
 

 
 

 

Success Mastermind 
 

Launching an Online Program 
 
 

There is a lot that goes into creating and filling a program.  
 
Do you wonder... 
 
...how to structure your program 
...what materials to include 
...how to create something people will actually buy 
…how to promote your program 
...what needs to happen when?  

 
If this is new to you, I know how daunting it can feel. Even if you've offered group 
programs before, it may still feel like you're flying by the seat of your pants. It’s easy to 
get into overwhelm because there are so many moving pieces – there’s the program 
content, the marketing, setting up the technical side, and then actually leading the 
program.  Once you know what to do when, it’s easier to relax and just focus on what 
needs to get done each week. 
 
However, if you have a step-by-step guide, it’s much easier to stay organized and out of 

overwhelm. 

What this document will do for you is spell out all of the necessary parts of a 

program launch, along with each individual step on the launch timeline, which I’m also 

including here for you.   

Ready to make your next (or first) launch a huge success? 

Let’s get down to it! 

 
 
 
 
 
 
 
 
 



 

 
 

 

6 STAGES OF LAUNCHING  
 
When I work with clients to help them launch their programs, and when we launch our 
programs here at Marketing for Health Coaches, I break everything down into 6 stages.  
 
 
Here are the six stages of the launch: 
 
Stage 1. Planning for your program 
 
Stage 2. Creating your marketing plan 
 
Stage 3. Creating your program 
 
Stage 4. Promoting your program 
 
Stage 5. Leading your program 
 
Stage 6. After your program ends 
 
By breaking the stages down in this way, you’ll be able to focus on each area – do a 
great job with it – and then move on to the next stage. This is part of what will ensure 
your success.  
 
Now let’s go through each stage in more detail. 
 
 
STAGE 1 - Planning for your program 
 
In Stage One you’re planning for your program.  This is where you’re going to create a 
broad brush outline of your program. I recommend you spend 1-2 weeks on this stage.  
 
Niche & Target Market 
 
The first step to planning for your program is to get clarity on who you want to serve. 
 
Another way of asking who you want to serve is “what is your niche?” This is a critical 
component to the success of your program.   
 
“Niche” is used in the marketing world, and it’s a combination of who you serve (also 
known as your target audience) and the problem you solve.  
 



 

 
 

Your Target Audience + The Problem You Solve = Your Niche 

 
Why is it important to identify who you are serving? 
 
When you know who you are serving, you will start to speak and write in a way that 
makes your ideal clients feel that you are speaking directly to them.  You can create 
programs that are EXACTLY what your audience wants. They will feel that you know 
them, understand them, and have the expertise to help them.  This means that more 
people will be attracted to working with you. 
 
 
The reverse is also true. 
 
If you don’t know what your niche is, it’s very difficult to effectively create or market your 
offerings. If you skip this step, you may find that you’re working hard, but seeing little 
results. 
 
 I know that it can feel scary to choose a niche for your business – especially if you have 
a few different passions or you’re starting out and you’re not sure who you want to work 
with.  
 
I want to share a different way to think about niching, which is to niche your program.   
 
This means that when you’re creating your online program, you do so with a specific 
audience and specific pain point or goal in mind.   
 
When I was starting out as a health coach, I made the mistake of putting out programs 
with the message that they would help with everything from weight, digestion, skin, 
aging, energy and more.  I used this message because I was so enthusiastic about 
helping people and I knew there was so much I could help them with.  The problem with 
this approach is that it diluted my message. Instead of speaking to everyone, the 
program didn’t resonate with any one group. 
 
To give you an example, one of our clients works with women who are having difficulty 
conceiving.  Her first online wellness program is called “Jump Start Your Fertility - A 21 
Day Cleanse to Promote Conception.”  Now you can imagine that if you were having 
difficulty conceiving, you’d immediately know that this was for you and you’d be drawn 
to it. 
 
While narrowing down who you want to serve may feel like you’re limiting yourself, you’ll 
actually find that it is going to open up more options for you. 
 



 

 
 

Once you’ve identified your niche, you’ll want to hone in on your target market you’re 
your program.  
 
Using the example of the “Jump Start Your Fertility - A 21 day Cleanse to Promote 
Conception” program, the problem the program solves is helping women conceive. The 
target market is women ages 25-40 who are actively trying to get pregnant and having 
difficulty. 
 
This is important to keep in when we discuss the next step in planning for your program, 
which is to make sure you have a thorough understanding of what your target market is 
looking for.  
 
Once you’ve identified your target market, you want to make sure that the program you 
are planning will serve their needs. What’s the best way to find out what their needs 
are? Have conversations with a handful of ideal clients. You’ll want to make sure to 
speak with people who are in your target market.  Ask key questions to discover what 
their challenges are.  
 

Refer back to the training handout on Niche & Messaging where I explain how to go 
about this. 

 
You may think you know what your audience is interested in and be tempted to 
skip this step, but I encourage you to complete this important first action. A 
successful launch starts with offering something your audience desperately wants. 

Watch out for creating programs that excite you, but don’t meet the needs of your 

audience. 

Learning what your audience wants (and why they want it) will not only help you 

determine what to offer, but also how to position the offer. 
 
Make sure the people you’re speaking with know that this is for “market research” 
purposes and that you’re not trying to sell them anything. This will make them more at 
ease and willing to speak with you. 
 
 
Program Structure 
 
Now that we’ve covered the focus or niche for your program, the next piece of planning 
for your program is determining the structure for your program.   
 
Here is where you want to put your coach hat on and think about the structure that will 
best support your clients.  



 

 
 

 
By structure you’ll want to think about a few things: 
 
Naming your Program 

Naming your program is a critical piece of the process. The name should tell your target 

market what they’ll be getting. If the title is too vague, they’ll be left guessing what it’s 

about and assume it’s not the right fit for them. Don’t forget to use results-oriented 

language. 

Example Title: “21 Day Jumpstart” 

Okay, that’s not bad, but a little plain, and it doesn’t have the results-oriented language 

included. So let’s jazz it up. 

Using our previous example of our client who specializes in working with women with 

fertility issues, your program name could be "Jump Start Your Health and Fertility in 21 

days" 

See how much better that sounds? It’s important when brainstorming your program’s 

title that you: 

 take your target market into consideration 

 use key words and language your target market uses and understands 

 make sure the title includes a results-oriented statement 

There isn’t one right way to name your program, and the options are limitless. 

