
Track 2: Next Level 

In this video we're going to talk about track two, which is next level audience building. So, this is really 
for you, if you have had some success with your marketing so far, if you've had some results from 
audience building, if you have an ads budget, and also maybe if you have a team member to support you. 
Now, the team member is not a requisite. But what I would say there's a strategy I'm going to be sharing 
with you that I don't necessarily want you spending all your time on, I think there's far more effective 
ways of audience building than you spending all your time on this one strategy. So, if you do have a team 
member to support you, I'm going to talk a little bit about what they can do for you. But this is 
recommended if you have an ads budget. Now, you don't need a huge ads budget to get started with 
this. In fact, many of the strategies I'm going to be sharing with you, you can get started with for maybe 
five, 10 pound a week. It's all about consistently building your audience over time. And there is a 
strategy I'm going to share with you but it's not necessarily about spending lots of money on ads, but just 
constantly re-engaging the people who are already in your audience.  

So my launch pro tip around this, around these strategies and these particular videos, just become 
dedicated to the process. I'm going to give you some strategies and some guidelines that are really going 
to help you to build your audience over time. But what I want you to do is to become dedicated to the 
process of marketing. Start looking at everything you do as just a test. What works in one market 
doesn't necessarily work in another market. What works on one platform, doesn't work on a different 
platform. And whilst this is an audience building module, what this isn't is, this is everything that you can 
do on social media. So I want you to become curious about testing out different things, really becoming 
obsessed with whatever platform you are using, because that's where you get the results. So, the full 
strategies we're going to be looking at in this particular lesson. Number one is dominating your platform 
or your channel of choice. Two is repurposing content to new platforms, paid ads to find new people and 
re-engaging your existing audience. So let's dive in.  

So, strategy number one is dominating your number one platform. Here's what I see people do. They 
like start on one platform. They start having a little bit of success, like, "Right, great, in order to scale, 
"I'm now going to go to another platform. "I'm going to do a little bit on both." Makes total sense, right? 
And so before you know it, people have started spreading themselves across multiple platforms. And 
what that means is you're actually approaching things in a very diluted way, go quite at surface-level. 
What I want you to do is go all in on one platform. You're going to have far more success, you're going to 
have bigger reach, but actually, it's going to make your job easier. So instead of you doing this approach 
of, "I'm going to be on all the platforms doing all the things" maybe just scratching the surface, going all 
in on one platform and utilising it to its maximum potential is going to give you far better results. And 
this is really something that I've personally struggled with. I remember a launch a few years back, where, 
and this is for the same products, we're going to talk about two different launches, launch A and launch 
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B. This particular launch, I'd not really been audience building very much. In fact, I've been quite 
invisible. I would class myself as an introvert, someone who doesn't enjoy being visible in the online 
space, still, yes, folks, still, I definitely struggle with the visibility pace. If I could have the success I've got 
without being visible, I would.

So, this particular launch, I was just starting to scale my launches and I was like, "Right, okay, "I'm going 
to put some money into ads." I worked with an ads agency, invested a huge amount of money into my 
ads, and the result, although it was an amazing launch, by if you look at what went in and what came out, 
it was a very stressful launch. I had to do a lot to convert those people. And so, I vowed after that 
launch, I was never ever, ever going to rely on paid ads again. I got the result, yes, but it was stressful, 
my ad cost was through the roof, it was costing me about 20 pounds, which is around $25 per lead, 
which was crazy. It was such a massive amount of money. So I vowed after that point I was going to go 
all in on visibility, I was going to go all in on my particular, favourite platform of choice, which at that 
time was Instagram. So, I went all in. And so, the same product, pretty much the same launch dial. Just 
a year later I had an ad spend of $1,000, and the result, $189,000 in sales. Why? Because I went all in, 
all in on one social media platform. I wasn't trying to be on all platforms doing all the things, I was all in 
on my favourite platform, which at that point was Instagram.  

