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L E T T E R  F ROM  G I NA

I am so glad you are here right now. Nothing inspires me more in 
business than helping a woman who is truly ready to uplevel in every way— in 
business, self-love, relationships, wealth frequency and lifestyle. 

 My desire is to give you the juicy, behind-the-scenes “what really worked” strategies 
that my team and I have used to execute the past three seven-figure revenue 
launches within our company. All occurring while I traveled the world, lived and 
worked in Italy and Greece, hosted live events and spent a summer living in the 
country side of Provence.

I would love for you to have that same freedom to have and do whatever it is your 
heart desires.  Creating a multi-million dollar launch gives you the opportunity 
to generate more money in a few months than most people do in a year, or even 
several years. This workbook will guide you to do just that, in a way that expresses 
your own unique talent, voice and purpose. 

If you haven’t listened to the audio part of this program, I invite you to do that 
first. This is a private VIP bonus call I held for my JV Partners who helped promote 
the Divine Living Academy. I wanted to give them something valuable that would 
inspire them in their own launches, as a thank you for helping me reach $1.8 million 
in 12 weeks. 

The call is straight from the heart and I think it will inspire you to do things differently, 
embrace your own Divine calling, and stop worrying about “what other people are 
doing.” Once you get that mindset piece, you can come back over here and get all 
of the technical steps that will help you create your own million-dollar program or 
product. This is an evergreen formula, one that will continue to work each year (as 
proved by my own consecutive success) and past three sold out launches. 

As you go through the materials, I invite you to also be a part of my private 
Facebook community to share your insights and realizations with thousands of 
other women who are passionately alive in their business, brand and message to 
the world. https://www.facebook. com/groups/divinelivingradioshow/

I am thrilled to be supporting you on your journey to designing your very own 
7-figure launch. Please feel free to send any insights or results over to my team at  
questions@divineliving.com. 

Much Love,

Gina DeVee

//https://www.facebook. com/groups/divinelivingradioshow/ 
http://questions@divineliving.com
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I
C R EA T E  YOUR  V I S I ON 

As I shared on the audio talk, for me the first step in my launch journey was asking the Divine what was 
mine to create this year. This set the tone and the purpose for the entire campaign. Then, I called in the 
support I desired to create it.  I formed an entire team of apprentices for each area of my business that I 
wanted support in. 

I flew my apprentices out to Paris and we stayed in a lovely apartment masterminding the launch. 
Instead of following the typical “3-4 launch video” structure that’s so popular in the Internet Marketing 
community, I created 7 high vibrational videos to share with women all over the world.

I shared my message, followed my heart, and attracted 200 + women from 27 countries who resonated 
with the essence of my story and paid $7500-$10,000 each to work closely with me for a year.

When the time came to begin planning my next launch, I was spending some time in Florence and was 
“Divinely Guided” by the idea of the Renaissance which then inspired my next 7-part video series all 
shot in the beautiful city.

Similarly, for my third seven figure launch, I waited for the Divine to give me the inspiration, guidance 
and answer for the theme of my next launch. What I received: a 5 part “Behind the Scenes” docuseries 
into one of the most powerful Divine Living Academy live events in Paris. 

As you can see, each process has come to fruition in the same manner. And what came next was this 
exact formula that you will read below.

We are all called in our own unique way to offer something to the world. The biggest mistake I see 
women make is asking “what will make money online?” and then launching that. Leading with “how 
can I make money” creates generic programs and launches, and now more than ever it’s so important 
that you embrace your uniqueness in order to stand out. So don’t ask “how can I make money?” 
Instead ask “Who am I, and what am I meant to create?”

Once you determine exactly how you are going to impact large numbers of people and how you will 
deliver value to the marketplace, the rest is just putting the pieces together in a way that best reaches 
your audience.

The questions and prompts below will take you through the exact steps I used to discover my vision 
and ground it in what people really needed from me. You can print out this workbook and answer the 
questions in the spaces provided, or have a notebook or online document where you brainstorm and 
create your launch plan.
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Getting your ideas onto paper alone can be so powerful—let’s get started!

Ask yourself: 

Why am I in business, truly? 

What person, type of person, or group am I meant to lead or serve? 
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What makes me specially qualified to do so? (What experiences have I gone through that inform my 
unique perspective?) 

What are the core problems of this type of person or group of people? Be as specific as possible. 



page 7

What is unique about my approach or offer in serving these individuals? 

What am I being called to create and offer this year? Don’t answer this one right away. Spend some 
time visioning, praying, meditating, journalling – however it is that you call in the Divine or your higher 
wisdom, spend time in process and answer this question when you truly feel the answer vibrating in 
your body as truth. 
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Is this in alignment with the larger purpose of why I am in business? 