Here are some ideas to get your juices flowing… 

 

1.    Use your business name 

For example, if your business name were “Beautiful You,” you could name your 

program “The Beautiful You Detox.”  In this case, it’s somewhat descriptive because it 

implies that this detox is going to make me feel more beautiful. 

Plus, by using the simple little word “The,” the name sounds more authoritative and 

official. It implies that this is THE detox you want to do. 

 

2.    Use your niche 



 

 
 

Let’s say you work with new moms, you could name your program “Restore: 7 Day 

Cleanse for New Moms.” In fact, you can use this formula regardless of your niche, 

replacing the word “restore” if that one doesn’t fit. 

Here are a couple more examples, using this formula: 

CLEAN: 7-Day Anti-Aging Detox 

RELAX: 14 Day Cleanse for Busy Moms 

 

3.    Use the result people want 

This will vary depending on your niche, but here are some results your clients may be 

looking for… 

 Slim down 

 Get stronger 

 Have clearer skin 

 Eliminate cravings 

 Balance blood sugar 

 Have more energy 

 Have less stress 

 Less bloating and digestive distress 

 Balance hormones 

To create your title, choose one main result and use that for inspiration. 

For example, if slimming down is the main result people want, you can call your 

program “Let It Go 7 Day Detox: Release Excess Weight Naturally.” 

Another formula you can use for a tile that uses your niche AND the result they want is 

this: The Complete [insert niche] Cleanse:  A Proven Program to [insert result(s)] 

If your niche is anti-aging, here’s how you can use this formula: 

“The Complete Anti-Aging Cleanse:  A Proven Program to Reduce Wrinkles & Keep 

Your Mind Sharp”. 

 

4.    Tap into the feeling you want people to have 



 

 
 

This is similar to number three above, but more general. For this, make sure you know 

your audience. 

 Do they want something that feels like a spa experience? If so, you can use 

words like restore or relax. 

 Are they more hard core and want fast results? If so, you can use words like 

reboot or jumpstart. 

 Are they foodies? If so, you can use the word “delicious” in the title, so they know 

they won’t be sacrificing taste. 

 Are they crazy busy and avoid anything that’s complicated?  Use the word 

“simple” in your title. 

So there you have it – four different ways to get inspiration for the title of your cleanse or 

detox. I hope this helps you launch your brainstorming process. 
 

 
Length of your Program  

Will your program be 7 days, 14 days, 21 days, 6 weeks or longer? 
 
This depends on how much are you going to teach and how much you’re going to ask 
your participants to do.   The more you’re teaching and the more changes you’re having 
them make, the longer you’ll want the program to be. You don’t want to crunch a ton of 
content into a 7-day program and leave your participants feeling overwhelmed.   
 
It also depends on your audience – what are they willing to jump into?  I’m a fan of 7 
day cleanses and detoxes because it’s not daunting. I think most people feel like they 
can commit to a program for 7 days. And people generally stay actively engaged during 
shorter programs. 
 
This said, the length should be what you feel you and your participants need to be 
successful. 
 
 
Supporting your Participants 

When thinking about the structure of your program, you’ll also want to think about what 
kind of support you’ll provide to your participants throughout the program.  
 

 Will you offer one or more live calls?  

 Will you give access to audio recordings?  



 

 
 

 Will there be a way for participants to get support through a private forum such 
as a closed Facebook group?  

 Will the program include any private one-on-one time with you? 

 Will you email your participants during the program, and if so, how often? 
 
 
Delivering the Program 
 
There are a number of ways programs can be delivered.  
 
Here are some questions for you to think about: 
 

 What is the length of the program? 

 Will the program be live (with a start and end date) or will it be a home study 
program (aka “evergreen” program)?  
 

Unless you have a huge amount of traffic to your site and are building your list rapidly, I 

strongly recommend you offer the program live – with a start and end date. This will 

motivate people to take action because there’s URGENCY.  (More on this at the end of 

this document.) 

 

You’ll also want to consider which of the following will be included in the program: 

 Live Teleseminars where you present content 

 Audio recordings where you present content 

 Live Q & A calls 

 Videos 

 Materials/Handouts (more on this below) 

 Transcripts of calls 

 Closed Facebook group  

 Daily or weekly emails 

 Private coaching calls 

 Bonuses provided by you or joint venture partners 
 

Here’s a structure I typically recommend for a 7 Day Cleanse… 
 

 One live call to prepare participants for the cleanse 

 Guidebook, meal plan, recipes, and shopping list 

 Private Facebook group where you support participants during the cleanse 

 5 emails to participants before/during the cleanse 



 

 
 

As you make these decisions, think about your target market and what will best serve 
them and how you can best hold their hand through the process.  
 
If your participants feel supported and have success in your program, they’re likely to 
keep coming back for more. We want your participants to be eager to enroll in your 
other programs – whether they’re other group programs or private coaching with you – 
and to send their friends! 
 

Participant Success = Raving Fans = Word of Mouth Referral 

 

Program Materials 
 
Now that we’ve talked about how to structure the program, let’s talk about what 
materials you should provide as part of your program.   
 
Again, put your coach hat on and consider what information and how much information 
your participants will want and need in order to be successful.  
 
One thing to keep in mind is that people love when you make it easy for them.  So with 
a nutrition-focused program, that usually means including a sample meal plan, shopping 
lists, and recipes. One of the biggest things people are afraid of when it comes to 
participating in a nutrition or wellness program is that they’re going to be deprived. So, if 
you’re able to provide them recipes and food options that are delicious, they are going 
to love you for it! And, they’re more likely to follow the plan and get results because 
they’re actually enjoying the way they’re eating.  
 
In addition to the sample meal plan, shopping lists, and recipes, you might also want to 
include a Guidebook. This is where you’ll share how to prepare for the program, what 
foods they’ll be eating, what they’ll be removing, and information about non-food 
practices that will support them during the program.  In the guidebook you’ll also 
educate your participants about why and how the food and non-food elements of the 
program are going to support them.   
 
A one-sheet daily protocol is also a wonderful thing to include… this is like a cheat 
sheet your participants can print out and post in their kitchen, so it’s easy for them to 
remember what to do each day, so they can be successful. 
 