So what does going all in on a platform mean? Well, for me, from the perspective of Instagram, it was 
about doing consistent, high-quality content in the feed. It was about doing regular Instagram stories, it 
was about having conversations in my direct message. One of my strategies was to every day go and 
have a search through the common hashtags that my market are using and leave thoughtful and 
meaningful comments on the posts of the people who are using them. So when people were talking 
about course launch, I would wish them well, I would say, "Congratulations." I would talk to them about 
their launch and ask them about what product they're launching, what kind of launch dial, just start 
those conversations. And those people would then start engaging, sending me messages, follow me, 
commenting on my stuff, and that it is how I built my relationship. So getting to 10K followers on 
Instagram was so many organic strategies. It wasn't through paid, it was simply by adopting these 
strategies, doing it consistently, making time for every single day. But more than anything, what I was 
doing was building high quality relationships and focusing on those first, the numbers came. So I was 
building relationships, people who I knew within the industry, people who I knew were coaches, 
consultants, creatives, people who were going to be launching online offers, I was building relationships 
with those. So that's not just about them seeing my content, it was about me commenting on theirs. 
And so, these strategies helped me to not only build an amazing audience on Instagram, but it helped 
me build consistency in-between my launches. And that's why when we look at those two launches, 85% 
less ad spend, but almost double the results, which is absolutely wild when you consider that, that we 
think to have scale that we need to use ads. That was not what I needed to do, what I needed to do was 
go all in.  
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So, going all in on Instagram for me was game-changing in my own launches, and I see this time and 
time again with my students and clients. Instead of trying to do all the things and be on all the 
platforms, being on your platform of choice and absolutely dominate in that, and using all of those 
strategies to your advantage will help. Now, I put live streams on this list. I don't actually enjoy live 
streams on Instagram, but I have some clients who absolutely crush it with those. So I've put it on here 
as a go all in strategy, not because it particularly worked for me, I actually really don't enjoy going live on 
Instagram. I find I have a few strange followers , and I feel like I have less control, and I don't enjoy the 
flow as much as I do on Facebook. That is down to my personal preference. As I said, I've got clients and 
students who absolutely crush it with their live streams. So I have included it, although it's not one of my 
personal favourites. But you don't have to be all in on Instagram, you can be all in, for example, on 
Facebook. Posting content and videos natively.  

So when I talk about native content, what I mean by that is you're not uploading to YouTube and then 
sharing your YouTube video to Facebook, you're actually uploading the video into Facebook and keeping 
the content in there. Live streams, I love doing live streams on Facebook. I find it super easy. I really 
enjoy the engagement, I get really high quality comments in engaging on there. So for me, if I'm going 
to do a live stream, I'll always do it from my Facebook page. But again, that's my personal preference. 
You know, what I'm not telling you here with everything that I'm teaching you in this programme, is that 
my way is the only way. What I'm trying to encourage you to become is a bit of a scientist, you know. 
Everything is just a test. You may really love doing live streams on Instagram. Personally, I really love 
doing live streams on Facebook, but again, that is totally down to you. You need to figure out what is the 
best way for you to do that, and the perfect time for you to be testing these strategies is now, not in the 
two weeks before your launch, when you're then really doubling down on the things that do work, that's 
the time to scale what's working. Now is the time to test new things.  

So, you could be doing live streams, you should be sharing content from your page, building 
relationships within your network and make a real effort to stay connected to the people that I meet in 
other groups and programmes, friends of friends, on other people's pages. Again, it's just this kind of 
natural way of building relationships, making friends that's all we're doing. And, of course, Facebook 
communities. Now, this is not necessarily the right strategy for everyone. I had a Facebook community 
very early on in my business. It grew to 2,000 members, and it got to the point where I could see my 
revenue had plateaued, but my group was almost doubled in size. It wasn't really helping my business. In 
fact, it was taking time away from my business. So, I decided that I was only ever going to have a 
Facebook group, if I needed one for say, an event or for a programme I was running, or for a launch, for 
example. So, it might be right for you. There's actually some bonus training on Facebook communities in 
this module, so you can definitely go through that. Although the say about this is you don't necessarily 
have to have a Facebook community long-term. It could be that you start one now, and you keep it 
open until you launch, and then you close it, when you switch gears to serving.  
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So, it's not right for everyone. Some people love them, some people hate them, really depends on where 
you're at in your business. But again, you know, if you're going to be going all in on Facebook, consider 
all of those strategies. Honestly, it doesn't matter what platform you're on. You need to be posting 
content or videos natively on all platforms, utilising all the publishing tools available to you. So, it might 
be that there is a particular function on Instagram that you can use, or there might be something on 
Facebook on LinkedIn. So, there'll be different tools on different platforms, but what I want you to do, is 
to really experiment. I want you to test out the different features. This is going to require some 
Googling, some research, watching what people in your industry are doing, what are your customers 
engaging with, what content are they enjoying. But utilise everything that's available to you and test it, 
see how it works for you. Whatever platform you're on, you're always going to be building relationships. 
You're always going to be creating conversations. And then, finally, consider does a community work for 
you and your market. This isn't going to be right for everyone. Also, it's not right for every single 
platform. Obviously, you can't create a community on Pinterest. You can't create a community on 
Instagram, it just doesn't have those features.  