How is what I am meant to create a solution to the needs, desires, concerns and problems that my 
core audience (those I am meant to serve) has? 
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I I
F I N D  YOUR  MAS T E RM IND 

You don’t want your idea to grow up in isolation. Once I had my idea for the Divine Living Academy, I 
turned to colleagues and mentors for feedback, giving me tons of perspective and creative energy. 

I recommend you choose 3-5 people in your inner network to mastermind with. You can host a virtual 
or in person mastermind day where you enlist their creative spark and also do something for them to 
create a win-win. 

You can also choose to pow-wow with each one individually. It’s amazing to experience what the group 
energy can add to your vision. 

Think through the candidates for your mastermind below. 

My top 3 coaches/mentors are: 
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The person in my life who will always tell me the truth is: 

The colleagues/ business associates I am closest to are: 
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My team members: 

My most creative friends: 
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The people I will choose to share my vision with are:



page 1 3

I I I
R UN  T H E  NUMB E R S 

Now that you’ve workshopped your idea, it’s time to look at how to structure the finances to bring in 
the money you desire. Setting up a budget beforehand is crucial. Be aware that unexpected expenses 
often come up in a launch, and leave room to manage that with ease. 

TIP: When determining a price point, it’s a good idea to have tiered pricing with a lower price point for 
those who pay in full, and a higher price point that is split into payments. 

The amount of money I desire this launch to bring in in revenue is ____________________

The cost of my program or product will be  ____________________

and I will sell  ____________________ units to meet my total revenue goal.

I am willing to spend this amount of money in the following areas: 

Video Production

Web Design (squeeze pages, sales pages etc)

Graphic Design (branding, banners, logos)

Staff/team/payroll (can include strategists, designers, launch 
managers, affiliate managers, copywriters, customer service, social 
media, technical experts, video editors)

Paid traffic

Coaching//mentorship

Unexpected expenses

Other areas of expense that you’re aware of

The total expense is

The profit margin is
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I V
S E T  T H E  S T RUCTUR E S

It’s crucial to map out your launch structures beforehand, but leave room for flexibility. If you intend to 
relaunch after this initial launch, you will probably experience this first launch as education for what 
to do better or differently the second time around. It’s a constant process of refinement! Remember, 
those who succeed online and in business are those who are “imperfect action takers.” 

The name of my product/program: 

The price point I will test it out at in this launch will be:

I will offer a downsell to those who don’t buy my main offer, it will be:

My up-sell to those who purchase my main offer will be:

My program will be in this format (ie – video, live calls, membership site, coaching, live event, etc):

My program will be automated, live, or a combination of both:
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The delivery method will be (ie – how are they going to get your material – login to a membership 
portal, download audio, watch videos, etc): 

My refund policy is:

My customer service plan is:

My lead magnet or opt-in free gift will be:

My opt-in gift will become available on this date:

If it’s a video launch, my video release dates are:

I will work with affiliate partners (yes or no):

I intend to pay them this % in commission and these prizes:
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The cart open and close dates are:

I will do a “cart reopen” (yes or no, if yes the dates are):
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V
P LAN  YOUR  P RODUCT 

Make sure you allot time and resources to creating the materials, curriculum, modules, video trainings, 
etc. for the program or product you’re selling. Have a plan to deliver an experience that is on par with 
your marketing. 

I intend to create my product before the launch, during the launch, or after the cart closes: 

This is what I need to do in order to create the actual program: 
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I need to bring on board the following people or experts to help: 
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V I
B R I NG  I N  T H E  
D R EAM  T EAM 

If you already have a team in place, spend some time as a team and with each member designating 
responsibilities—let them own their area and innovate where appropriate. Have a sense of what is 
going on in every area, but really let your team shine while you do your job of being the visionary. 

If you are a solopreneur, you can manage a launch with just you and a VA, but if you intend on making it 
a 7-figure launch, this is not the recommended path unless you desire a 100 hour work week. Still, start 
with where you are at and with what you have. If one team member is where you are at, then go for it! 

I however, always encourage expansiveness and love the idea that you should make business 
decisions from where you want to be, rather than where you are at. For my multiple 7-figure launch 
these are the team members I brought on (who are now an integral part of my team): 

•  Apprentices who worked closely with me as interns in exchange for exotic trips, high level  
    masterminding, and a once in a lifetime opportunity for mentorship and learning. 

•  A copywriter. Unless you are a brilliant copywriter, hire one. Typically it will take you some  
    time to find the person who understands marketing and YOU. This is a hugely important  
    position in your company so take the time to find the right one!