If you’re offering a longer program (4-8 weeks) where you release content each week, 

you may not want to provide one big Guidebook at the beginning. Instead you’ll be 

sharing smaller amounts of content each week. 



 

 
 

Pricing your Program 

The last part of Stage 1, is pricing your program. I know pricing is a hot topic.  
 
It can be hard to know what to charge. You want it to be high enough that you’re being 
compensated fairly and that people see the value in the program.  But you also want to 
keep the pricing so that it’s an easy yes for people. 
 
Your pricing is going to depend on what kind of program you’re offering, how long it is, 
and what’s included in the program.   
 
When pricing your program, you’ll want to make the value of the program significantly 
higher than the price you charge.  For example, if you want to charge $500 for your 
program, make it worth $1,000 or $1,500.  This doesn’t mean that you give more of 
yourself. It may simply mean that you offer some juicy bonuses and valuable done-for-
you materials.  Remember, the value is based on the transformation and results your 
participants get from your program! Make sure to charge what you’re worth.  
 
Regardless of your pricing, I recommend you have special early bird pricing that you 
make available for the first week that you promote the program.  That special pricing will 
motivate people to take action.  In my experience, most people sign up during the early 
bird pricing period.  You want to think of the early bird pricing as the price you want to 
charge, and then increase that for the regular price.  
 
To give you an example, for our clients who offer a 7 day cleanse, I suggest they set 
their early bird pricing at $97.  And then increase it to $147.  So for the first week their 
promoting their program it’s $97 and then the second week they promote the program 
it’s $147. 
 
Again, depending on the length of your program and what’s included, you can go up 
from here.  For example, if you’re offering a 6 week program, you might change 
somewhere between $397-997. This is a big range, but it will depend on the specifics of 
your program, your target market, the stage of business you’re at, and the pricing of 
your other offerings. 
 
After you’ve offered your program once, you can certainly increase the price the second 
time around.   
 
Your Program Start Date 

When determining when your program will start, remember to give yourself enough time 

for the marketing. Can you fast track a launch? Yes. But giving yourself one month to 

market AND create a program will leave you feeling overwhelmed, overworked and 



 

 
 

likely disappointed with the results, because you won’t have enough time to successfully 

promote the program and be thoughtful about each step of the process. 

 
 
STAGE 2 – Creating your Marketing Plan 
 
In Stage 2, you’re going to create your marketing plan, which simply means that you’ll 
determine how you will promote your program.  If you’ve launched a program in the past 
and haven’t enrolled as many people as you’d like in your program, it may be because 
you didn’t put enough time and planning into this step. 
 
At this point you haven’t yet finalized all of your content and materials for the program.  I 
realize it may feel counterintuitive to create a marketing plan PRIOR to completing your 
content, but working in this way will ensure that you put enough attention on the 
marketing of your program.  It’s easy to put all your energy into creating your content 
and then run out of time and energy to effectively promote your program.   
 
You may be wondering, “how can I work on my marketing plan when I haven’t 
completed the content for the program?”  It’s a good question. 
 
If you have an outline for your program – meaning, the niche for the program, the name, 
length, what you’re including – that’s really all you need to start working on the 
promotion. 
 
Taking the time to create a thoughtful marketing plan is well worth it.  
 
You’ve put all this time and energy into creating an amazing program. You want people 
to experience it! If you’ve struggled in the past to enroll the number of people you hoped 
for, it’s possible that you were so overwhelmed by everything that needed to be done 
that you didn’t leave yourself ample time for the marketing piece. If you’ve experienced 
this, you’re not alone. This has happened to all of us at some point. 
 
 
How Will You Market Your Program? 

I love this step in the process, because this is where you can be creative and really 

position yourself as the expert in your field. This is also where you’re able to motivate 

people to take action to feel their best! 

To help you create your marketing plan, I’m going to share 5 simple strategies you 
can implement now to fill your program, even if you don’t have a big list. 
 



 

 
 

As I go through these, think about which ones feel like a good fit for you.  If you’re 
launching your first online wellness program, you may choose ONE of these strategies 
to focus on.  I’d rather see you work on one strategy and do a really great job with it, 
then to spread yourself too thin. Then, the next time you promote the program, you may 
add another promotional strategy to the mix.   
 
If you’ve offered an online program before, you may be ready to kick it up a notch and 
add some additional strategies so you can expand your reach and enroll even more 
people in your program. 
 
 
Here are a number of ways that you can get the word out. (These points are in no 

particular order). 

 

1. Email your list  

The first promotional strategy is to promote to your list. This is where list building is 
critical. The more you grow your list consistently over time, the more you’ll be able to 
get out of this marketing strategy.    
 
If you have a list of subscribers, announce the program in a series of emails 1-2 weeks 
before the start date. This will give you plenty of time to send out reminders, and 
motivate your list with time-limited options like an early bird discount. I generally 
recommend send 6-7 promotional email over 10-14 days. 
 
If you haven’t already, you will want to sign-up for an email marketing system. There are 

a number of email marketing tools. Some of the most popular tools (which I 

recommend) are: 

 

 AWeber (my top choice) 

 MailChimp 
 

An email marketing system will allow you to communicate with your list regularly by 

sending valuable content and invite your list to participate in teleseminars and 

programs. 

 

How many emails should you send? 

http://aweber.com/?385531


 

 
 

When you’re promoting a program, I suggest sending out 6-7 promotional emails. I 

know it may feel like a lot, especially if you’re not used to promoting, but if you want to 

motivate people to take action, it’s important that you send several emails. 

By sending out 6-7 emails, you’re able to reach people at different times of the day and 

week. And, each email serves as a reminder to your list about your upcoming program. 

We are all busy and need reminders! 

 

I realize that you may be concerned about turning people off when you send 

promotional emails. Thoughts may come up such as…“What will people think of me? 

Will my audience hate me?” 

I used to have those same fears, but here’s the thing to remember: The people who are 

following you and are on your list are interested in what you have to offer. While they 

won’t ALL buy from you right now, they want to hear what you’re offering. 

What should you include in your emails? 

The most important thing is to craft the emails so they speak to your ideal clients and 

address their pain points and the results they’re looking for. 