So, you need to consider which platform is right for you. What I don't want you guys doing is a real 
scattered approach. "I'm going to do one thing on here, "I'm going to do one thing on there." I want you 
to go deep and go all in on that one platform, 'cause that's where the results come from. So, dominating 
your chosen platform is not about having a massive audience, it's about being seen in a huge way by your 
people. So, I would always recommend repurposing and sharing your content to other parts of the 
platform. So, for example, if you are on Instagram, and you've created some content for the feed, well, 
then you can take that piece of content, and you can turn it into a story, one of my favourite strategies. 
You then want to become dedicated to learning your platform of choice. This is not a social media 
marketing post. This is an audience building post, and you need to get really good at building your social 
media presence on whatever platform you choose. But what I would say, is no matter what you choose, 
you want to do this for at least 90 days. People expect that they're going to get instant results with their 
particular social media platform.  

So if you're having difficulties choosing, use the one where you've had some traction already. That's why 
this track is really for those who've already had some success and kind of know where their people are, 
they know what platform works for them, they've had some success with that platform already. And I 
want you to go all in for 90 days and see if that can help you build the kind of audience you want. You 
only need to look for evidence of people in your industry, or people who serve your market, who are 
having success with this particular platform for you to know whether it's going to be right for you. So, if 
no one in your industry is using this platform, if none of your competitors are using this platform, then I 
definitely think there's a case for not using it. And now, it's not about trying to find that little niche 
platform that no one else uses. Yes, there's always a place for that. But one of these things I'm seeing is a 
lot of people right now are going to platforms like TikTok, because they see that this is an up-and-
coming platform. And they're going all in on that without really knowing whether it is the right platform 
for them. So I'm not saying don't test, don't spend maybe 10% of your time trying new things, but in the 
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lead-up to a launch we want to be dominating your chosen platform to really build your audience. Yes, 
set aside some time for testing and trying new things, but the time to do that, time to try new stuff is 
after you launch, okay?  

So, now is about dominating your chosen platform. Whatever platform you're on, you always want to be 
creating as many conversations as you can, and you always want to be connecting with other people. So, 
refer back to the strong foundations video on how you build relationships, how you make friends in your 
industry. And that is such an important part of dominating your chosen platform. Okay, so strategy 
number two is repurposing your content to other platforms. Now, repurposing is essentially taking one 
piece of content and reusing it in different ways. So what you could do is write a blog. Your blog could 
then be turned into an email. It could be changed into some little social media posts that you can maybe 
share on Instagram, then on Pinterest, Facebook, LinkedIn. Obviously, you'll need some different 
graphics for that. And from that blog idea, you can then create a video. Here's where this gets cool. You 
can repurpose that video into a square video for Instagram, a horizontal video for YouTube. You could 
also use square video on Facebook. And that video, the basis of that, can then be turned into a live Q&A 
where you can be answering people's questions. Your live Q&A, the tips that you recommend, the things 
you share, you can have the content created turn into a downloadable. So the whole idea of this is 
actually based off the weekly themes that we've already discussed. You're keeping it super simple, but 
here's the thing. You don't have to be creating all of these things for yourself. This is where your team 
members are going to be able to support you.  