•  A launch/affiliate/joint venture manager 

•  Filmmaker and editor for launch videos 

•  An Online Business Manager 

•  A marketing manager who is also a copywriter, to do both 

•  Paid Traffic/Facebook Ads 

•   A Program Director AND Director of Certifcation (because The Academy is a high touch  
program where an actual accredited certifcation is awarded) 

•  A Personal Assistant 

•  A Social Media Manager

•  Community Manager

•  Customer Service/Sales team

•   I already had an amazing Graphic Designer, Web Developer and an Infusionsoft Manager. 
Having these in house makes a huge difference during a launch when you need a quick 
turnaround.
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Please know that there are 7-figure teams out there with 4 members, with 20 members, and even 
hundreds in some cases. However, you have the choice to create and organize your teams in the way 
that feels right to you! 

Just make sure that everyone is playing in their sweet spot, doing what they are good at and what they 
love doing. The team should support you in being able to do what YOU love, and ideally you won’t be 
doing anything you don’t want to do.

You can find awesome team members from the people you already know in your industry, from JV 
partner or colleague recommendations, from mailing your own list or posting on your social media 
profiles, pages, or groups—I even found one of my amazing team members on Craigslist!

When you start to interview people, look for self-motivated players who really feel the inspiration of 
your vision and will make it their own. Also, it’s really important that the different personalities of the 
employees/contractors/staff work well and harmoniously together so the focus is on visioning, creative 
productivity and driving the launch forward.

During the launch, I would have a weekly meeting with my entire team, and 30 minute meetings 
with each individual member. Staying organized is so important! You can use a project management 
platform such as Asana or Slack to do so – but in the spirit of keeping things simple, you can also use 
something like Google Docs, Spreadsheets, and Calendars that are shared with the entire team.

These are the team members I am choosing to bring on at this time: 

This is the day and time I will have my team meetings: 
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I will use this conference line for these meetings: 

These are the systems I will put into place to keep my team organized: 

TIP: Keep your team aligned by making sure you have a detailed master timeline. The timeline for your 
launch should indicate the phase of the launch, activity, who is in charge of that activity, when it’s due 
by, and check off that it’s done when it is. Include tasks such as what day emails are going out, what 
day the cart opens, closes, etc and keep things running smoothly as a team – the more pairs of eyes on 
a task, the better, but also everyone should have their own individual responsibilities.
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V I I
D E S I GN  

YOUR  MARK E T I NG 
S EQUENCE

This is essentially the lifeblood of your campaign. Your marketing sequence is 
a clear path from someone’s initial interest all the way to your core offer and 
potential up-sells. If you lay the path out clearly for your potential clients and 
customers, it is likely they will see, and buy your offer. 

Your sequence will include an opt-in page, a sales page, email marketing, and 
social media promos. For a 7-figure launch, you should also consider a video 
series, webinars and live calls. All of the content and value your deliver throughout 
the sequence builds your “know, like and trust” factor, ultimately leading to your 
product. 

You want to deliver all the pieces over time in a way that makes sense for what 
you’re selling. In my case, from Video 1 to Video 7 there were 21 days in the 
sequence. It was longer than many launches because of our high-touch brand 
and because for a higher price-point and year-long program it often takes more 
familiarity, more emotional connection, and more time for people to make a 
committed decision.

I don’t know a single entrepreneur personally who didn’t make changes to 
their sequence during a launch based on what their audience was and was not 
responding to – so plan, but again, be flexible! 
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MARKETING SEQUENCE FLOW CHART

Step 1: GENERATE TRAFFIC

Step 2: OPT-INTO VIDEO
COLLECT NAMES AND EMAIL ADDRESS, AND GET PEOPLE INTO THE FUNNEL

SQUEEZE PAGE/LANDING PAGEFACEBOOK ADS

Step 5: SEND FIRST OF SEVERAL VIDEOS IN A SERIES
NOTE: YOUR VIDEOS SHOULD BE SET UP IN YOUR EMAIL SYSTEM TO  

BE DELAYED BY AT LEAST 1 DAY EACH

Step 3: THANK YOU PAGE
PAGE PEOPLE ARE DIRECTED TO AFTER OPTING IN.  

BUILDING EXCITEMENT FOR VIDEO SERIES & PROGRAM LAUNCH

Step 4: ADDED TO LIST
(I.E. MAILCHIMP, INFUSIONSOFT, ECT.)

Step 6: CREATE A FOLLOW UP SERIES
PREPARE FOLLOW UP EMAILS AFTER VIDEOS ARE RELEASED  

TO CONTINUE TO NURTURE RELATIONSHIPS

Step 7: SEND TO SALES PAGE
NOW THAT PROSPECT HAS WARMED UP THROUGH ALL VIDEO SERIES AND 

NURTURING, SEND THEM TO YOUR SALES PAGE

Step 8: EXTEND COMMUNICATIVE OFFERS!
OFFER DISCOVERY SESSIONS, TEAM CALLS AND FREE PREVIEW CALLS TO GIVE THE 

PROSPECT A FINAL CHANCE TO ASK YOU QUESTIONS LIVE

Step 9: PLAN YOUR UPSELLS AND DOWNSELLS
FULFILL AND DELIVER!