While it’s tempting to want to use general language so you appeal to everyone, you 

actually want to be as specific and narrow as possible. 

For example, if your program targets people with a thyroid imbalance, you’ll want to 

explain how your program is designed specifically for them. You want to speak about 

the specific things this target market is struggling with, and be clear about how (and 

why) this will help them. 

When writing your emails, you don’t want to repeat the same thing over and over again 

in each email. Instead, have each email take a different angle (more on this below). This 

works great because people are motivated by different things. 
 

Why so many emails: 

 Everyone needs reminders 

 People pay attention to emails at different times and on different days 

 People will be motivated by different messages. (This is one reason that each 

email take a different angle.) 



 

 
 

You will notice that some people will unsubscribes (leave your list) when you send out 

emails. It’s easy to take this personally and worry that you’re annoying people with your 

emails.  But the truth is that people who unsubscribe were never going to buy from you. 

When people leave your list, simply think of it as a natural “list cleaning” process. 

 

When should you send your emails? 

I recommend that you start sending your emails out 2 weeks before your program 

starts. If you’re promoting private coaching, where there’s no start date, you can start 

sending the emails out at any time. 

If you’re offering early bird pricing the first week of promotion (which I highly 

recommend), then you’ll want to send out 4 emails in that first week. You’ll find that 

most of your sales will happen in that first week of promotion, so you want to send more 

emails during this time. 

You may be wondering what should you include in all these emails, so I want to give 

you sample outline for an email series. 
Sample outline for an email series you can use for ANY launch – with the timing of 

when to send the emails. This is a rough outline that you can tweak. 

 

Email #1:  

(Send 14 days before your program starts.) 

Announce the program and make a time sensitive offer. Share a personal story that relates to 

why you created the program, who it is for, and what results they will experience. 

Email #2:  

(Send 11 days before your program starts.) 

Share why they will experience results on THIS program even though they haven’t 

experienced lasting results with other programs. Share what makes the program 

unique. 

 

Email #3: 

(Send 8  days before your program starts.) 

Answer common questions/objections. This is best done in a Q & A format. If 

applicable, remind them that early bird pricing is ending soon! 

 



 

 
 

Email #4:  

(Send 7 days before your program starts – in the morning.) 

Share a client’s transformational success story. This will demonstrate that you’ve got 

the goods and that your program works. If applicable, remind them that early bird pricing 

ends today/tonight! 

 

Email #5: 

(Send 7 days before your program starts – in the evening.) 

Short & sweet email letting them know that early bird pricing ends tonight. We are all 

busy and need reminders! 

 

Email #6:  

(Send 3 days before your program starts.) 

Give them an inside look at your program. If you’re offering a cleanse or detox, you 

could share a sample menu for one day, so they get a sense of how delicious the food 

will be! 

 

Email #7:  

(Send 1 days before your program starts.) 

Short & sweet last call email. We are all busy and need reminders! 

Writing emails for a launch doesn’t have to be complicated or painful – especially when 

you have an outline to follow. And, once you get in the zone where you can think like 

your ideal clients, it can be fun and easy. 
 

2. Hold a free teleseminar/webinar  

The second promotional strategy is to promote through a free teleseminar or webinar. 
You’ll want to do this two weeks before your program starts.  
 
When you give this teleseminar, you will speak on a topic related to your program. Give 
the “why” and the “how,” but not exactly how.  
 
For example: if your audience’s main pain point is weight loss, and you’re going to offer 
a detox that is focused on food sensitivities, you could offer a call entitled “Food 
Sensitivities & How They Are Effecting Your Weight Loss Resistance.” 
 
At the end of the teleseminar, invite your audience to participate in your program. Here 
again, you can add a bonus to sweeten the deal.  
 



 

 
 

Important: Give plenty of valuable information in the free teleseminar. People will get 
turned off if you only promote the program. Offering a free teleseminar/webinar is a 
great way to generate the “know, like, and trust” factor. 
 

I’ve provided a proven outline for a talk that sells on your members’ page. 

 
If you haven’t already, you will want to sign-up for a Teleseminar Service. My favorite 

teleseminar service is Instant teleseminar. They offer a free trial and start at $47/month. 

 

There are also many free teleconference lines you can take advantage of as well such 

as: 

 Freeconferencing.com (my top choice) 

 freeconferencecall.com 

 freeconference.com 

 freeconferencecalling.com 
 

All of these systems have built-in recording capabilities so you can record your calls and 

give the audio playback to your participants (for the free teleseminar/webinar and for 

any calls that are part of your program).  

If you’re offering a teleseminar or webinar, you’ll want to set-up a registration page (also 
called a landing page or opt-in page) where people sign-up for the teleseminar. 
 
Here’s an example of a registration page we created for our client, Carey Peters. 
 

 
 

 

http://instantteleseminar.com/ProductInfo/?x=2713179


 

 
 

This is a page where you promote the call and have an opt-in box where people can 
enter their name and email. 
 
This will allow you to send them reminders and promote your program after the call. 
 
How to effectively promote a teleseminar or webinar… 
 

 If you have a list, that you are promoting the teleseminar to, send 4 emails to 
promote your teleseminar – over the course of 7 days. 

 “Sell” it by speaking to what they will get out of the call. Even though it’s free, our 
time is precious and people will only sign-up if they feel it will be valuable and 
helpful. 

 Send 3 reminders to people who have registered (day before, morning of,  and 1 
hour before). We all need reminders!  These emails should include the call-in 
information. 

 You will also want to set up an autoresponder email that people will get 
immediately after they register with the call-in information. 

 
You can use the teleseminar to grow your list by hosting a joint teleseminar with a 
colleague. (Or simply have one or more colleagues promote your teleseminar to their 
list or on social media.) 
 

 
 
3. Hold a live workshop  

The third strategy is to promote through live in-person talks. This is just like the free 
teleseminar/webinar, but it’s done live and in-person.   
 
Again, you’ll speak on a topic related to your program. At the end, make an invitation for 
them to join your program. Then have a simple and fast way for your audience to sign 
up for the program (include a time limited bonus and/or special savings to help motivate 
people to take action).  I recommend scheduling a few talks right before or during your 
launch to help generate interest in your program. If this is your primary promotional 
strategy, aim to schedule 3-4 talks in the 10-16 days before your program starts. 
 
