
Launch Goals 

In this video I'm going to teach you how to effectively set your launch goals. Because here's what 
happens, people will say something to me like, "Laura, I want to have a five figure launch," and I'll look at 
them a bit puzzled. You know how when a dog is confused and they cock their head? It's a bit like it. I'm 
like, "Where did you pick that number from?" They're like, "Well, such and such had this goal," or, "I felt 
like this was the next obvious step for me, "and I've just had a five figure launch, "so clearly the next step 
is a six figure launch," and it's such a backwards way of thinking though, because what happens is, people 
will go and pluck out this imaginary number, just a number that they made up, and then no matter 
happens during their launch, whether they have their best conversion rate ever, whether they have the 
most amazing time delivering this launch, whether they felt so much more fun, and ease, and joy, 
whether they brought in the most perfect clients, if they don't hit that imaginary number that they 
made up, they feel huge disappointment.  

So it is really important that we set the right goals from the outset, I'm going to teach you my strategy 
for doing this. Here's a pro tip for you, don't get caught up in the results. So I remember a launch, 
probably back in 2017, it was the first time that I had ever done what I called, quote, unquote, a grown 
up launch, a proper launch, which was in the public, and until that point, I had done my launches behind 
the scenes, no one had really seen them, it was to my closed community, it was to my email list, I was 
really nervous about launching publicly, 'cause I was a marketer, and I didn't want to fail. And I decided 
on my first, grownup public launch, that I was going to only focus on this being a learning experience for 
me. And if the only thing I took from it was how not to do a launch, I was going to be happy with the 
results, and I would then take that learning and apply it to the next launch. And what that gave me, I 
found during that launch, was so much freedom, it gave me so much more ease, I felt so calm, even 
when it wasn't going right, when things were broken, things weren't working. Day two, when I opened, 
and it was all quiet and no one was buying, as you do, and we're going to talk about that later in the 
programme, I didn't feel anything, but it's okay, to be where you're at right now, Laura, it's okay because 
you're just going to focus on delivering this launch and whatever the results, you're going to take that 
learnings and apply it. Now because I wasn't caught on that imaginary number, that most people pluck 
out of the air, because I was focused on doing the work, actually showing up, actually giving people an 
amazing experience, I actually got the results that I wanted, and I never ever felt that pressure to 
achieve, hitting that imaginary number that most people make up.  

So I know this is hard, I know that this hard when there is a lot riding on your business, but if you are 
only focused on that very very end point, getting to the end of that journey and that pot of gold 
necessarily, that is sat there waiting for you, you are going to feel so much more stress than the person 
who is there consistently taking small, baby steps, towards it. If you're that person who just plucks out 
that number, you might as well just pluck out a number out of a bowl, then you're going to feel so much 
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more stressed. And because of that, you're going to be so focused on the end result, you're not actually 
focused on the experience. Now I know this is hard, I know it's hard when there's stuff riding on it, I know 
that it's hard when actually you want this to be a wild success, you want to have that result, but I don't 
want you focused on the money, and that's why I'm going to teach you how to set good, better, and best 
results. Now also from a sanity perspective, and this is important because rather than you going out and 
again, plucking out that number out of a bowl, just a random number, all I'm going to be asking you to 
do, and encouraging you to do, throughout this programme, is just do a little bit better, good, better, 
best. So that no matter where you're starting from right now, even if you're starting from zero, all I'm 
going to ask you to do is that each stage of the launch, just do that little bit better. Every time you come 
back and you do a launch, what can I do to just do that little bit better? And this is going to give you so 
much more sanity back, this is going to give you joy, this is going to make things easy, and when 
launches feel joyful and easy, that's when we get the results.  

So instead of you being that person who is holding yourself to this ridiculous standard that you've 
created for yourself, all you're going to do is push a little bit more. So, what are good, better, best goals? 
I kind of split this into two areas and we're going to talk about this is a moment, but no matter what 
metric I'm setting my goal for, good to me is the minimum I need to make it a win. Now usually, this is 
going to be what you did in your last launch, so I always want to do that little bit better. So if I set my 
last results as my good, I know I can achieve that, so this is the minium of what I'm prepared to accept as 
my result the next time round, because I've got new learnings, I've optimised, I've come back and I've 
changed things that didn't work, I've got all those lessons, I'm not going to make the same mistakes 
again. So for me, with my last launch, I'm always going to look at that, that is my benchmark. Not what 
Sally, or John, or Richard is doing, not what Miss Thing, Miss Competitor Over There, what she's doing, 
not the people who I aspire to be like, I'm not looking at their goals and going, "Yes, that should be my 
minimum, "that's the only thing I'm willing to accept," my only ever benchmark against what I can do, 
running in my own race. And this actually is giving me so much joy, not in just business, but in my life as 
well. When I only hold myself to my standards, not looking around what my competition are doing, I'm 
not worried about anything else, but serving and doing my thing, that's when things really started to 
change in my business and I want that for you too. Especially if you're someone who hasn't really being 
enjoying launches until now, we want to change that. So good is the minimum I need to make it to make 
it a win, but you're also got to make this realistic.  