FACEBOOK ADS INSTAGRAM FACEBOOK



page 2 4

THE OPT-IN PAGE

It all starts with your your opt-in page, one of the most important pieces of your sequence where you 
gather initial interest and build your list. Testing different pages is key. We tested video opt-in pages, 
text based opt-in pages and customized opt-in pages for different audiences. We also created custom 
opt-in pages for some of our partners who were being highlighted as special guest instructors in the 
program.

We tracked the opt-in rate for our partners, for our own email list, and for paid traffic and made 
frequent adjustments. By the end of the campaign we had tested about 20 opt-in pages and had 3 that 
outperformed the rest. 

Depending on your audience, different elements of the opt-in page will be more or less important. For 
ours, having really beautiful photography and more text (long copy opt-in pages) where we connected 
to our audience emotionally through sharing my personal story seemed to outperform shorter copy 
where it was all about the opt-in gift (the video series). 

LAUNCH 1
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LAUNCH 2
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A few tips for your opt-in pages: 

•  Run split tests for video opt-in pages vs. text based opt-in pages for your audience. 

•  Buy specific url’s for your opt-in pages. Many people will have the word leadpages in their  
    url, or host the page on their site so it would say divineliving.com/7figurelaunch. Instead  
    buy www.7figurelaunch.com (the keywords should be relevant to your brand and launch)  
    and host the opt-in page on that url. Buy many urls so you can have many opt-in pages to  
    test. 

•  Make sure that your opt-in pages (and all of your pages) reflect and represent your brand. 

•  Make sure that your email sequence is set in place, tested, and that your sales page is    
    DONE before allowing opt-in page to go live. 

•   Test your entire sequence before mailing your list or before partners mail for you, and once  
you are certain it is running perfectly, test again! We have 3 people on our team test every  
single sequence before it goes out. 

LAUNCH 3
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Plan your opt-in page below. 

My opt-in page urls will be: 

The design will look like:
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My lead magnet or opt-in gift is going to be: 

The benefits for someone opting in will be:
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The copy will say:

How my brand will be visible on my opt-in page is: 
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THE SALES PAGE 
If you’re just starting out or if this is a first launch, study sales pages if you are writing your own. Look 
at sales pages of people teaching the same thing as you – great market research AND sales pages 
typically follow a particular “formula.” Know that it’s all about feeling and emotion – getting the 
audience from pain island to pleasure island, so make sure you demonstrate that clearly and with 
powerful calls to action. 

A few tips for your sales page: 

•  Hire a copywriter if you aren’t one yourself! 

•  Include relevant pictures to break up the text. 

•  If you are doing the writing yourself, come from a place of LOVE, not FEAR – fear will cause  
    the words to either not come out or words will be constricted. 

•  It’s not about you – it’s about serving the client. Although, people want to feel the online  
    connection with a human being – it’s about making the online relationship as similar as  
    possible to the offline relationship. 

•  Let them know you’ve been there too – show your audience your own transformation and  
    that you know it’s possible for them too with the mentorship, guidance and community  
    you are offering to them. 
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THE EMAIL SEQUENCE

People do not realize that you get A TON of sales from your email marketing campaign after you’ve 
done your free call, free video series or webinar to sell into your program. You’ve got to send out WAY 
MORE than 1 email a week during a launch! 

Personally, I like mapping this out ahead of time. For example, today I am sending out 1 business 
tip, social proof tomorrow, overcoming objections the next day. What is important to your audience? 
Do they connect best with pictures, with audio, with reading? With stories, social proof, or personal 
connection?

KNOW YOUR AUDIENCE. Give them what they want and ask them to do what you want them to do. Any 
extraordinary client or customer results you can share is totally recommended! 

Your email marketing campaign should include things like: 

•  Additional tips 

•  Social Proof – I like to actually take screenshots of posts my clients have made on  
    Facebook about me, or from Facebook groups that I’ve set up for programs.

•  Overcoming objections – actually listing out objections that people probably have like  
    “I need to talk to my husband” or “I’ll sign up when I’ve gotten a few more clients under my  
     belt” and actually indicating why this is a poor excuse (in a nice, yet firm way where you  
     are genuinely taking a stand for their growth.) 

•  Have an e-mail sequence for people who PURCHASE and a separate one for people who  
    have not said YES yet, spend time mapping this out ahead of time. 