If you utilize this strategy, you’ll want to hold your talks at venues that have foot traffic 
AND attract your ideal clients. 
 
Find places where your ideal clients hang out. You don’t simply want a space. You want 
a space that has a large audience and is willing to promote your talk. 
 
 



 

 
 

Here are examples of groups that have regular meeting: 

 Networking groups 

 Women’s groups 

 Corporations 

 Religious groups 

 PTA 

 Mother’s club meetings 

 Running groups 

 Neighborhood groups 
 
 

I’ve provided a list of 27 places to give talks on your members’ page. 

 
 
 
Here’s a short and simple email that you can use to reach out to potential venues. 
 
This is the exact script I used to land several speaking engagements in the course of 
one month. 
 

Dear xx, 
  
My name is Amy Lippmann.  I am a Certified Health Coach offering Nutrition 
workshops.   
 
I specialize in helping busy, professional women lose weight naturally. 
 
Do you accept outside speakers?  My signature talk is called: “How to Conquer 
Your Sugar Cravings and Take Back Control of your Diet.” 
 
If so, please let me know… 
 
Warmly, 
Amy 

 
 
When approaching venues, don’t be afraid to follow-up! 
 
You might feel like a nag, but everyone is busy. Some of my most successful speaking 
gigs only came after emailing people multiple times. Keep reaching out unless you get a 
clear “no.” 
 



 

 
 

If you want to get a lot of mileage out of this strategy, aim to schedule at least 3 live 
speaking engagements, 1-2 weeks before your program starts. 
 
Be sure to devote time and energy into making sure people show up for your talks! 
 
You can do this by creating a marketing plan WITH the venue & make it effortless for 

them to promote your talk. 

 Give them flyers to post, or go and post them yourself.  

 Give them a sign-up sheet. People feel more committed when they register 

ahead of time. 

 Provide text for emails that the venues can send to their list, to promote the talk – 

if they have a list they’re willing to email to. 

 Check in with the venue a week before the event. 

 If very few people are signed up. Brainstorm ways to get the word out. 

 I recommend you send registrants a reminder email the day before the talk. 

 At the talk, have a sign in sheet where people can put their name, email, and 

phone #, and check off if they want to be added to your list. 

 Then, follow-up after the talk – send them emails promoting your program.   

 

4. Go Grassroots 

The fourth promotional strategy I call going grassroots, and this is where you’ll 
promote through your contacts, social media, and forums/groups.   
 
Your Contacts 

 

Start by identifying all the people you know - family, friends, colleagues (if you have a 

“day job”), and contacts you can connect with.  

Then, connect with your contacts to let them know what you’ve been up to  - you can 

make it more of a personal update.  And then share information about your upcoming 

program and any talks or webinars you’re hosting.  

 

Keep in mind that these people may not be the perfect fit for your program, but they 

may know other people who are – so invite them to share information about the 

program with their friends. 

 



 

 
 

Social Media 
 
I know that while some of you may not have a big list and you may not have even 
started to build a list of subscribers – you may have a following on social media.  Use 
social media to generate buzz about your free teleseminar/webinar, live talks, and 
program.  
 
In your social media efforts, make sure you balance promoting your program with 
posting valuable tips, content, and dialogue. 
 
In terms of social media, you want to use your personal pages, business pages, and 

social media groups. 

If you’re not a part of social media groups (such as Facebook Groups), identify groups 

where you can connect with your ideal clients. 

Join these groups and start by connecting, rather than selling. Start a dialogue by 

asking questions, commenting on people’s posts, seeding the offer, sharing tips and 

content. (You’ll also want to do this on your business and personal pages.) 

Be informal and come from a place of wanting to connect, serve, and when you do 

make an invitation, come from a place of not wanting people to miss out on something 

that’s going to help them! 

When you join groups, be sure to read and follow their rules. Some groups allow 

promotion and other do not. 

If you are also giving a teleseminar or live workshops, promote to these groups  and 

on your business and personal pages 1-2 weeks beforehand. This will help you build 

your list! 

A powerful marketing tool is to write a blog post that’s related to your program and at 

the end include information about your program.  Share this post on social media. 

Then, promote your program. I suggest you start letting them know about the program 

2 weeks before it starts.  

During this time, continue commenting on other people’s posts, posting tips and 

content. Sprinkle in posts that invite people to the program. 

While I do suggest using your personal page, keep in mind that you want to promote 

less heavily on your personal Facebook page because Facebook doesn’t want you 

promoting on here.  



 

 
 

 

 

Forums/Groups 

Beyond social media groups, think about groups you belong to. These could be things 

like a neighborhood association, a mother’s club, or a running group. These can be 

local groups and/or online groups. 

These are all places where you can build a connection and share information about 

what you’re up to and share information about your program. 

 
 
5. Seek out referral partners  

 
Referral partners are people who will help promote your program.  Identify 
people/businesses with complementary services and other colleagues who are willing to 
send out announcements to their email lists and/or post and distribute materials about 
your program. For example, as a Health Coach, you might partner with a yoga studio or 
personal trainer. 
 
A good referral partner is someone who serves the same types of people who you want 
to work with, but doesn’t offer the same thing as you do- so you’re not in competition 
with each other.  With that in mind, another health coach or nutritionist isn’t typically 
going to be a good referral partner. 
 
But, doctors, personal trainers, chiropractors, acupuncturists, yoga studios, barre fitness 
studios, gyms or any type of fitness related studio are all examples of potential referral 
partners.  
 
Start by thinking about who you ALREADY know.  
 
Networking is a GREAT way to meet referral partners. When I was a health coach, I 
was a part of 3 or 4 networking groups that I attended regularly. One of my primary 
goals at these meetings was to meet potential referral partners.    
 
Or, if there’s a specific type of person you’d like to connect with as a referral partner, 
such as a chiropractor, ask around. .. Ask the people you know if THEY know of any 
great chiropractors.  And then get an introduction to them, which can be done over 
email, so you’re not having to cold call. 
 



 

 
 

If there’s a yoga studio you’ve got your eye on, go to some classes there – and ideally 
go to classes that the owner teaches. 
 
Here are some ideas for possible referral partners…. 
 

