
Week 9 - Welcome Week 

Welcome Week Day 2 

Welcome back, it's day two, and today we are going to continue the process of getting your launch out to all 
those amazing people. So the first thing I want you to do if you haven't already done this is to go and do 
your debrief from yesterday, and I seriously mean this, if you haven't done this, you need to stop this video 
right now and go and get that done whilst everything is still fresh in your head, because the minute I start 
talking about all the things you're going to do today, you're going to forget what you did yesterday, and you 
lose a golden opportunity to be able to reflect on what worked and what didn't and take those all important 
numbers and improve them next time round.  

Your debrief is such an important part of the whole process, 'cause that data is what's going to help you get 
better and better results over time, and that's what I want to see you do with your launches. So, if that's 
you, if you've not done your debrief, if you've not tracked your numbers, stop the video right now, go and do 
that, and then come back and do the rest of the work. So again, we're going to go through some of the same 
things we've already done, and you're going to find this week, a lot of what we're doing is going to be similar, 
and I'll be taking you through my specific order of doing things, and it's always going to be emails, ads, social, 
group, website, in that order. I'm always going to make sure I'm doing those things. Now, the website 
activities, most of the time you won't need to do until we get to next week and we have to start changing a 
few things, like countdowns, or adding in some replays, so mostly this week you're going to be focused on 
emails, ads, social and your group. So we're going to go through things in that order, and the first place we're 
going to start off for today is with your resend. You are going to send out your email today to people who 
haven't opened it, and you're going to simply send out a resend, and your subject can be something along 
the lines of, "Hey, you missed this." Or whatever language you would typically use. I would use something 
that's a bit more warm and friendly, I'd probably say something like, "Hey lovely, you're totally missing out 
on this." And that's the language I would use with my market, and so I'm going to use that in my subject line, 
and then I would just put a little piece of text at the top will say, just wanted to get this into your inbox, 
because I think you may have not opened this, here is the copy from yesterday, or the email from 
yesterday, take a look through, I'd love to see you on the other side, here's the link to join, and then I would 
do a little line and I'd put the email copy just underneath that. Super, super simple way of doing things.  
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Now, one of the things that you're going to hear me talk about is optimization throughout your launch, and 
I'm going to talk about that a little bit later on when it comes to troubleshooting, but every time you launch, 
you can test out different subject lines to see what lands the best. Now, when your launches get bigger, you 
can do a split test. So this email, you could do a version A and a version B. Now, we're not going to do that 
right now, that's only if you're at the scaling stage, but if this is the first time you've gone through Let's 
Launch Together, then do exactly what we've done, model what we've done, go through our process, and 
then next time round we can tweak some more things. Now if this is your second or third round going 
through Let's Launch Together, have a look at what worked last time, you're going to do that, and maybe do 
a different test to see what works differently. So, email resend is the first task.  

And number two is to go and have a look on your social and see if there are any comments that we need to 
address. Now, here is why I say this. Social media is not just about sharing, it's about conversation, and one 
of the things I want you to get really good at this week is listening, listening for things that people are 
saying. You're going to have people saying lots of lovely positive comments, but also, you're going to have 
people asking questions. Questions usually lead to objections, and what we need to remember is it's not just 
about objections to the sale, it's objection to even joining your launch experience in the first place. There 
might be some confusion over what this is, they might not think it's free, if you are doing a free one, I know 
some of you at the next level might do a paid challenge, for example. So I want you to go and have a look, 
and see if there is anything that indicates to us that we need to tweak the messaging slightly, or if there's a 
particular objection that we need to overcome. So one of the things that I found in one of my early 
launches was that people didn't know what kind of level, if it was for them. So I put out a piece of content 
on my day two that was saying, if you guys saw my advert yesterday, I want to talk a little bit more about 
who this is for, it was just a little livestream I did on my Instagram stories, to make sure that people knew 
that this was for them or not.  

So every time you get a comment, whether it's good or whether it's bad, it's an opportunity to create 
another piece of content that addresses an objection or that builds more social proof. So there might be 
someone who's joined and they are so excited, that you could screen grab what they say, with their 
permission, and use that as a post on your Instagram story. There could be someone who's like, oh my gosh, 
I'm so excited to be here, and this is exactly what I need right now, because this is the part of my life that 
I'm at. Or this is a problem I've got in my business and I really hope you can help me solve this. You could 
then do a post on your Instagram based off what that person is saying.  

So use this week to listen, listen out for those cues on what people are saying that's positive, and then use 
those to build more social proof, or if people are like, I'm confused, I don't know what this is, or is this right 
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for me? That's an opportunity to create more content to help overcome those objections, to get people to 
join, but also because it helps to address it for a wider audience. You can bet that if one person is saying it to 
you there's going to be 20 other people out there who are also thinking the same thing. So social listening is 
an important part. Again, no comments unanswered, woo! Keep going blurry. No comments unanswered, 
and that really is a part of the social listening side of things, making sure you're answering comments and 
noting those things down, what people say, what they're loving, what they're not loving, what are their 
questions, and you want to turn that into content this week.  