So when I'm talking about repurposing, I don't necessarily want you doing all these things yourself. What 
you're going to find is that you spend all your life repurposing content rather than doing the big rocks, 
the middle movers, the things that are actually going to help you build an audience. This is why I tend to 
only recommend this strategy if you have a team member. Now, some of these things you can 
automate. So, there is a great piece of software called Repurpose.io, Repurpose.io. And so, if you want 
to repurpose, but you don't have a team member, you can automate some of it. What I have found 
through automating it, is isn't necessarily get the same level of engagement, so I prefer that this is 
actually managed by a team member, but this doesn't have to be hugely expensive, and it certainly 
doesn't have to be a big amount of time for you to get this done.  

So, what you'll do, essentially, on a week to week basis is you create maybe a five, 10, 20-minute video. 
You'll then summarise that into some key points and maybe once a week you do a Q&A. So these are 
the three pieces of content that no one else can do this for you, right? You have to do these pieces. 
What I would do, though, is bring in a content writer. And a content writer can typically take your video, 
and they can turn it into a blog and into some snippets for social media. What I mean by snippets is 
instead of you having like a 500-word blog, you'll have maybe an Instagram post created or a Facebook 
post, whatever it is. So, generally speaking, a content writer can do this for around 25 pounds, slightly 
less, if you're not doing the social media snippets. And so this is the strategy that we've used time and 
time again to save my time. I'm a business owner, I'm not a content creator.  
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So, yes, there are parts of my content that only I can do. I need to be the person who's coming up with 
the idea, with the actual piece of content, 'cause that's around my craft. I don't have to be the person 
who's writing content. And then you can have a VA. A VA can schedule the posts of those social media 
snippets. Your VA can send out an email. Your VA can repurpose the email into other stuff. And the VA 
can create the graphics. So, there's no reason why you can't have a really solid repurposing strategy that 
takes one hour of your time, and it costs less than 50-pound a week, and you can get all these pieces 
created. So it can be done, but I don't think personally, when it comes to building an audience, that if 
you have the time, I don't think you should spend it on this. I think you should spend in your time in 
other ways doing the unscalable things. And so this is why my recommendation on repurposing is to 
bring on board a couple of team members who can support you with this. It could be that you just do 
this once a month for the moment, but when you start getting used to outsourcing parts of your 
marketing, you're going to free up so much mental space for you to actually work on other things.  

So tools that we use and love for repurposing video content. There's a couple of apps here. So there's 
Mojo. Mojo is a really great video editing tool. And I encourage you to download these and test them 
out and try them. Mojo creates really beautiful, short pieces of video content. So typically, we'll use this, 
if we're trying to draw attention to a piece of content we've created. Veme.ly is a really clever tool. It 
actually allows you to upload a video and create captions from it. So, if you've created maybe a two-
minute, three-minute video of you talking about a particular subject, well, you can add captions to it 
automatically from this app. Now, again, this is something you can get a VA to do for you. It is super, 
super simple. But if you don't like using phones, then there is a website called ClipScribe. Now, I will 
preempt this with this software is new.  

So, sometimes it can be a little bit buggy, but they have a support desk for any help that you need. It is 
also really affordable, so if you're happy to kind of deal with the bugs of this being a new software, this is 
a super cheap piece of software. I'm not going to name the price, purely because the price has been 
going up, but right now it is on kind of founders offer, so I would definitely check that one out. And it's 
also good because it's done from a website, so you can use your keyboard for editing things like captions. 
So, we love and use all of these tools. We use them for different purposes. Now, obviously, some of 
them are more expensive than others. Some of them you'll use for different things, but what I want to 
encourage you to do is to, again, always be testing. Always be testing what type of video works the best. 
Was it when I created something short in Mojo? Was it when I created something that was a little bit 
longer with captions in Veme.ly? So you need to become dedicated to the process of testing these 
things and seeing what works for you and for your market.  