•  If you are going to add bonuses, limit the number of spots available, or close the cart,  
    decide ahead of time what emails these will go in.

•  EDIT your email before sending it out to your list. 

•  Make sure that your email autoresponder service can handle a massive influx of new email  
    addresses so that your launch goes smoothly. In many cases this will simply require an  
    upgrade to the next level of how many people you can send emails to. 

•  Send 2-3 emails (or more if you want) directing all of the people who have opted into your  
    campaign to a live call or webinar where you will provide more valuable content and then  
    make your offer. 

TIP: Write as many of the emails ahead of time (or have your copywriter craft them) rather than sitting 
down in front of the computer the hour that the email needs to go out. Having strategy with the angle 
of your emails is important. Learn about “seeding” your content, meaning use some of your emails 
to demonstrate why your program is solving specific problems or making life so much better for your 
audience. Once you hit their pain points in a loving way, you introduce the solution.
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Take some time to map out the ideas and angles of your email marketing campaign. Think about your 
audience, their values, needs, desires and problems, and the solutions. Think about all the different 
types of content you can offer listed above and what types of emails you want to send. This is material 
that you can hand over to a copywriter, so be as detailed and specific as possible. 
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THE VISUAL ELEMENT

I personally chose to get a photo shoot just for these campaigns. I happened to be in Paris and 
Florence at these times so pictures on social media with me at the Eiffel Tower or in the center of one 
of the most beautiful cities in the world with my loving husband were great social proof that I am 
“living the dream” while I am also selling. I recommend you get a professional photo shoot and use 
as many of them in your emails and social media as possible, too!

Great copywriting is so much more powerful with the visual element included. Connect with all of 
the different senses of your audience – their emotions, their hearts, their eyes, their ears... give value 
in every email but above all inspire their spirits! For my audience, nothing does this better than 
stunning photography.
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VIDEOS

Part of your sequence will be automated such as videos you record and then release at certain 
dates. We actually chose to put our videos on a drip sequence so that partners could mail at their 
convenience and there was a larger window of time, which totally worked for them and us. Otherwise, 
your videos would go live at specific dates and be available for a certain number of days for people to 
watch.

EXAMPLE 1

EXAMPLE 2

EXAMPLE 3
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PLAN YOUR VIDEOS

Fill out the box below with where you plan to film your video series, how many you will include and 
how long they will be.

Next, map out the topic for each video you plan to shoot. What will you teach about and why?
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Lastly, what team will you need to have in place to make this happen? Begin plotting out your video 
shoot plan!
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LIVE CALLS

After people have a chance to watch your videos, they get to know you better, and they are excited 
about your message and vision – it’s time to invite them to a live call or webinar.

Live calls in which your audience can interact with you and ask questions are a very powerful way to 
inspire people to join your programs. We used Instant Teleseminar to do our live calls, we recorded 
them and sent them out to all of the people who opted in to our sequence the next day. 

When we marketed our live call we let everyone know that we were announcing a very special bonus 
and there was a limited number of bonuses available. Hundreds of women showed up for every single 
live call and it was highly engaging and generated a lot of buzz. 

We also announced the bonus of free lodging for 50 women at 2 of the 4 live events in the Academy (in 
Los Angeles, Paris, Miami, and Rome.) Think of unique bonuses like this. This was a huge conversion 
point in the Academy Launch. 

I love to start my live calls with a prayer, and the women attracted to me love it too. Put yourself out 
there in a big way, let yourself shine in your live calls and webinars. 

Do you intend to do a live call? If so, fill out the following.

My live call title will be:

I will allow this much time for the call:

And this much time for Q&A on the call:

I will host the call on this line/platform:
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The live call will be on Day # _________ of my email campaign sequence. 

The angle and hook of my live call will be:

My main points will be:
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This is what I’ll say during “the pitch” or this is my “strong call to action:”
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WEBINARS

If you are offering a webinar at any time during the launch choose a title that demonstrates a problem 
and solution. An example is 3 Ways to Get High Paying Coaching Clients This Week Without Any 
Complicated or Expensive Marketing. 

This is specific, it addresses the problem of not having clients or cash flow, it speaks to a specific 
population (coaches who want to work with higher paying clients), and it suggests ease and feasibility 
(This Week, Without Complicated or Expensive Marketing). 

Make sure you can deliver the promise in your title, and that the promise leads into your offer in a 
natural, smooth way. Typically a webinar is about 45 minutes of solid content, with a 15 minute pitch, 
totaling 60 minutes. Some webinars are up to 90 minutes. If this is the case make sure you give them a 
reason to stay on until the end so that they hear your offer. 

Before your live calls and webinars send an email 3-5 days before, then the day before, then an hour 
before it goes live, the minute it goes live – and then mail the replay link out the following day. 