We really want to uncover any objections that people have to joining. We might have to change our 
messaging, we might have to tweak the ad, we might have to put out some more content that helps to 
address those objections, but the only way we get that is by going through those comments and making a 
decision from there. The next thing I want you to focus on is your group, your group is where you're going 
to have some fun today. Go and put out, like a fun engagement post, maybe something along the lines of, 
what I love to do, when I say launch, you say X, or use five emojis to tell me how you're going to spend your 
day today. Something along those lines, something fun, something that creates some conversation, and 
that, when I say launch, you say, for us, that post is great, because it tells us the level of people who are in 
the group, whether it's leaning more towards, oh I'm really scared of launching, or whether it's a more 
advanced level, where people are like, yes, I love launching, I'm ready for the next stage. It's all about 
creating those conversations, and it's also an opportunity to build that relationship, because if you get a 
really negative comment, you can actually have a conversation with that person, and help them uncover, 
okay, where's this coming from, shall we talk about this now? You could then go and do a livestream about 
that exact thing, you have got full freedom this week to do whatever you want to do that's going to help 
people, that's going to help them get a little mini win, help create that shift, and there's nothing wrong with 
you doing some bonus livestreams throughout the whole of welcome week to get people excited, and I 
encourage you to do those things that are more spontaneous, and this is why I'm so passionate about 
getting you to create a lot of your content in advance, because this week now, because you've done all the 
heavy lifting, you get to enjoy it, you get to do these things that really build in those elements of surprise 
and delight, and that build engagement, and help people get those wins, because if they're already seeing 
shifts, and they're celebrating wins before you've even got started, imagine what's possible for them next 
week and beyond, you know, as they become an amazing customer of yours.  

So, another task is you'll want to update your group. Now, Facebook, if you're using a Facebook group, has 
what I'd call essential updates, and so if you're making a big update to a group, Facebook is likely to show 
that at the top of someone's feed more likely than a group that's unengaged or just a normal kind of post. 
So, an essential update is something like, changing the cover image in your group, adding in a description, 
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adding in a file, anything that is like a big change to a group, an event, you're more likely to see when you're 
a group member, and so today, you can change your cover image, you can go live, you can add in the 
schedule, if you've not already done that, all about doing these things that get your group in someone's news 
feed, because the more people who are engaged early on in welcome week, the more engaged your group 
will be overall, because Facebook is going to show a very active group to more of the people who've joined it, 
it's why I'm such an advocate of using a pop up group for launch, because people are more likely to do that. 
So update your group, maybe you've got a countdown banner, obviously there's six days to go now, so you 
can change your banners, you could also use that as a social media post. We turn our banners into a 
different orientation and use that as an Instagram story, and we get people excited about the fact that there 
is this amazing event coming up, and if you build that anticipation, get them excited, they're more likely to 
show up, because they've been looking forward to it all week long.  

So some of the problems that can crop up on day two, is sometimes your conversions can be a little bit low. 
In which case, we might need to make some changes to your opt-in page for your launch itself. Now I 
actually learnt this from one of my amazing mentors, dear friend of mine, Ryan Lavesque, he's the creator 
of the ASK method, and he was my mentor for nearly two years, wonderful, wonderful guy, taught me so 
much about marketing, and he is incredible at optimization, and one of the things that he taught me was to 
test for screams and not whispers. And so what he means by that, is instead of making like these little tiny 
micro changes, to test a very big change and see how that performs. Now, definitely feels scary, 'cause 
you're like, oh my god, I'm going to change it to this completely different thing, but for me, it's a shift in 
messaging, rather than completely changing a whole layout of a page, and this is your opportunity to test 
things out. I want you to be testing new things in your launch every single time, because then, when you've 
done your launch two or three times, you've got something that performs really, really well across all the 
areas of launch, copy, design, conversion of your landing pages, your actual workshop content, your offer, 
and so by us running these tests and making these changes, we're able to see, okay, well when I did my 
landing page with this message, this launch, it worked really, really well, we can measure the success of that 
one.  

So, we want to test for screams and not whispers, and a really good example of this is moving away from a 
more positive and aspirational message towards more of a message that's about prevention, and caution. So 
a great example for this might be a web designer, and you're talking about how to build an amazing website 
that brings in your dream clients, versus how to avoid making the key mistakes that's going to kill your 
website. And so moving away from the positive to the negative, moving away from aspirational to more 
cautionary, moving away from this dream to this fear. Those are two massive shifts in messaging that we can 
test, and so if you're finding that your landing page isn't really converting that well, and I'm not going to give 
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you a benchmark, the only benchmark that is important is your benchmark, I don't want you benchmarking 
yourself against anyone else. But if you're thinking it's a bit low, then you can test those two completely 
different messages. And remember that if you don't get something right first time round, that's okay. You 
hear me talk about this all the time, when it comes to launches, the money is in the mistakes, because the 
things that you get wrong, you're going to then tweak, and then when they work, that's where you really 
start to have success with your launches.  

