
Debrief and Downsell 

In this lesson. I'm gonna give you some guidelines on what you can do now you launch is over to capture 
the most valuable information that you can from your launch to boost your profits, but also to discover 
all those things that you really need to know to further improve your offer in the future. 

It's the first thing I'm gonna dive into. Is the D brave? Yes, First win till goals. 

So let's talk leads. The reason I had you create your good, better best goals was because I want you to 
create benchmarks. Benchmarks for each launch off how your launches are performing now. Maybe you 
didn't quite hit your goals or maybe you completely exceeded them. And that's gonna help you to adjust 
next time round and the reason why you set your own benchmarks and I don't give you a loan industry 
standards. It's because every launch is different, and over time you are really going to start to 
understand how your launches perform. 

And that's why what we do around here is different because we really do focus on how to use launches to 
build a launched based revenue business. Sorry, launched paced business model so good, Better best. 

Now I know sometimes people don't hit their launch list goals completely normal. Very, very common. 
People really underestimate how much time they need to build a list, and they think that they can build 
a massive list. Maybe they've seen launches where people have done huge, huge things. So this for me is 
often the place where people over estimate, but they underestimate their conversion rate. The thing I 
know to be true is that you can have a really small launch list, but if you have an amazing conversion 
rains, then that is a launch that is going to perform better over time. 

I don't want you to have loads and loads of leads coming on in a low conversion rate. That's not scaleable. 

So if you have had a small launch, but your conversion rate was brilliant and again, that's your 
benchmark. 
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The industry standard for normal launches wants 2% what we find in in our community. It's around 7 to 
8% on average, which is wild, and so it just goes to show the way we do. Things really is working, but now 
you've got a benchmark of what you can do next time. 

So if you're launched this goals, we're too high. Ah, that is the reason why is probably just because you 
simply set your goal goal too high. You didn't really understand. So you didn't quite hit your launch. This 
that's okay. The goal was probably too high in the first place. A lot of people do this first time round. I 
used to do this all the time. When I first started out in business with revenue goals, I was always saying 
my goals too high and then not hitting them and then feeling disappointed in myself, even though it had 
a really good month. 

And so, if that's you, I want you to know that's normal. Next time you can be more realistic. Now there's 
a caveat that I'm not saying lower your goals because it was difficult. But if you've set yourself like a 10 k 
launch list goal and this is your first ever launched, you've got a new audience, then yes, that is 
unrealistic. So you definitely wants with just that sometimes people don't hit their launch. This goal, 
because this building wasn't a strong enough focus truth and I know it's hard to hear. 

But then the reason why the programme is structured the way is is to get you doing so much of your 
audience building in advance of your launch event to give you the strongest chance of having the most 
amazing launch. 

Many people start list building too late, so if that was you, I get it happens to a lot of people, but I have 
gone through the programme. Once you know where your weaknesses are, we can go back and fix 
those. And sometimes the relied on ants that didn't perform. 

So what can you do? First and foremost set a more realistic goal goes that saying, Really, if you go to 
high, be more realistic. But challenge yourself. That's why having a good, better best is powerful because 
you can stretch and you can get to the next one. 
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Commit to a weekly, less building goal, so between now and your next launch. If you want to build that 
list of 2000 people in your launch, how many people do you need to get your list to get to that point? 
Chunk it down. Maybe it's like 300 a week, and then all of a sudden instead of you try to build this big 
3000 person master list that you then stop promoting your launch. Two. 

You just chuck me down into much more sizable steps. So far saying away to scale a launch, you can 
create an offer. Weightless page songs show you what that looks like. Me super simple. 

Let's launch together Waitlist waitlist convert a lot higher rate. And so if you're building a wait list of 
people who are ready for your product, they're gonna be far more likely to buy from us. We want to 
build that list, but that's only for people who have maybe heard about your product or you know what 
you do or have maybe been through your launch. So your sales pages, you want to move those now, 
redirect them too. 

This kind of page. So this is an offer. Wait, This page. You also want to do this? Full your launch. 
Weightless page. 

So you're opting page that you just used for your launch of them? See how this says Hiya, Next event 
January. This is now my weight, this page for my next launch. So people have maybe heard about my 
launch of them. Heard about the plan if I didn't sign up, maybe stumbled across. Some old videos are all 
graphics. Well, I can send them to this. So essentially we're building a wait list of bias and a wait list of 
potential leads, and we're gonna treat them very differently in the lead up to next launch. 

Because what you can do is you can put out an early bird offer to the people who are on your wait list to 
create some momentum. Give them sexual bonuses. Powerful, right? The people who are waiting to go 
through your launch event next time you get them excited in advance and start creating some early 
momentum in your launch. 