If you plan to offer a webinar, fill out the following prompts.

The title of my webinar will be:
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The reason I will give participants to stay until the end will be:

The content/main points will be:
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The angle of my pitch will be:

The technology I will use to produce and record my webinar will be:
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V I I I
G EN E RA T I NG  T RA F F I C 

SOCIAL MEDIA

Social media will not drive the majority of your traffic during your launch, and I believe it’s a mistake 
when people use their social media accounts in this way—for endless promotion. 

Instead use your social media accounts to really highlight your brand and message so that when 
the buzz about your launch peaks, people can see who you truly are on your Facebook, Pinterest, 
Instagram, etc. accounts. 

For me I used a ton of photos of my travel and lifestyle to document what I was up to in real time, and 
that made a HUGE impact on my audience, especially the ones who had just become introduced to my 
work. 

I used my social media accounts to announce pivotal points in the launch—such as when the videos 
went live, when the live calls were, when we were down to 50, 20, 10, and just a few spots left, and 
when the cart closed. But I did not pummel my sites with promotions. A good ratio on social media in 
general is 90% value, tips, and pictures, and 10% promotion. Too much outside of this ratio and people 
will become immune to your marketing or message. 

Develop your social media strategy below. 

I will use these accounts to assist in promoting my launch: 
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I will post ____________ times a day. 

I will include this type of content:

Each social media site should have its own unique purpose, otherwise people don’t have any need or 
desire to visit all of your sites. I’m not necessarily recommending you spend time developing content 
on each one of these platforms as it can be a time suck, but if you are going to use them have a plan so 
that you are maximizing results.

I recommend making a posting schedule for each site you are using so that you can be strategic, and 
if you have a social media person on your team have them do the posting and make sure they also 
respond to comments and messages that come in during the launch period.
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The unique value of my sites will be….

FACEBOOK

PINTEREST

YOUTUBE / 
VIDEO

LINKEDIN

INSTAGRAM

TWITTER

WORDPRESS/
BLOG
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PAID TRAFFIC

Your own list and relationships are the best audience for your offer. Affiliates are really great too. But 
paid traffic is an amazing goldmine that many people don’t tap into in their launches. We primarily 
used Facebook ads and it brought in many new women from all over the world – we had women 
register for the Academy from India, Ireland, Hong Kong, Dubai, Australia and more – all from seeing an 
ad on Facebook. 

You can use Facebook Ads, LinkedIn Ads, Google Ads, Bing Ads, Twitter Ads, and many more sources 
of paid traffic. It’s best to hire these tasks out unless you are passionate about them, because there are 
constant changes in the way paid traffic is executed and it can be quite a bit to keep up with. However 
if you take the time and money to do it right, this strategy can truly help you cross the 7-figure launch 
mark. 

While you are doing paid traffic, pay attention to the behavior of people who are clicking ads versus 
those coming from an affiliate, etc. This will help you track where you should be spending your time 
and attention in this launch, and in future launches. It also helps to establish a budget and then adjust 
it accordingly depending on how well your campaigns are doing. 

Will you use paid traffic in your launch? If so, answer the following questions.

My budget for traffic is __________ per month. 

If I get a positive ROI I am willing to increase my budget by this amount:_________

The types of paid traffic that appeal to me the most are:
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I will need to outsource this to:

I would like to see __________ (amount) opt-ins from my paid traffic strategies. 

I would like to see __________ (amount) conversions from my paid traffic strategies. 

I will begin testing paid traffic on this date: ______________
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JOINT VENTURE PARTNERS & AFFILIATES

Many people get a lot of traffic and sales from affiliate partners during launches. We worked with over 
80 JV partners and they were responsible for about 33% of our total sales. 

The top 5 partners were actually my close associates and clients. They were the ones who were 
willing to personalize the copy we sent over to reflect the transformations they experienced from my 
coaching. They were willing to mail over and over again, to send out every new email and to spend one 
on one time connecting with their clients and customers to convert a sale. 

So I always recommend connecting with people who are playing at the same business level as you and 
above, but also know that the people that love you the most will be your greatest ambassadors and 
may very well outperform the more seasoned affiliates. 

I hired a JV Manager and gave her a list of all of the people I thought would be willing to promote. We 
determined beforehand who we would be willing to offer a reciprocal promotion for based on what 
their offer was and if it would serve my audience’s needs. 

Many people will expect a reciprocation and it’s important not to commit to more than you 
can handle—so be strategic about this BEFORE you reach out so you can have honest clear 
communication with potential partners and not burn any bridges by committing to things you can 
then not deliver. 

We created an affiliate page where people could see the main information about the program, the 
price point, the commissions and prizes, who else was promoting, and they could sign up as an 
affiliate right from that page. It kept it simple and clear and we could leverage our time this way. 