So repurposing, again, this is something that I wouldn't go all in on this as a strategy. I think there are far 
more effective ways of you building an audience. However, if you have the resource, if you have the 
team member, if you have the budget to be able to start outsourcing some of these tasks, even if just on 
a really small basis for now, then you definitely want to start bringing this in, but you shouldn't be taking 
on all these tasks for yourself. Otherwise, you're just going to get sucked into this vortex of always 
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creating content and not necessarily doing some of the, I guess, the higher level task, the strategy, but 
also the engagement tasks of just connecting with your community and speaking to people, because 
that's the thing that really does move the needle. People are resistant to it, so like "How can it make a 
difference if I spend my time "talking to one person?" Well, talking to one person and doing that five 
times a day, five people, doing it over the course of the next eight, nine weeks, before you actually 
launch, is going to help you build an audience of hundreds.  

So, will this help you build an audience? Yes, but will it build the right kind of audience for your launch? 
Is it where I recommend you spend your time? No, if you have a team, absolutely build in that 
repurposing plan. Okay, so next level strategy number three is using paid ads to find new people. So, 
generally speaking I recommend that you use video to find new people. It's the cheapest form of 
advertising. Maybe because it's the most popular form. Like, right now people want to engage with 
video, and because people want to engage with video, it means it's also the cheapest way to advertise.  

So we have two options with finding new people. Option one is to find people who are like your people. 
So, we can use tools like Facebook, for example. Facebook will go out there and will find more of the 
people who are like those on your email list, those who are your buyers, those who have visited your 
website, those who've watched your videos. And it will find more people like that based on all the things 
that Facebook knows. So I heard a statistic not so long ago that Facebook have 5,000 data points on a 
particular person. You know, what websites they use, how they use the Facebook the platform, the 
brands they follow, the things they like. And essentially, they have access to this data, because 
marketers and advertisers have the Facebook pixel installed on their website. So, Facebook are 
collecting all of this data, which means if you upload something like your email list, Facebook can look at 
those people, it can look at those data points, and then it can go and find people in their existing 
Facebook audience, and so their network that are like those people already. But, and there's a big but to 
this. You do not want to build lookalike audiences of every single audience that you have.  

So what some people do is they will build an audience of people who've been to their website. Now, the 
thing about your website is that you could've had your competition, you could've had people who are 
trying to procure work from you. Maybe like all those spammy SEO companies in India have been on 
your website, and so if you start asking Facebook to go and find more people like that, well, that's 
exactly what they're going to do, so you know, most website visitors and most video views are actually 
lower quality. So if you are building lookalike audiences, you want to do the top 25% of time spent. And 
what that means is of all the people who've been on your website, of the amount of time they spend on 
there, you want Facebook to go out and find people who are like the people who spend most time on 
your website. So not all website visits are equal in the same way that not all video views are equal. We 
don't want Facebook to go out and find people who've watched the first five seconds of your video. We 
want Facebook to find people who've watched between 50 and 75%. Now, for smaller audiences those 
numbers are going to be a lot smaller. So 75% video views you may, for example, if you've got 100 
people watching your video, you may only get like five people who watched 75%.  
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So it does take time to build these strategies. But if you go high-quality from the outset, you are going 
to have far more success. And what people do is they think that by building lookalike audiences of all the 
different audiences they've got, that they're actually building a high-quality audience, and they're not. 
You're finding low quality lookalike audiences. So, these are great strategies. But those last two 
especially, website visits and video views, make sure they're not doing this for everyone. 'Cause you just 
won't get the kind of quality audience that you want. Now if there is anyone that you do want to find, is 
people who are like your buyers. Again, you know, not all those people on your email list are high quality. 
It could be you've got people on there who you haven't removed or haven't deleted, people who are not 
your ideal person anymore. And so, if there's ever someone that you want to find more of, it's people 
who are your buyers. But you may not have had enough buyers from your particular service or offer yet. 
And so, you know, all these strategies I'm sharing with you, it takes time to build these. It takes time to 
build high quality audiences. But we have created some training for you on how to build custom and 
lookalike audiences. This is a powerful strategy. You do need to have some kind of audience to start off 
with these, which is why you're in track two. This is the next level. But you can get started with another 
way, which is new audiences based on interests.  