• Yoga studios 
• Gyms 
• Barre studios 
• Personal training studios 
• Life coaches 
• Relationship coaches 
• Parenting coaches 
• Business coaches 
• Healthy meal-delivery services 
• Juice bars 
• Acupuncturists & herbalists 
• Integrative & functional medicine doctors 
• Chiropractors’ offices 

 
 
Once you have some referral partners in mind, you may be wondering how to get 
referrals from them. 
 
There are a few different ways to have referral partners promote you. 
 
You can give your referral partners flyers that promote your upcoming program. 
If the partner is willing to send out emails to their list or post on social media – that can 
be very powerful.  In this case, you’d want to provide the partner with pre-written emails 
and social media posts  - so it’s EASY for them to promote. 
 
If the referral partner has a blog or sends out a weekly or monthly newsletter, ask if you 
can write an article or blog for them. They’ll likely JUMP on the idea because it’s a way 
for them to add value to their clients and you’re making it easy for them.  If you do 
provide an article, be sure to include your name, website URL and promote the program 
at the end of the article. 
 
Last, but not least, one of my favorite marketing strategies, as we discussed earlier, is 
giving talks.  If the referral partner has a pretty big audience or client base, ask them if 
you can give a talk in their space and have them promote the talk.  This is a GREAT 
way to build a connection with potential clients. 
 
One thing to keep in mind is that if you’re simply giving the business owner flyers to post 
and distribute, you don’t need a really strong relationship.  
 



 

 
 

Here’s an example of how one of our clients, Marlyn Diaz successfully used this 

strategy.  

Marlyn had experience running detoxes and cleanses with her private clients, but she 

had never run a virtual group program. 

She was clear that she wanted to enroll a large number of people into her first virtual 

group program, and to do that, she needed a partner. 

 

Marlyn is a long-term customer of Cardio Barre, a studio that offers ballet-barre style 

workouts. She used her personal connection and approached the owner 

about partnering with him to offer a detox to his audience. 

The owner of Cardio Barre was very receptive to the idea, and they decided to offer the 

program at his flagship location first. 

 

Marlyn enrolled over 100 people in that first launch of the Cardio Barre Body Bliss 

Challenge, and then launched the program at other Cardio Barre locations during two 

additional launches.  

 

In less than a year, Marlyn had over 350 people participate in her detox. 

What can you take away from this? 
 
1. There are likely opportunities for partnerships all around you. 

Start with personal connections. This doesn’t have to be a close friend, but think 
about places you frequent, people you have met, or friends of friends. 
 

2. Stretch out of your comfort zone and approach potential partners. 
It wasn’t necessarily easy for Marlyn to approach the owner of Cardio Barre, but 
she went into the conversation knowing that she had something powerful to offer 
the Cardio Barre audience. 
 

3. Make sure you have all your ducks in a row. 
Marlyn felt confident about her content and ability to deliver the program, but she 
had never run a virtual program before and knew she needed support planning 
and implementing the technical and creative pieces of the launch.  Particularly 
when working with a new partner, you will want to make a good impression. 
 

4. Make it easy for your partner to market 
Your partner is busy, just like you and me. Make it super easy for them to 
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promote your program. Provide them with pre-written emails and social media 
posts they can simply copy and paste. 

 
 
Those are the 5 simple strategies you can implement to promote your program, even if 
you don’t have a big list.  
 
You’ll make your marketing plan by selecting which strategy or strategies you want to 
implement. Remember, choose 1-2 strategies to focus on with your first launch. Then 
add additional strategies with subsequent launches. 
 
 
 
STAGE 3 – Creating your Program 
 
Now that you’ve done the planning for your program and created your marketing plan, 

you’re going to put your coach hat back on create the content for your program.   

We want this program to be something you become known for! 
 
While there are thousands of health coaches and nutritionists out there, you are unique.   
 
You have a unique story that brought you to do this work.   
 
You have your own nutritional philosophy and practices. You have your own areas of 
expertise. You have a unique personality and coaching style.   
 
When it comes to creating your online program, you can start from scratch or you can 
utilize one of the many “done-for-you” programs that are out there.   
 
If you choose to start with done-for-you content, you might be wondering….how can I 
turn done-for-you content into something unique? 
 
In this case, you’ll tweak the content so it reflects your personality and is aligned with 
your nutritional philosophy and how you teach and coach your clients. The more of YOU 
that you can put into your content - meaning everything you write, or say - the more 
people will be drawn to you.  
 
For example, let’s say that you advocate a vegan diet and the done-for-you content 
contains animal protein, you can easily adjust the program by removing animal protein 
and substituting plant protein.  Or, let’s say that you advocate juicing and the content 
doesn’t contain this…. you can add this to the meal plan & recipes you give your clients 
– along with directions on how they can make their own juice and information on the 
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benefits of juicing.  Or, let’s say that you work a lot with herbs. You can add herbs into 
the protocol of the program. 
 
In terms of allowing adequate time for this stage, if you’re using done-for-you content, 
you may only need to allow one week for this, because in this case you’re adjusting 
materials and you’re not starting from scratch.  
 
If you are creating your own program from scratch, this could 2 months or more. You 
want to allow adequate time to do any necessary research, writing, and pulling together 
recipes or developing your own recipes – if that’s something you’re including.  
 
 
 
 
STAGE 4 – Promoting your Program 
 
Now it gets exciting….In Stage 4, you’re going to focus on promoting your program.   
 
Before you start letting people know about your program you’re going to do some prep 
work. This prep work may take just 1 week if you’re tweaking done-for you content, or it 
could take 3 weeks if you’re starting from scratch.  
 
Once you’re ready to start promoting, you’ll promote for 2 weeks. 
 
Let’s break down exactly what you’ll need to do… 
 
 
Create your Sales Page 

The first step in promoting your program is to create a sales page.  A sales page is the 
page where you promote your program.  It’s a page where you speak to your audience’s 
pain point and how this program is going to help them.  You’ll also share what’s 
included in the program, the start date if it’s a live program, and the price of the 
program. And you have register buttons that people can click on to pay and sign up for 
the program. You’ll want those buttons connected to PayPal products or products you 
set up in another shopping cart service, like 1shoppingcart.  
 
PayPal is perfect if your programs are smaller and you don’t have an affiliate program.  
Once you are running larger programs and want things to be more automated, you will 
want to move to 1shoppingcart or a similar program. 
 