It is really important to find a Joint Venture or Affiliate Manager to manage this for you as working with 
affiliates can be an inexpensive, leveraged way to bring traffic into your sequence – but it can also be 
a full time job! You need to treat your partners very well, make it super simple for them to promote 
you, and be totally available for them if they need anything, have questions, or on the possible chance 
that something happens with the technology side of things and you need to attend to that. Having a 
dedicated person to take care of this for you will ensure that your relationships are strengthened by the 
promotional experience. 

If you are going to manage partners on your own, be very strategic and limit the number of partners 
that you work with so you can be fully available to assist them in promoting you. 

Here are some tips for creating a smooth and positive experience with your partners: 

•  Select JV partners who have a similar target market as you but who offer something  
    complimentary to what you offer. 

•  Select JV partners who have a strong presence in their own communities—ideally they are  
    great promoters and strong list builders. 

•  Select JV partners who have a responsive list and who interact with their list often. 

•  It’s always good to select some JV partners who can share personal stories about you to  
    rev up the opt-ins. 
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•  Try to reach out 3 months ahead, if not more. This demonstrates that you respect how busy  
    everyone is, which business owners truly appreciate. 

•  Tell your JV partners WHEN you desire for them to mail out for you. Keep track of when their mailers  
    are going out on a calendar and email them or their JV Manager a few days before and check in to  
    remind them and make sure they have everything they need. 

•  Provide JV partners with a promotional packet that includes their affiliate link, sample solo-mailers,  
   reminder emails, Facebook posts, Twitter posts, Pinterest photos, newsletter write ups, etc. Embed  
   the link in the copy for them so they don’t have to take the time to do it. This can be done manually  
   or through your automated system. We use InfusionSoft which has this capacity. Send this packet to  
   them a few weeks ahead of time so they have time to edit the copy and put it in their marketing  
   queue. 

•  Make promoting you as EASY for them as possible, don’t ask them to go out of their way in any  
    aspect of the campaign. 

•  For partners that are getting a lot of opt-ins or where there is a lot of synergy you can do special live  
    calls or webinars live with them – you will customize the opt-in pages for this and give them special  
    swipe copy and social media posts. 

•  Select JV partners you have a relationship with already. 

•  Communicate with JV partners often – don’t just send them the promo pack and expect them to  
    funnel tons of traffic your way. Send them periodic update e-mails, do a little cheerleading, let them  
    know who is in the lead for opt-ins. 

•  Give them something as a bonus for promoting you. 

In our campaign we offered incredible prizes such as trips to Australia and a branding shopping trip 
and photo/luxury experience. We offered these prizes to partners who also enrolled in the program, 
that’s what felt best to us. There are many prizes that you could offer to your partners – but nobody is 
motivated by generic prizes these days so be creative. 

We also offered a private bonus call to share the inside scoop on what worked and what didn’t. We 
didn’t HAVE to do that, we wanted to show that we genuinely cared, that while we were busy delivering 
the program, we couldn’t have done it without them and we are willing to go the extra mile to show 
that to them. They loved it. It’s also nice to send a handwritten card or thoughtful gift to your partners 
when the launch winds down. For this reason, keep track of your partners’ email addresses and 
physical addresses so you can drop something in the mail. 

Plan out your JV & Affiliate strategy below.

I am planning to work with affiliate partners, yes or no: _________

I am going to hire a JV Manager or already have one: __________

I have the capacity to work with _________ (number) of partners. 
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These partners would be my DREAM partners: 

These are the prizes I want to give them for promoting me:
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I will have their “affiliate packet” completed by:

To say thank you to my partners after the launch winds down, I will: 

TIP: Make a separate spreadsheet to track your partners’ names, emails, phone numbers, physical 
addresses, promotional dates, opt-in rates, how much commission you owe them, and if you’d like,  
their conversion stats (what % of their opt-ins bought your program). You can send them these stats 
after the promotion and they’ll be totally impressed. Keeping all this data organized will make a HUGE 
difference. 
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I X
ADD  BONUS E S  

&  L IM I T E R S

One of the biggest learning points for my entire team during the Divine Living Academy launch is that 
people need a reason to “decide now.” This is a basic principle of marketing we were all familiar with 
but we truly saw how crucial it is to a campaign in a big way. 

We had a bonus early on in the sequence. It was a live class with a very well known spiritual teacher, 
and it worked fairly well, we got some sales from incentivizing people in that way. 

It wasn’t enough to fill all the slots though, so we had to dig deeper and ask ourselves as a team, “What 
do our amazing women truly, deeply, want?” And they want: 1) luxurious experiences, 2) travel, 3) time 
to mastermind and connect with me in person. 

