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[EBB] #31 - $100k+ Launch Weeks

Yesterday you learned about the 5 types of email weeks that run your business.
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And now you have a complete picture of how the Rolling Launch Model works.
Today | want to dive deep into Type 1: Launch Week Selling My Product.

Specifically, I'm going to break down the exact "relaunch" sequence | used for
CopyHour that generated over $140k in 7 days.

NOTE: A "relaunch" is the same as a launch - I'm just stressing that when things
get going in the Rolling Launch model, your launches can be BIG. | did back-to-
back launches of CopyHour (In January and then in April of the same year) that
generated over $100k... and this was after launching CopyHour every quarter for
12 years!

Real Example of a Launch Week Sequence

I've created a Google Doc with the complete email sequence from my CopyHour
launch - every single email, word-for-word.

CopyHour Launch Week Sequence Breakdown

This is a 7-day launch sequence for an established product with proven results
and testimonials.

Two Important Situations for Launch Weeks

Situation One: When you're brand new and launching a product from scratch.

You'll be launching without testimonials or social proof. Your emails nheed more
teaching and training to build trust and demonstrate value.

If this is you, | have to recommend you join Email Delivered Courses. | have a One
Week Pre-Launch and One Week Launch sequence document that will show you
how to launch an Email Delivered Course, specifically, from scratch. You'll learn
how to launch without the benefit of leaning on data/feedback about your product
and/or testimonials from students.

Situation Two: When you're launching an established product with established
results.

You can lean heavily on social proof and success stories - which is exactly what
you'll see in the CopyHour sequence.
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The CopyHour Launch Week Breakdown
Here's the high-level structure:

e Monday: Dan Ferrari story (cart open, freelancer success)

o Tuesday: Sarah Mueller story (entrepreneur success)

» Wednesday: Jon MacLennan story (niche business success)

e Thursday: Ning Li story (non-writer success)

o Friday: Austin Lee story (overcoming perfectionism)

o Saturday 1: “Case against CopyHour" (honesty/"damaging admission”)

» Saturday 2: lan Stanley story (lifestyle/freedom)

e Sunday 1: Objection handling (Al fears)

e Sunday 2: Final urgency with social proof

e Sunday 3: 2-hour warning

ACTION ITEM 1) 3%

Study the complete launch sequence in the Google Doc above.
Don't try to copy it word-for-word, but notice:

1. The benefits each email speaks to - what job each email plays in the
sequence

2. The stories hitting on different types of solopreneurs

3. Scarcity and urgency in action

4. Value and sales - every email provides value while selling
5. How objections are handled throughout the sequence

Then outline your own 7-day launch sequence for one of your products using this
structure as a guide.

— Derek
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CopyHour Launch Week Sequence
Breakdown

Overview: The Rolling Launch Psychology

This is my proven 7+ day launch sequence for my flagship course CopyHour. This
sequence generated over $140k in revenue in a more recent launch and
demonstrates how to run a launch week for an established flagship product with
proven results and testimonials.

Key principles:

o Each email provides value while selling

» Stories from different audience segments (freelancers, entrepreneurs, specific
niches)

e Genuine scarcity (cart actually closes)
o Builds trust through honesty and transparency

o Addresses common objections
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