So what we can do is we can use, and I always use Facebook for this, because it's so accurate, it's far 
more accurate than any other platform. You can use Google Ads, but my personal perspective on 
Google Ads now, they don't have the same level of targeting. And so, it's really hard to find people who 
match the people that you're trying to find, like the targeting is not as strong. It's also more expensive. 
So Facebook is still the cheapest way to find new people. And I've never found market that I haven't 
been able to find through Facebook. So, it's very, very rare that you will not be able to use Facebook for 
advertising. Again, it's the cheapest way to do that. So we can find new people based on their interest. 
We can find new people based on the brands they follow, the websites they visit, the people they're 
interested in, the demographics, for example maybe their location, their age, their gender, whether 
they've got kids. There's so many demographics that we can find. Again, we have created some training 
on how to find these people. And actually we're going to use a Facebook tool called the Audience 
Insights Training. And this is going to help you to find those people. And again, because I want you to 
use video for all of these, you're just going to be testing this. You're going to be trying to build your 
audience with video, but using a little bit of money with paid ads to find more of them.  

So, another strategy is to use paid ads to re-engage people. And some people go, "Well, why do I want 
to spend money "to re-engage people who I've already brought "into my audience?" Well, first, let's talk 
about why we love video for paid growth. So, if we're going to be building an audience, here is some data, 
and this is what we have got, this is what happens within our business. So, if we send people to go and 
look at a piece of content on our website, it will typically cost us 70 pence per view, that's around a 
dollar. And it's crazy huge money. And this is not necessarily to our audience, this is to cold interest, so 
people who've never heard of us before. However, if we turn that content into a video, it costs us three 
pence per view. And so, why this is powerful? Because instead of us spending a huge amount of money 
to send people over to my website to view a piece of content, we show them a video piece of content in 
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Facebook, and it costs us a fraction. So what it means is that for all of these paid growth strategies, 
rather than us sending people to the website, we use video to cut down our costs and to test down some 
of these ideas. But we don't just want to find new people. For your paid ad budget, so the budget you're 
going to invest into your business, you're going to spend 80% on finding new people and 20% of your 
budget on re-engaging your existing audience. We want to always stay top of mind with your people. 
And if you are showing your videos to people who have already seen your content, you're going to spend 
far less, which is why you only need to spend 20%. But if you can keep those people warm between now 
and your next launch, you're going to have far more success. So, the way that I want you to approach 
this, is to find time in your week to dedicate to the process of paid growth. 80% on your budget, you're 
going to use those strategies I just shared, lookalike audiences and finding new people based on their 
interests, and you're going to use videos for this. And then you're going to put 20% of your ad budget 
into re-engaging your existing people. And that is super simple. You're just going to show your videos to 
people who've already watched or viewed your content. 

So, for each piece of video content you create, in the audience building stage, so in the warm up, you're 
going to first decide on a weekly budget for audience building. You're going to put 80% onto building 
your audience and 20% on re-engaging your existing people. Now, this is your time to test. So when we 
talked about finding those new people based on their demographics, so if you're going to use the 
Audience Insights Training to find those new people, I want you to test those things now. So, for 
example, try and find those brands that your ideal people follow, and testing that with video now, 
because then when you do get to the point where you want to bring people into your launch, you've 
already tested out all of these interests, all these different demographics, all these different brands with 
your market already. By the time you then move to your launch, you've tested these ideas, you know 
what works, and you've tested it with video. What I also want you to do is to test different types of video. 
So, you can try some shorter pieces, some longer pieces. Again, there is no right or wrong way here. 
There is only the right way that works for you. So, you're going to have to figure out what works best for 
you and your market. Now, you have the support of the programme. But what I want you to become 
dedicated to is finding out ways of doing things for yourself.  

So, trying different types of video, short pieces, long pieces, pieces that speak to the head, pieces that 
speak to the heart, different subjects, different topics, different interests, different types of custom 
audiences. And you will feel at some points that you're doing a lot of different things and trying lots of 
different things. The thing that I know to be true about audience building is that you find one thing that 
works, and you do more of that. So we have actually created a training for you on how to create video 
ads using Facebook. What I want you to get good at is just building this into your week. So, you do the 
work, time to do the work, is first, to choose your growth strategies. So, as I said, I only want you to do 
the repurposing, if you have the support. The things I do want you to focus on, if you're at the next level, 
dominating your platform of choice and using paid ads to grow your audience and using paid ads to re-
engage your audience. Super simple. Just choose those. And what I have actually included as an example 
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for this particular lesson, is a bit of a structure. And so what you'll see here is a weekly planner, and it's 
got green is planning, yellow is creation, pink are your team tasks.  