So if you're expecting to go from a 1% conversion to a 15% conversion, just because you've seen 
someone else do it, that's not actually realistic for you. So if you've got to benchmark against your own. 
Better is beyond what I expected, so this really a great result, I'm really really happy with this. And best, 
this is a stretch goal, this is my beyond my wildest dreams. What we're not doing is just going out there 
and plucking a number out, not for anything, not for your leads that you're bringing into your launch and 
not for your sales either. So what I'm going to be getting you to do, and I've got an amazing spreadsheet 
that you can make a copy of, is in Google Drive, that you're going to set your good, better, and best 
goals, for your leads. So you remember I talked about this is in a previous video, about the different 
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types of list. We have your master list, and we have your launch list, your launch list is the number of 
people who sign up for your launch experience with their email address, they're the leads. And we're 
going to set a good, better, best, for leads, and a good, better, best for sales. So for example, good, in 
this instance for leads, might be 300 emails, better might be 500, and best, 1000. Remember we 
talked, minimum, beyond what I expected, and beyond my wildest dreams, so that is going to be 
completely different for you. Sales, good, a 3% conversion, now here you'll see, I'm not setting number 
of sales, I'm actually setting a conversion rate, and we're going to talk about that a little bit more in 
depth in a moment. 3%, 5%, and 7% conversion rate.  

So let's say for example, your product is 397, the reason I want you to set a good, better, best for both 
leads and for sales, is because look at the range. When people say to me, "I want to hit a five figure 
launch," and they pluck that number, I'm like, "Where does that come from?" Now if we're saying that 
your target is 300 to 1000 leads, good, better, best, and then your sales conversion target is to 3-7%, 
you can see there that range, of 3573, in the lower range of 27 790, in the top range. So instead of you 
just going out, randomly picking out a number, we know what we are working with. We know how many 
leads we need to bring in to make this viable, we know how many sales we need to get to make this a 
really good result, and all I'm going to be asking you throughout this programme, is just to do that little 
bit better. And when you do it across leads, and then you do it on your conversion rate, you are going to 
have so much more fun, and you're going to get a better result, because you're not focused on this 
random, imaginary number that you've plucked out, this is based off how well we know you can do with 
generating leads for your launch and then the conversion.  

So when it comes to launch list goals, remember, this is not your full email list, this is the number of 
people who joined your event. So I'm not going to give you any benchmarks of what you should expect 
in terms of getting people off your main list into your launch. Sometimes I see 10 to 20% of lists, and 
then I see 50 to 60%, the only person I want you to benchmark yourself against is your last launch, not 
other people. And this I why when we come to the end of this programme, you'll do a debrief, and this is 
one of the metrics I'm going to ask you to find out, how many people from your main list, joined your 
launch? Because the next time round, you know that if you brought 60% of your master list into your 
launch list, you know you're doing a real job of nurturing your people. If you find that hardly anyone 
from your master list joined your launch list, they did not even sign up for the event, you know that 
what you're doing in terms of building your audience is not quite right, there's something that's not 
working, maybe you're not delivering enough value, or maybe, your launch event didn't really hit the 
mark. So I only want you to benchmark you against you, you in your last launch, I don't want you going 
to ask other people who've done launches, what did you do? Because all you're doing here is creating this 
standard for yourself, that you may not be able to achieve, or even worse than that, you might not be 
pushing yourself, because you're actually doing a really good job, because you're benchmarking yourself 
against people who maybe don't have as good a result as you, you're going, "Oh, it's okay, it's fine, "this is 
really really good," and you're not pushing yourself to do that little bit better. So that's all I want for you 
guys. So it's actually far better for you to have a smaller, engaged launch, with a higher conversion rate, 
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and the reason I want that for you, is because rather than you saying, "I want to go out "and I want to get 
10 000 people into my launch, "and I'm only aiming for 1% conversion rate," well I would much rather 
you bring in a lot less than that and you had a higher conversion rate, because then you know that your 
marketing is truly working and we also have a much better gauge of how much money can I invest into 
paid advertising, not just during your launch but in between your launches because you know that when 
you bring people into your launch, you've got an amazing conversion rate, it gives you so much more 
accurate data. Also, I don't want you bringing in tonnes and tonnes of people into your launch, it's hard 
work serving hundreds and hundreds of people, let alone thousands of people, and so I'd rather you have 
a higher conversion rate on a smaller, engaged, launch that was more fun, there was more ease, that 
required less customer support, than just bringing in thousands and thousands of people and just trying 
to scape a 0.5% conversion rate, 1% conversion rate. I want you to bring in less people, have an easier 
launch, and then go for a higher conversion rate. So conversion rate goals. People often ask me, "What's 
normal?" Again, I don't want you to necessarily benchmark against this, but there is an industry standard 
of launch conversion rates, typically 1-2%, to many of you that might seem really really low, but it's just 
the way it is. Now this number is typically seen, especially on launches, where people are bringing in like 
5000 people into that specific launch. But if this is your first launch, if you've been audience building 
for while, if you're doing a really good job of nurture, you can expect a much higher conversion rate. So 
for example, if you've been nurturing your audience, and you've been doing a really job of it, and you've 
brought in 100 people into your launch, but 20 of those people are your biggest fans, and you had a 
20% conversion rate, well I would fully be expecting that. Where people then tend to get a little bit 
caught out, is in their next launch, they then expect a 20% conversion rate, and they get disappointed if 
they get 5-7%. Let's be honest, 5-7%, by anyone's standards is great, anything over 10% consistently is 
killer, but it is achievable. So many people say, "Yeah, 10% is great, "but I'm bringing in 5000, 10 000 
people," you can still hit a 10% conversion rate.  