And ultimately, if you're paid ads on performing, you need to show up and social more and be more 
consistent. 
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So a lot of these things are common sense answers, but it's amazing how many people don't do this. But 
that's the whole point of seeing this whole process through from beginning to end. For you to really 
identify what you need to do next time to do better. 

So one of the other things I want you to do at this stage is to review your leads track up. 

So remember Ali's tracker where you were tracking how many leads you brought in on a day to day 
basis? Because I want you to see where the gaps are. 

Have a look. At what days? Content not to out the park. So here we can see there was a massive spike in 
the beginning. And I know here I was going really deep on Instagram. So next time I'm gonna do more of 
that. Also a really good day here. What content that I put on that day. That really, really what? 
Obviously that was a big spike. You know what? This Wass It's the first day of my launch when I started 
to ramp things up again. 

My content workshop two Not so good. And they could really see it start to drop off there as my 
attention switch to serving throughout the workshop series. But here there was a dip, and when I looked, 
this was like, Okay, well, what was that default about? Well, it was the weekend. It was a Saturday and 
Sunday. Maybe I could do more next time to get my weekend people engaged. But this is gonna help 
you to identify. What? Contempt? Not at the park. 

And what ready Didn't work that well. What can you improve upon next time? So review it. Have a look. 
At what days? Content knocked out the part. Where did your leads come from? Where did you lose 
steam? Where were you? Double down Next time. 

Now, as you do more more launches, you gonna start to analyse some of the smaller things. So, for 
example, where you losing people from workshop. One toe workshop to to workshop. Three gonna start 
looking all those micro and macro things on. What I would say is, for your first launch, you do not need 
to be worried about all of those little things. Yes. Haven't understanding of where you lost people 
throughout the experience. But I don't want you spending all your time diving into the micro things. 
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Okay, I want you looking at the much bigger picture of how well did you launch overall perform? 
Because we can start analyse things a little bit too much when it comes to my launches. And the 
problem with that is you start focusing on the tiny, tiny changes when in fact, if we just look at these 
questions to begin with, it's gonna give you enough data for you to go off to really improve your launch. 
Next time you can really start to go a lot deeper as you doom or on Mohr launches. 

You'll definitely have a good idea when you look it. Say your video views on workshop. One workshop to 
workshop three. Where things worked in Where it didn't but what you're gonna find anyway, is this kind 
of natural. Drop off Most people on workshop. One les I'm workshop, too, unless I'm worked up. Three. 
It's kind of this natural thing. However, if you find that workshop to was just amazing and not at the park, 
that might indicate that you need to change your content. And so it's all about building awareness. 

Then you look at your conversion. So actually, I'm less bothered on what day sales came in. What I'm 
more bothered about is your overall conversion goal, and that is again. That's the reason why I had to do 
a good, better best of this on. One of things we've learned is that the way we do launches that love to 
launch. People are having massive conversion rates, so we actually encouraged people to start putting 
them a little bit higher, even if they are news launch, because we know we can help people get those 
results. 

So you definitely want to keep trying to improve. But there's a caveat that because sometimes when you 
start doing bigger launches, in fact, very often, when you do bigger launches, your conversion rate will 
start to drop off. And so you may start off your first launch. Maybe you had, like, 100 people you had, 
like, a 20% conversion, right? 

Because for five years you've been building your list, nurturing these people. They were ready. But then, 
as you start to grow and bring him maybe, like 507,000 people, you start to see that conversion rate 
dropping. But as long as you're bringing in more revenue, more sales, more customers, that's okay, that's 
fine. It's if your launches start to decrease in less size and conversion size over time, and that's when we 
start to need looking at things. Are we launching too often? Is it the wrong offer? 

We're not getting people results. Is there something changing in the marketplace? Has your launch 
event got a bit boring? Genes do something new, so I tend not to worry too much about that. I look at 
the overall trend over time. Sometimes the year will perform better than others. That's also okay. 
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So your conversion rate if your goal If if you didn't hit your non trade your compassion, right, girls, then 
sometimes it could be. Your goal was to high in the first place a Samos, the launch list goals. 

Maybe you brought in the wrong people. You may have put out the wrong offer or your offer wasn't 
dialled in enough. 

So much of this honestly is about optimising over time Ever saw? This is just about patients. Be patient 
with yourself. You're not gonna get your offer right the first time round. When I look at my coaching, 
membership, launch and thrive and just how much that has changed and evolved over the past two 
years, it's only now that my messaging is so dialled in. I can speak to it very clearly, very succinctly with 
with power. 

When I first launch, I didn't have any of that and it took me time to go through those situations to 
change things. So I do want you to be kind, be patient with yourself. 