So, if you're that person who's got some support, and you're repurposing content, the pink isn't you, 
okay? That's someone else doing this for you. Dominating your platform is in blue, so actually publishing 
content on those channels. DMs engagements, so direct messages and engagement. They're your 
engagement strategies. But blocking out time for this and actually building your plan around how you're 
going to build your audience. You're going to be implementing all these things, but definitely start 
building out that plan of what you're going to do. You'll also see here in purple paid growth, okay? So I 
want you to put some money into building your audience. Actually creating a video ad, and then 
reviewing the video ad, actually making note like how did this work, how many views did it get. Did it get 
any comments? Are these the right people, when I then go and click on their profiles, am I targeting the 
right people with this particular video? You are going to build up an incredible picture of your ideal 
person over the course of the warm up stage, but also you're going to test out these different ideas. But 
it's only through actually building this plan into your marketing, doing this every day, being consistent, 
that launch pro tip I shared, become dedicated to the process. This stuff is not easy, but this is why 
people don't scale their launches. They're not able to scale, because they're not actually doing anything 
to find new people. They're stuck on this kind of treadmill of "Okay, I'm going to do a launch. "I'm going 
to deliver my offer, "and then I'm going to take some time off. "And oh, I forgot to build my audience, 
"so I'm going to have to just do the same thing again." That keeps them stuck with small launches. That's 
why people have tiny launches, and they had to do more and more and more of them. I don't want you 
doing that, I want you building your audience in between.  

So this will feel a lot, this will feel like this is a huge amount of work to do, but it is about choosing the 
right things. It is about starting off small. It is about just building this process of doing things. So what I 
encourage you to do, is to test this out, see what works for you. But you may need to go back through 
and watch this video and reabsorb a few things, if you're new to this. This is why this is next level. If you 
sat here going, "Okay, well I don't have any of this, "because I don't have an audience." Like, you need to 
go and do track one. Track one is about strong foundations. This is the next level, and it is called the next 
level, because it's about paid growth. It's about having a team member to support you. This is not for 
people who are just starting out, and who haven't had any success anywhere. Because this is all about 
taking things to the next level. So, your task now is to maybe print out the planner and start blocking 
out some time for doing these things. Go through some of the training, if maybe you've never created a 
Facebook ad before. But just start doing the work. The great thing about Facebook as an ads platform is 
you can't really go wrong with it. Facebook have laid it out in such a way that you're just going to check 
the boxes, you're just going to create the content. We've got some amazing training for you to help that. 
But what I found about Facebook ads is the only way to actually learn how to do this is to actually do it. 
So I want you to become dedicated to the process. Build out that plan, start implementing some of 
these growth strategies and create a plan and stick to it. The people who consistently show up during 
this phase are the ones who build amazing audiences, and they're the ones who have launch success. So, 
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what you do have access to is the training to help you do all the tactical pieces. But don't forget, you 
also have access to the coaching tools. So turn up to coaching, make sure you ask questions. Ask 
questions if you're not sure on any piece in the community. But above everything, what we want you to 
do is to go and take action, okay? So, this is track two, and in the next video I'm going to talk about track 
three, which is if you're at the stage where you've already had some launch success, what do you need to 
do then to take those launches to the next level. It's all about finding partners and building in an affiliate 
campaign into your next launch. I'm so excited for you to dive into this particular strategy, track two 
next level. This will be game-changing for so many of you who feel like you've been stuck with small 
launches. And consistency plus patience equals results. That's all you need to do is just do this 
consistently, and you will, over time, build an amazing, amazing audience. You've got so much time. Until 
launch your job now is to go and decide which strategies you're going to use and to put it into an 
example calendar like this. And now it's time to go and do the work and actually going to start creating 
that content. 
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