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[EBB] #28 - The Rolling Launch Model

Hey Jacky!
Most solopreneurs think they need to do one of three things:

Option 1: Just email sporadically and only when they need to sell something. They
don't really consider 5x a week to be something they want or need to do.

Option 2: Always sell something in every email they send (mostly at the bottom of
an email - mostly with some sort of connection they've made from the content of
the email lesson to the product they're selling).

Option 3: Only sell in 1 or 2 big launches per year = feast or famine income
(though most people don't like this option and gravitate toward option 2).

I've found that these approaches don't quite work for one-person businesses.

Here's why:
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The "sell in every email” crowd will find that they just don't really sell all that
much.

Selling in every email - at the bottom of the email - is NOT easy.

Selling in every email normally means no scarcity to lean on, and scarcity makes
selling easier than just about anything.

Scarcity is a core psychological reason we place value on things.

(Look no further than real estate. The less supply (with adequate demand), the
higher the price.)

| want my life and business to be easy.

Utilizing scarcity makes my life "selling" stuff, easier.

Doing “BIG launches" will mean months of no income between launches.
And the launches themselves will be stressful as hell.

Plus, you typically need a bigger team to pull off big launches effectively.
So it doesn't really fit our one-person EBB requirement.

There's a better, more profitable and easier way to run your list, do launches and
generate enough revenue to reach your goals each month.

| call it the Rolling Launch Model.

The Rolling Launch Model

First, there are only 2 types of weeks in your business:

1. Content weeks (1-3 weeks per month): These are weeks where you write
emails with pure value - tutorials or stories with lessons - and you do no real
hard selling. Pre-launch weeks (1 week): This is a week where you're setting
up your product. It's actually just another content week, because | recommend
you teach lessons that deliver real value that will make your product sell better
during the launch week.

2. Launch weeks (1week): This is when you launch ONE of your products with
real scarcity (cart closes). | recommend a 7 day launch period. Open on a
Monday, close on Sunday.
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Then you repeat this cycle with your next product. And you repeat this quarterly,
which means you really only need 3 products total.

As I've mentioned though, you need to add at least 2 new/different products each
year to keep momentum in your business and give Buyers something new to
purchase from you.

It's actually better to have more products that you can cycle through faster, but
start by trying to get to 3.

We'll talk about what these products will look like, in-depth, soon.

Why The Rolling Launch Model Beats Every
Other Model

Rolling Launches versus evergreen, or "selling in every email":
e There's genuine scarcity (cart actually closes) to lean on

» Selling at the bottom of each email only really works if you're getting a ton of
new subscribers onto your list, constantly

Rolling launches versus "Big Launches only":
e Less pressure on you
e You don't need a team
e Less pressure per launch (you have 3 more chances this year)

o Somewhat predictable quarterly income

The Psychology of “Scarcity Without
Stress”

Most people think scarcity means creating fake urgency with countdown timers,
“limited time offers” that aren't really limited, and constant pressure tactics that
make everything just feel "gross".

That's scarcity with stress - and it burns out both you and your audience.

Real scarcity psychology works differently.
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It's based on a simple human truth: people make decisions when they have to,
not when they want to.

The key is creating genuine deadlines within a predictable framework that builds
trust instead of destroying it.

Here's how the psychology actually works:

When your audience knows you follow a consistent pattern - content weeks
followed by launch weeks - they relax during the content phase.

They're not constantly wondering “Is this person about to pitch me something?”
Instead, they can focus on learning from your emails.

This creates what's called “cognitive ease.” Your audience isn't using mental
energy to defend against sales pitches, so they're more open to absorbing your
content. They start to trust your pattern.

Then, when launch week arrives, something interesting happens. Because they've
been getting pure value for weeks, they're actually eager to see what you're
offering. The scarcity feels genuine because the cart really does close, and the
deadline feels fair because they knew it was coming.

This is the opposite of traditional “always-be-closing” tactics where every email
might contain a pitch.

That approach creates “cognitive load” - your audience is always on guard,
always wondering when the next sales attempt is coming.

The Rolling Launch Model removes that tension entirely.

Your audience knows exactly when you'll sell (launch weeks) and when you won't
(content weeks).

This predictability paradoxically makes them more likely to buy when you do open
the cart.

The Rolling Launch Model Overview

We're going to go into the calendar system for the Rolling Launch Model in the
next lesson, but | want to give you this high-level view of what it could like.

Example 1: 3 product lineup
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Month 1:

Launch Product A, then 3 weeks of content.

Month 2:

Launch Product B, then 3 weeks of content.

Month 3:

Launch Product C, then 3 weeks of content.

Month 4:

Launch Product A again (new audience + refresher for existing).

Example 2: 6 product lineup
Month 1:

Launch Big Product A, then 1 week of pure content. Launch Smaller Product B with
a content-based approach, then 1 week of pure content.

Month 2:

Launch Product C, then 1 week of pure content. Launch Smaller Product D with a
content-based approach, then 1 week of pure content.

Month 3:

Launch Product E, then 1 week of content. Launch Smaller Product F with a
content-based approach, then 1 week of content.

Month 4:

Launch Big Product A again (new audience + refresher for existing)
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We'll go over what | mean by "with a content-based approach" in the subsequent
lessons.

ACTION ITEM

uy

There's no action item for today.
| just want you to think about your current model for generating product sales.

Are you stuck in "I sell in every email but | really don't make all that much with
every email | send" mode or are you using the big launch method that's probably
stressing you the hell out?

You might try this Rolling Launch Model.

I've found it to be extremely freeing and helpful (and even more profitable than
other models, t00).

Tomorrow I'll show you the exact calendar system that runs this Rolling Launch
Model and my entire email marketing strategy.

— Derek
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