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PLF 2.0 TACTICS from Video #2 - The Product Launch Formula Tactics.
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5 Major Types Of Launches from
Video #4: Your First Launch Strategy Session
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Very quick payday
Good if you have a list

Can be done with your
product or affiliate product

: . | Generally based on a
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Very quick payday

Good if you have a list

Can be done with your

product or affiliate product
( . | Generally based on a
» Quick Launch = /
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discount, or upgrade, or
bonus

Need a reason why, but it

doesn't have to be
super-strong
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Used when you don't have a
list, or you have a tiny list

. _ | Can be used to create a product
. '| Seed Launch [ Doesn't need a big buildup
Five Major Sets the stage for an internal launch
Types of =
Launches
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Need a reason why, but it

doesn't have to be
super-strong

Used when you don't have a
list, or you have a tiny list

Can be used to create a product

. ’| Seed Launch __|"=‘-{Doesn't need a big buildup
Sets the stage for an internal launch

Much easier than doing a big JV launch

Used when you have a list

You are playing on a smaller stage
Figure out your fulfillment, customer support, and logistical
issues before you launch to the world with your Joint

Venture launch

Success with your internal launch sets the stage for the big

payoff in your JV launch
Figure out your numbers (conversion rates, etc) in this launch,
then vou can use that date in vour Joint Venture launch 1

Can be quite lucrative, since you're not paying partners you

get to keep all the money
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You are playing on a smaller stage
Figure out your fulfilment, customer support, and logistical
issues before you launch to the world with your Joint

Venture launch

Success with your internal launch sets the stage for the big
payoff in your JV launch

Figure out your numbers (conversion rates, etc) in this launch,
then you can use that date in your Joint Venture launch

Can be quite lucrative, since you're not paying partners you

get to keep all the money

This is the big payday
Be careful if this is your first launch
This can give you a massive list build

Managing partners could be as
time-consuming as the rest of the launch

combined

Launches

/

Be sure to test your systems

I~ | Big Joint Venture (JV) Launch | )
ahead of time

It's easier to recruit partners if you can
show them you have an offer that converts

If you do an internal launch, then you will
know whether you have an offer that
converts

. Affiliate / E-commerce Launch @



combined

_+ Big Joint Venture (JV) Launch f

Be sure to test your systems
ahead of time

Five Major

It's easier to recruit partners if you can
show them you have an offer that converts
If you do an internal launch, then you will
know whether you have an offer that
Types of converts
Launches
1

Should generally be story-based

Think about telling the story from when you first
made the decision to look at the product, to

buying it, to using it, to getting results... to offering
it for sale :-)

Used when you have a list, but you can do it
with a very small list

\ Add something to the offer - like a bonus... or
« Affiliate / E-commerce Launch [=;create a bundle

This can be done very quickly, similar to the
Quick Launch

Use these regularly - like every week

This can be done LONG after a product is first
introduced... in fact, it usually works better that
way

See if you can get help from the creator or manufacturer




Launch Goals from:
video #5 - Let’s Start Your Launch Planning “Skull Session”
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Current Assets from
video #5 - Let’s Start Your Launch Planning “Skull Session”
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Launch Story from
Video 6: Mission CRITICAL...getting your launch
STORY and your OFFER right
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Who is your prospect? Pretend
your prospect is sitting across from
you... define him or her in great

detail
What does your prospect REALLY want?

What is his or her HOT POINTS
What are the top fears and

" The Sto .
’{ (Discoverir:g‘{our Launch },:\_ frustrations for your prospect?
/| Plotline) | | What are their top wants and desires?
[ | What things does your product do
or give your prospect that he or

she doesn't know about?

| /; The Offer [

The Story and
The Offer

| Product Idea |
_Generator |




Who is your prospect? Pretend
your prospect is sitting across from
you... define him or her in great
detail

What does your prospect REALLY want?
What is his or her HOT POINTS

The Story 7\ | What are the top fears and
F{ (Discovering Your Launch &1 frustrations for your prospect?
I.' . Plotline) y What are their top wants and desires?

What things does your product do
or give your prospect that he or
she doesn't know about?

product

what are you going to give them? _| regular bonuses
"| launch bonuses

_| guarantee
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Services that relate to the product.
Audio as download or on CD
Video as download or on DVD

Worksheets, spreadsheets,
and checklists

Phone or email consultation.

Exclusive follow-up
subscriptions.

Case studies
Free or discounted updates.
Access to membership areas.

"Rolodex" - contact lists for vendors, potential
partners, or other relevant companies and

The Story and resources

The Offer "Quick start’ quide.
} ’m}o Interactive tutorials or self-assessments.

° Generator “| Transcripts
Additional products or services (as a bonus)

Additional length of time for
subscriptions (as a bonus)

Live In-person seminar
Teleseminar or webinar

Coaching club

Call-in days
Document templates or plans

Additional training (in-person, phone, chat-based)

Extended support
"Done For You"
Makeovers or holseals
Software