Below is the top of a sample sales page. It’s the one included in one of our ready-to-
launch programs.   
 

http://www.1shoppingcart.com/app/?pr=1&id=193001


 

 
 

 

 
 
 
You’ll want to start by writing your sales page, or if you’re using done-for-you content, 
review the sales page copy you’re given and make tweaks. 
 
You’ll then want to build your sales page, or hire someone to build it for you.   
 
When you promote your program via emails, social media, or on flyers, you’ll include a 
link to your sales page so people go to this page to learn more about the program and 
sign-up. 
 

On your member page is a document with a Sales Page Template, which also includes 
a link to a sample sales page. 

 
 

Write Promotional Emails 

Once your sales page is complete, you’ll write the promotional emails you plan to send 
out. Or, again, if you’re using done-for-you content, review the done-for-you emails and 
make any edits.  
 



 

 
 

I recommend you send out a total of 6-7 promotional emails over the course of 2 weeks. 
Again, in these emails, you’ll include a link to your sales page. Earlier in this document I 
shared a sample email sequence. 
 
Promote your Program 

Now that your sales page and your promotional emails are ready, it’s time to start 
promoting your program.  You’ll promote for 2 weeks – using some of the strategies I 
shared above in Stage 2. 
 
The first week of promotion is when you’ll want to make Early bird pricing available, like 
we discussed earlier, and you’ll send out 4 promotional emails in this first week. 
Remember, this is typically when most of your sales will come in.  
 
During the second week, the price increases, and you’ll send out 2-3 promotional 
emails. 
 
 

What can you do if you are mid-launch to increase enrollments? 

Let’s say you are a few days into your launch and you have only had a handful of 

enrollments. 

First, make sure your putting enough attention on promotion. Most people will need to 

hear from you several times before they take any action. 

Second, look at your list size. Getting 10% of your list to enroll in a program is a very 

high conversation rate.  For many, a 3-5% conversation rate is more realistic. 

Once you have a sense of what you can realistically expect in terms of enrollment, have 

conversations with a few people on your list and get their feedback on the program. Ask 

if they are considering participating in the program and why or why not. If they are not 

considering enrolling, ask them what they would ideally love for you to offer. 

Even though you’re mid-launch, it’s not too late to make some changes, based on the 

feedback you received, such as tweaking: 

 Sales page copy 

 Promotional email copy 

 The program offering 

 Or offering extended payment plan 



 

 
 

If you need extra time to do all of this, you can give yourself permission to delay the 

start of the program by a week or two. 
 
 
STAGE 5 – Leading your Program 
 
Now we’re at the fun part where you start leading your program.  
 
Leading your program will mean different things, depending on how you decided to 
structure the program – whether you’re offering live calls, providing support via a private 
Facebook group, etc.  
 
In the timeline I’m sharing, I’ve mapped out what should happen when, but I wanted to 
give you a quick overview of what this could look like for a 7-day program. 
 
I like for programs to start on Mondays, because then people have the week to prepare.  
If your program starts on a Monday, you’ll want to have a live kick-off call the Thursday, 
Friday, or Saturday before the program starts. On that same day, prior to the call, you 
will send an email to participants with their materials, because you’ll likely be going over 
those during the call.  
 
Support via Facebook group starts right after the kick off call because people will start to 
have questions as they’re preparing for the program.   
 
I also recommend you send emails to all of your participants. You might send an email 
out on day 1 of the program, on day 4 (in the middle) of the program, and then on the 
last day of the program.  And, then you might offer a live wrap-up call on the last day of 
the program. 
 
I’ve included more info at the end of the document about how to give access to your 
program materials/content. 
 
 
STAGE 6 – After your Program Ends 
 
We’ve reached the final stage – which is after your program ends. 
 
You might have thought that the process ends when your program ends, but that is not 
the case. There are some critical pieces that you won’t want to skip.   
 
At the beginning of this week, I suggest you send out a wrap-up email to participants 
with link to a feedback survey, so you can learn more about their experience and you 
can improve the program.  This is also a great way to collect testimonials from your 
participants. 



 

 
 

 
If you want to use your program as a way to enroll more people in a private coaching 
program, you may want to include a BONUS 30-Minute Consultation in your program. 
These consults would take place after the program has ended. During this consultation, 
you will talk to participants about their experience in the program and next steps. One of 
the next steps you can propose is working with you privately. 
 
The last thing you want to do during this stage, is to make notes about what you’d like to 
modify the next time you offer the program. It’s best to do this while everything is still 
fresh in your mind.   
 
 
Relaunching 
 
Once you’ve gone through this launch sequence, you’ve done a ton of work.  The first 
time you offer a new program is always the hardest.  But what’s great is that you now 
have everything you need to offer this program again and again!  This is what is called 
“relaunching.”  It’s takes minimal time and very few expenses to run your program 
 
 
 

ADDITIONAL LAUNCHING INFORMATION 
 
 
Should you offer your program “live” or as a “home study” program? 

Whether to offer a program live or as a home study is a strategic decision and I’m going 

to share my opinion on this. I’ve also got a little technique you can have in your back 

pocket, so you can make more sales. 

First, what is a home study program? 

A home study, or evergreen program, is one that clients can sign up for at any time. 

There’s no start or end date, and there are no live calls or live components to the 

program. 

This can be attractive because you can make money while you sleep.  Once you create 

the program and promote it, you don’t have to spend time delivering the content. 

You might feel drawn to offer a home study program because you’re worried that the 

date you choose for your program won’t work for your audience.  Nailing down a start 

date can feel difficult. 



 

 
 

It’s easy to come up with reasons why each possible start date won’t work for a certain 

group of people.  This happens to all of us.  

 

While it may feel difficult to commit to a start date, that shouldn’t be the reason you 

choose to offer a program as a home study. 

In most cases, I actually don’t recommend offering a home study program.  I know I’m 

taking a bold stand here, but let me share why… 

 

#1 When you offer a program that people can sign up for at any time, they are 

less likely to take action.  

 

Think about it. Imagine you were thinking about joining a fitness bootcamp, and when 

you went to their website you read that their program was starting on February 10th. If 

you were interested, you’d sign up right away.  If, however, you read that you could join 

at any time, you’d likely put it off and make excuses for yourself about why it will be 

better to wait until next week or next month.  And then, after a week or month had 

passed, you might lose interest or forget about signing up altogether. 