In fact, my client Jasmine Starr, we just did her launch in January, and she brought in 2000, almost 
2000 new members into her membership, she had a huge, huge, conversion rate, over 10%. And so 
when people say, "It can't be done at scale," yes it absolutely can. If you're nurturing your audience, if 
you're got a really great offering, and you do an incredible job of delivering your launch, you absolutely 
can hit those higher numbers, but again, it's your benchmark, I don't want you going out and looking at 
other people's launches, and going, well they're doing that, so I should be doing that. All I'm asking, is to 
just do a little better, but to do that across the leads and the sales separately. It's going to keep you sane, 
and it's a lot more fun. So here's a tip for you, I don't want you spending too much time doing this, in 
fact, this should probably only take you about 10, 15 minutes to do, I want you to set your best guess 
right now, and then you can adjust it later on down the line, this is not a solid set in stone, these are the 
numbers I have to hit, what you may find is between now and your launch, that you do a really really 
good job of building your list and then you think, "Well, actually, I feel like I set my goals "way too low." If 
you've been building your list effectively between now and launch, and you already have built a list of 
2000, 3000 leads and you weren't even expecting to hit 500, you know you do a really good job of 
generating interest for your business and so you can adjust those goals.  
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That's why I always say when it comes to setting them, good is your minimum, better is better than 
expected, and best is beyond your wildest dreams. So you do have that big one to aim towards. And 
again, for your conversion rate, three, five, 7%, is a really good benchmark for most people, but, if you've 
already done a few launches before, if you really want to push yourself, set that best that little bit 
higher. So set your best guess now, adjust it later on down the line, don't get judgey over yourself, don't 
allow this to affect your mindset, this is just us setting a benchmark, we can adjust, we can lower, we can 
increase, and the thing that I'm really going to be encouraging you to do, when we actually move into 
the launch phase itself, is to keep pushing yourself, what can I do today that's going to help me to get 
another 100 people into my launch? What can I do today to help me get an extra one or two sales? And 
the thing that you're going to notice by the end of your launch, instead of you just scraping to get that 
good, you're going to moving towards your better and to your best, but it all starts by just setting some 
goals to begin with. So it's time to #DoTheWork, time to set your goals, there is a Google Sheet, that 
you can make a copy of and use for this process and if you want to learn how to use that or make some 
adjustments, there is also a little tutorial underneath this video that you can use as well. So, remember, 
set your best guess now, adjust later on down the line, but this is not about you, I guess, trying to predict 
what your success is going to be, all I want you to do is to start creating a goal that we're going to help 
you move towards in terms of getting people into your launch, and then when your launch is done, when 
you've delivered those amazing workshops, we're going to shift gears and we're going to look all those 
conversion mechanics, how can we actually convert all those leads into your very very best customers. 
So it's time to do the work, I'll see you in the next video.
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