So definitely set a more realistic goal. If you think OK, You gave yourself a 20% conversion rate gold, 
because that doesn't seem that high when you think about 100% compression prank call. 

If you found that you brought in the wrong people, your focus now needs to be organic growth first, and 
you need to adjust your content strategy to bring in those right people. Sometimes it could be that 
you're just saying the things that the people you don't want would love to hear. And you're not quite 
saying the things that your dream people would live here. So I need to tweak a content bringing those 
right people at non bio survey. We're gonna talk about that in a while and again, be patient with yourself. 

But don't worry. If you didn't get your conversion make on because your launch isn't over yet. You might 
be here at the end of can't close, but we still got some work to do. So we're gonna come to that shortly. 

So don't worry about this too much. We always talk about launches and how the it's not just about 
getting paid in this one launch. It's about creating a strategy that brings in customers who are going to 
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stay with you for a really, really long time. The right people, and so sometimes your first offer does not 
land. That's totally normal. But your down-sell does. And even if you don't bring the money that you 
want, if you bring in the perfect people and in fact, they stay with you and they get results and they 
move on to the next offer and they ascend through the next one, then we're bringing in the right people, 
and the lifetime value off that customer is far greater than them buying your first offer first time. 

So I want you to remember that is about bringing the right people. But you have so many so much 
opportunity to keep serving them with other things. And here's the truth. Most people will not buy on 
your first launch, so maybe they're buying the second or the third or the fourth, but you building that 
audience and as long as you nurture them and you're showing up on your being consistent in between 
your launches, Those people are far more likely to buy from you. 

So hashtag do the what time having looked at your launch list and where those people came from And 
you know what kind of things made them take action? What? Things worked. 

I want you to now decide on your lead generation strategy and you're gonna go back through this 
programme and you're gonna start applying it in different ways. So maybe realise that people who went 
through your launch and bolt light a particular thing. And the more you know about your customer, the 
more you can come back. Keep certain that round through this programme, optimising and improving 
over time. But I want you to choose that. What was the thing that really words? What? Not at the park. 
How are you going to focus between now and your next launch on bringing him or off the perfect 
people? 

Next we can talk about your daily debrief from what to do with that? Hopefully have done that many 
people don't they get busy. So maybe next time you need to commit to doing this. If you didn't so every 
day. I asked you to note down these things. What? What? Well, what did him what? Well, what must 
you do next time on what should you not do again? The mistakes. 

And then when you've collected all those do review you want to do this as soon after launch as you can. 
As is reasonably possible whilst everything still fresh. 
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What themes came up? What? What things did not really go that well or what? Things went really well. 
You definitely want to review those what things kept on coming up time and time again. 

I'm going to share with you in a moment. All the things that went wrong during my last launch and some 
of the themes that came up during my last launch was that we did not have enough checklists and 
processes in place to make sure that everything was checked. And that was totally our fault. Because I 
launches grew, got a lot bigger, a lot more people, and so things start to slip through the net. So we built 
some new systems in place, and that was a theme that came up in the launch before the theme that 
came up was that everything was actually amazing and that half the things that we didn't have time to do 
didn't really matter. 

And we really found a way with launches the launch before that our ads won't work in. And the theme 
that came hours, we noticed that we're just bringing in a lot of the wrong people and that we weren't 
doing enough in between launches. So you're going to see these themes come up with each launch. 

And you really do start to understand that there are things that you can change. And there's things that 
you can tweak in optimise some things that just mistakes that should never happen again. But also ways 
that you are being in your launch that you, Khun, totally, totally tweak and you definitely want toe. See, 
this is an optimisation not only of your launch, but how you show up. And that will definitely be a theme 
for many of you. Certainly a theme for May and something I've had to work really hard on. 

As I progressed through launches, you look at what went well, what didn't what? Well, and then based 
off your list, what are the top three things you're gonna implement next time. No. 20 things. 

Just three. You to keep a list of the things that you want to implement. What you gonna choose? Three 
things to implement. You can add those in any massive bloopers. Anything that went really, really long 
really long, really wrong. 

You're gonna flip that and you're gonna take those mistakes and turn into a must do list. So here is the 
mistakes that we made it fall. Sorry. Let me to move so you can see it again. 
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And these are our mistakes. Last launch, lots and lots of mistakes mean. Just look at this list, guys. 

Huge. A huge list. Lots of silly mistakes. And this one that isn't on here that I should tell you about it is 
that I accidentally turned my cart off the night before that. It was on the night that cart was closing six 
hours. My cart was off in the last hours of my launch. Madness, absolute madness. Big mistake. And so 
we've now created process for their So from these mistakes, these are some of things we've 
implemented. So these, you know, quoting quite mistakes don't happen again. 