 

#2 Live programs are more enticing 

People are generally more drawn to live programs that have a start and end date 

because there is more accountability and support.  These are two of the main reasons 

people want to enroll in your programs.  Of course, people also want to gain knowledge 

and learn from you, but intuitively, your audience knows that without support, they’re not 

as likely to make changes. 

Live programs offer components such a Facebook group, forum, and live calls. This 

provides a way for your participants to ask questions and get the support they need to 

get over hurdles they may experience during the program.  This is also where you can 

show your gifts as a coach, having your participants become raving fans and repeat 

customers. 

 

How can you offer a live program, but still make it available after the start date? 

Let’s say that you offered a live Winter cleanse. The program just ended, but you were 

on the phone with a potential client who was a great fit for this program.  Even though 

you’re not promoting the program as a home study, you can still offer it as a home study 

to individuals when that makes sense. Simply send them a PayPal invoice (or a product 



 

 
 

link), and then give them access to the materials and call recordings. This way, you’re 

giving the client a way to get started immediately. 
 
 
HOW TO TURN A “LIVE” PROGRAM INTO A “HOMESTUDY” PROGRAM 
 

1.    Adjusting Your Sales Page 

The sales page is the page where you promote the offering and where people can click 

a link or button to purchase the program. 

With a homestudy program, you will want to make sure there are no start or end dates 

on the page.  I also recommend that you make it clear that they can start at any time. 

You can have language such as “start as soon as you register.” 

If you are taking a program you ran “live” and turning it into a “homestudy,” then be sure 

to remove the mention of “live calls” or any other live components that are no longer 

applicable.  For example, you can change “live kick off call” to “kick off class audio 

recording.” 

  

2.    Delivering the program 

I recommend that you automate the delivery of the program.  As your business grows, 

you don’t want to have to manually email new participants. 

There are a few ways you can automate the delivery your program. 

 

 Through autoresponder emails. 

In your email marketing system, you can set-up one or more autoresponders that 

link to documents, recordings, and/or videos. 

 

 Using a simple password protected member page. 

In this case, you would send your participants to a webpage where they will be 

prompted to enter a password. Once they enter their password, they will get 

access to their Private Member Page where all of their materials, recordings, 

and/or videos will be hosted. 

 

 Use a membership plugin such as Wishlist Member or Digital Access Pass 

(DAP). 

These are plugins that can be used on any WordPress site.  If you go with this 



 

 
 

option, each participant will have a unique username and password. Once they 

enter their username and password, they will get access to their Private Member 

Page.  This option will also allow you to “drip” content out to participants over 

time.  For example, if they signed up for a 3 week program, you could set it up so 

that each week, the participants get access to new materials and content. 

 

 Use an online coaching or course delivery system. 

Systems like Ruzuku or Jigsaw Box allow you to drip content out, and include 

features such as forums. 

  

3.    Promoting your program 

With a homestudy program that is always available, you can have a “live launch” where 

you promote it to your whole list, but you can also set your marketing up on auto pilot. 

One great way to promote a home study program is to incorporate promotional emails 

into the autoresponder series people receive when they join your list or opt-in to receive 

your free gift. This way, you’re always promoting it, but you can simply set up the 

autoresponder and let technology do the work for you. 
 
 
HOW TO GIVE ACCESS TO PROGRAM MATERIALS/CONTENT 

When you run a program, are you unsure of the best way to send program materials to 

your participants? 

Have you run into issues with files being too large to email or emails going into your 

participants’ spam folder? 

There are so many pieces to getting a program off the ground, and I know it can be 

frustrating to hit a wall when it comes to figuring out how to share files. 

I am going to help you figure this out by breaking down a few options (with pros and 

cons for each). 

 

My breakdown of four ways to give access to files, with pros and cons for each. 

 

1. Send files as attachments via email 

Many email marketing systems such as AWeber and MailChimp allow you to upload 

and attach files to an email. 



 

 
 

When sending files this way, there is a size limit. For example, with AWeber your file 

size can’t exceed one megabyte (1 MB). To make your files smaller, when turning a 

Word document into a PDF, under “Optimize For” select “Minimum Size (Publishing 

Online).” 

One thing to consider, if you are thinking of attaching files to an email, is that email 

filters are more likely to prevent delivery of a message that has an attachment. This is 

due to the large number of viruses circulating on the Internet. 

This method is typically better if you’re only sending one or two documents. 

 

Send files via a link in an email 

A good alternative to attaching files to your message is to upload your files to your 

website, Dropbox, Google Drive, or a service such as Digioh. 

Dropbox, Google Drive, and Digioh all offer free services and are easy to use. 

Then, in your email, simply link to an individual file or a folder with multiple files. 

This is a great option if you have multiple files to share. 

 

2. Create a password protected member page 

In this case, you would send your participants to a webpage where they will be 

prompted to enter a password. Once they enter their password, they will get access to 

their Private Member Page where all of their materials are hosted. 

This option requires some technical skills, but is fairly quick to create. It is a great option 

if you have several files, including call recordings and videos.  Having a member page 

makes it very easy for participants to find all of their materials. 

With this option, you will have one password that is used by all participants.  This is 

more secure than the previous two options, but not as secure as the last option I share 

below. 

 

Note that this option works on WordPress pages, but may not work with other platforms. 

 

3. Create a member page using a plugin such as WishList or Digital Access Pass 



 

 
 

These are plugins that can be used on any WordPress site.  If you go with this option, 

each participant will have a unique username and password, which makes the page 

more secure. 

Once your participants enter their username and password, they will get access to their 

Private Member Page. 

This option will also allow you to “drip” content out to participants over time.  For 

example, if they signed up for a 3 week program, you could set it up so that each week, 

the participants get access to new materials and content. 

These plugins are fairly inexpensive, but they do require more time and technical skills 

to set-up. 

As your business grows and you have larger numbers of people participating in your 

programs, I recommend considering this option. 

 

As you can see, there are several factors you’ll want to consider when deciding 

how you want to give access to your program materials. 

 File size 

 Number of files 

 Types of files 

 Number of participants 

 Your budget 

 
 
 
 