So let's be open, let's be curious to what can happen when I make these changes, did it work, did it not? If it 
didn't work, well, that's something I learnt. If it did work, great, I'm going to try something else, and so that 
process of optimization is really going to help you have success, but overall, in all your launches, you're going 
to tweak different things, you're going to try out different ways of doing things, and that is going to help 
your launch success from launch to launch. So if you still have time after this, then one of the strategies I 
want to talk about is Bonjoro, now let me get my phone, because I'm going to show you exactly how this 
works. So, I've put the link to this underneath this video, Bonjoro app, it's an app you can download to your 
phone and it is as simple as this. You will connect it up to your phone, and I recommend using the phone 
version, it's much quicker than desktop, and when someone signs up, you can send them a video.  

Now, about three launches ago, I had just over 500 people sign up, and so I created 512 personalised 
videos. They were between 30 and 45 seconds long. They got shorter as we moved towards the end of the 
launch, and here is exactly what I would do. So I'd have my phone out, and so someone would sign up, so I'd 
see it's Anne. Hi Anne, it's Laura, oh my gosh, I'm so excited to see you signed up, I've just been to your 
website. Yes, I will actually look at their website. I've just been to your website, and I saw that you are in the 
fitness world, which is amazing, I help so many fitness instructors, I'm super excited for all the opportunities 
you've got right now, I see you haven't joined the group yet, so come and join the group, that's where I'm 
going to be hanging out all week. I cannot wait to get to know you. When you join the group, don't forget to 
pop your introduction on the intro post as well, so I can get to know you better. Can't wait to have you, 
welcome to Love to Launch, see you soon! That's it, that probably wasn't even 30 seconds. So that's a 
Bonjoro video. People flip out over these personalised video.  

When you're doing a launch, as my mentor Jeff Walker would say, you're becoming like a celebrity within 
your little niche, within your world, and when people feel seen by you as the leader of your launch, it feels 
amazing to them, the fact that you've done something personalised is even better. So I will look at their 
website domain, I will go to their website, I will see what they do. I will check if they're in the group, because 
there's so many people who joined my membership from that specific launch who said, my mind was made 
up about you the minute you sent me that video. I was all in from the minute I got that video through to my 
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phone, or through to my inbox. So a couple of things that you want to do, two actions. One is you want to 
make sure that you personalise the subject line. Mine always says something along the lines of, "Yes, I made 
this video just for you." And then I put in the merge tag to bring in their first name. And then I will use my 
own custom domain name so that it comes from Laura@LovetoLaunch.com not from Bonjoro, that really 
helps to boost the number of people who open those. 

Some people believe they're not real, some people don't even open them, and that's just the nature of the 
beast, but the people who open them and love them rave about them, your super fans are just going to love 
them, so if I can do 512, you can too, and you know, that launch was amazing, it bought in around 170,000 
pounds in revenue which is around $220,000. Would you send 500 personalised videos for that? Yeah you 
would and especially when your launches are smaller, those unscalable things create super fans and that's 
where you get massive conversions from, so I want you to do those things, so if you've got time, do it, 
especially early on in your launch when you've got that spare time. If you're getting up 20 minutes earlier so 
you can send 10 or 20 of them, even more than that, and if you're going to bed 20 minutes later and you're 
sending out another 20, like, who cares if you've spent that little bit of extra time? I'll tell you who cares, 
the person on the receiving end of that. They are going to love it, and it really is just as simple as doing it on 
your phone. So lots of things to do today, we've talked about emails, you don't need to worry too much 
about your ads today, unless they're really not performing, in which case, change that messaging, change 
your image, try putting them out to different audiences, but I tend to leave my ads for two or three days, to 
begin with, 24 hours for me is not enough time for them to start performing. We've talked about social 
media, again, just like yesterday, pimping yourself out everywhere, and maybe doing that six day countdown 
post, as well as making those changes in your group, go live, do something fun, create that engagement 
post, as I said, we love to do the, "When I say launch, you say X", and then people comment. And that is 
going to give you so much to do today, so lots of things to do, lots of things to try, remember when it comes 
to troubleshooting, and changing different messaging, try that big shift, and I will see you tomorrow. Have 
an amazing day, go and bring your best energy, if you're not feeling very energetic, just channel my energy . 
You just have to perform for a short amount of time, and then we can get back to introvert life, but if you 
really go all out over the course of the next two weeks you're going to have the most amazing launch, so 
bring your best, I am cheering you on, and I will see you tomorrow, bye for now.
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