new course - Digital Storytelling
Masterclass 1.0.
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[P.S. CONTINUES]
1. You can sell an affiliate product like this - like how I did with Parker’s course.
2. Or you can sell a "smaller” product of yours.

A smaller product would be a pillar product, challenge product, or community
product. I'd recommend against selling a flagship or consulting and make those
their own dedicated launch weeks.

| haven't had great success selling higher priced products with this P.S. method.

IMPORTANT: The focus of these weeks is NOT on hard selling the product. The
focus should be on the content of the emails. You should have great content
before soft pitching in the P.S.

The Only Segmenting I'll Do In The Rolling
Launch Model

The only "segmenting” | do with my list, is leaving customers off the launch of a
product they've already purchased.

This will be especially important if you only have 1 challenge product. If you send
people who bought your challenge, the same launch sequence again and again,
you're going to lose them.

So it makes sense to do one of 3 things:

1. Don't email your Buyers when you're re-launching a product they already
bought. Just give them the week off.

2. Queue up different content to send to those Buyers.
3. Try a content and P.S. soft-sell week that only your Buyers see.

In certain industries, you can just not segment at all and let your Buyers see the
launch again. But this only works in industries where people might want to study
your marketing.

What Happens The Next Year?
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The options are unlimited after you make it through one year using a Rolling
Launch model.

You can reuse your content weeks - sometimes not editing them at all (if
they're good, people either won't remember what you sent them or care that
they're getting it again - because it's a nice refresher).

You can swap in new products on launch weeks
You can edit the product you promote using the P.S. soft-sell method.

You can add more launch weeks to the calendar.

ACTION ITEM

i

Your assignment today is simple but important:

1.
2
3
4.
)

6.

Open Google Calendar

. Block out 2 hours this week to plan your Rolling Launch calendar

. Start with the current month and plan week by week for the next 12 months

Mark your launch weeks (at least 1 per month) and your content weeks

. If you only have 1 product: Plan monthly launches and note when you'll likely

need to create your second product

If you have multiple products: Plan your quarterly cycles

Don't overthink this. The goal is to get a bird's eye view of your entire year so you
can see the rhythm and plan what products you'll build and when.
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Let me warn you: planning like this, even if you're starting from scratch, will create
joy and excitement.

"Planning" gives you a real sense of concreteness.

This is real.
This is what real businesses do!

— Derek
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