So I came up with this incredible hotel bonus where we paid for their accommodations at the live 
events so that the live events would be an easy yes for them after the Academy tuition payment. And 
they LOVED it. We filled close to half of the 200 slots by offering such a unique, high touch, deeply 
impactful bonus. 

Let’s take some time to think about your bonuses. Create an offer they simply can’t refuse, something 
with a really high value, something they want but may not buy for themselves, something they won’t 
get access to again, and something that feels special, high touch, and exclusive. 

Get inspired to create your bonuses below. 

My audience loves the following (be both broad and specific, writing as much as you can): 
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Bonuses other people in my industry are offering are:

Bonuses that would inspire me to buy my own program are:
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Bonuses that I could easily deliver would be:

The bonuses or bonuses I feel the best about offering to my audience is:
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Personally I like to use bonuses as an expansion, meaning they get more, rather than contracting and 
cutting my price down like an early bird special. However, there is a need in a launch to place some 
type of limitation that gives urgency or a reason to buy now. A lot of marketers manufacture limiters, 
and for me it’s not necessary to do so. 

My programs are high-touch and my decision to only have a certain amount of slots for enrollment is 
actually because that’s the maximum capacity I have to give personalized attention from myself and 
my team. So we let everyone know the entire campaign that there were only 200 slots, and we let them 
know as the campaign went on – 40 slots left, 30, 20, all the way until there were 2 slots left. And by the 
cart close we had a waiting list for the next Academy start date. 

Another way we used limiters is by giving a cutoff date for the hotel bonus, and only a certain amount 
of people could get it. You can add limitation and urgency in any way that you want to—I advise 
against manufacturing it because people can tell, and it breaks trust. Come up with reasonable limiters 
that feel authentic to you and test them out. 

Let’s explore this for your launch.

I am limiting my offer to ___________ participants.

The reason I will give for this is: 

The cutoff date to receive bonuses will be:
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I will give this many units of the bonus offer:

I will give these incentives for people to sign up early, or by a certain date:
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X
T ECH  R E SOURCE S

I often teach high touch, low tech programs. During a launch certain technology is vital. Here are the 
platforms I have used and personally recommend, though in no way is this list exhaustive. 

INFUSIONSOFT 
www.infusionsoft.com 
Manage your email list, marketing campaigns, sales, affiliates, and shopping cart all in one place. 

LEADPAGES 
www.leadpages.net 
We use this for all of our opt-in pages, but as you’ll see there is so much more available to you than 
that! 

INSTANT TELESEMINAR 
www.instantteleseminar.com 
Offer high quality live calls that are interactive with your audience either through phone or the web. 
Record and store calls for later use. 

WORDPRESS 
www.wordpress.org 
I use Wordpress for my blog—but you can also use Wordpress sites to create membership portals 
where people can access your content. 

VIMEO 
www.vimeo.com 
This is where I personally choose to create, store and share my videos. 

DROPBOX 
www.dropbox.com 
Used for large file sharing with my team and with Academy students. 

http://www.infusionsoft.com
http://www.leadpages.net
http://www.instantteleseminar.com
http://www.wordpress.org
http://www.vimeo.com 
http://www.dropbox.com
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TIMETRADE CALENDAR 
www.timetrade.com 
Online scheduler, makes it really easy to manage laser coaching or other opportunities you make 
available to your customers and clients. 

AUDIO ACROBAT 
www.audioacrobat.com 
Audio streaming service, you can record and publish audio files to your email and website and create 
your own radio shows. 

BITLY 
www.bitly.com 
Url shortener for affiliate links. You can customize them. 

PRETTY LINK LITE 
www.wordpress.org/plugins/pretty-link/ 
A Wordpress plugin my team uses to customize our links for Facebook Ads. 

EXAMPLES
For the full video series AND sales pages examples, you may visit:

PA R I S  V I D E O  S E R I E S  1 :
http://ginadevee.com/academyvideostory/

FLORENCE VIDEO SERIES 2:
http://divineliving.com/theacademy/epiclifeflorence/

PARIS BTS DOCUSERIES 3:
http://www.divineliving.com/docuseries

http://www.timetrade.com
http://www.audioacrobat.com
http://www.bitly.com
http://www.wordpress.org/plugins/pretty-link/ 
http://ginadevee.com/academyvideostory/ 
http://divineliving.com/theacademy/epiclifeflorence/ 
http://www.divineliving.com/docuseries 
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YOU  AR E  NOW 
O F F I C I A L L Y  R EAD Y  

TO  B EG I N  
YOUR

 

Please stay in touch with me at  
www.facebook.com/ginadevee 

Much Love, 

Gina

http://www.facebook.com/ginadevee
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