These things should not have happened. Frankly, some of them were opportunities missed Opportunity 
is not mistake since unnecessarily but things that we know we need to double down on because it really 
worked. 

But these are some of things we've now added in to make sure that mistakes never happen again. So you 
will. You'll learn and you'll grow in between each of your launches. And I know that I certainly do. I can't 
tell you how many launches I've done, maybe 15 now and every single time I get better and better and I 
improve and we add new things in and we create new ways of doing things and and that's what you're 
gonna d'oh! And you're gonna build an amazing sales machine in your business that simply does the 
work. 

So down-sell, let's talk about down-sell. This is a super super fun piece because just because your launch 
didn't quite land well, the down-sell might. But also we don't want to assume that just because they 
didn't buy from you doesn't mean it's because they couldn't afford it. 

Maybe they want more of you. So my recommendation is to do the down-sell first and then do the up-
sell afterwards because the people who want to work with you one on one- well chances are they're 
gonna send you an e mail anyway, or they don't mind waiting a little bit for the dust to settle and then to 
approach you! Whereas the people who missed out on the launch because they couldn't afford it. 

We want to really work on those people. So you definitely won't do the down sell as quickly as you can 
on. I recommend five days because that's time for you to recover. 
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Time for you to welcome your people in and time for the people in your launch to miss. You wanted to 
miss that experience. And if you do, the down-sell straightaway they're still in the thick of the launch 
have not quite started to miss you yet. Real life maybe hasn't started to sink in, so I don't believe that 
you're going to lose people, and over time you'll find your own optimal time, and I encourage you to test 
this. Find what's right for your audience. I know people who the down to do the dance l the day after. 

I know people who do the down-sell a month after, So it really depends on your market who you're 
serving. 

So I call these profit boosters because that's what they are. These air here to boost your profits in your 
launch. Even if your first offer didn't land, you've got other opportunities to do that. 

So if you have a coaching programme, you can do a self study version. You could maybe do a lower 
ticket offer if he had a high ticket and it really wass like high cost. And you want to give people 
something that they can afford. 

You could do a live workshop, no content creation need to hit. And that's what's great about this. You 
can test out different subjects each launch, and if it doesn't work well, nothing lost. But if you make sales 
great, then you deliver it. 

If you have a membership and it's low ticket, you can do a seven day trial for your membership. For ? ? 1 
we're trying to do is get people here to just make that little commitment, handing over their credit card 
and saying, Okay, I'm gonna give this a go, and you can actually convert 30 to 50% off your ? ? 1 of$ 1 
trials of your membership Seven days into paying members, people just want to taste, see what it's all 
about. Now make sure that people know when they sign up for the ? ? 1.7 day trial that after seven days 
their membership will automatically renew. 

So if they're not wanting to stay, they need to let you know the day before I say 24 hours, 24 hours, you 
will get someone who contacts you after isn't saying you build. May you build me. No matter how how 
transparent you are, you always get that person. Now you can be ultra transparent and actually send out 
an email 24 hours before to let people know that they're their actual paid. Membership is about to start 
in 24 hours from now, just a courtesy. 
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So that again, that's something you contest and optimise over time. What works best. You could perhaps 
get people doing the first module off your course for a lower cost, just to get them through the door. It's 
a great way of doing it, But don't forget. 

Just because they didn't bind is not because they couldn't afford it. It's Maybe they want more from you. 
Maybe they want to work with you as a private client. I get this quite a lot during my launches for the 
very reason that I know everyone wants to do die by their own launch, they actually won a higher 
meaning to work with them, sometimes to train them and their team on how to do it so they don't want 
to die. Why themselves? They want me to actually go in and coach them and how to do that. 

And so I can put out that offer instead. So when it comes to down-sell, the first thing that you need to 
do is to remove the shame. 

So it's no. I've put out a cheaper offer. So those of you who couldn't afford it now can. 

It's, I know that this wasn't a right fit for most people. And I want you to know I've got your back because 
what I've decided to do is to open up enrollment for this offer. 

The reason I've put this out there tell them why is because I know when you want to get to that next 
level. 

Sometimes the existing offer is not the right one. I want to help you get results. And so I think for many 
people, this will be the perfect thing for where you're at right now. So remove the shame, talent. Why 
you put the offer out there? It's for them. This is for them. And when you simply say, lots of people have 
been asking me, What can we do now to get ready for next time round and you've got an offer there for 
them? That's powerful. 

But don't forget to treat this like its own offer. Don't just rush into this craft of really good email going 
through that initial intro and telling them the big benefits. You've still got to sell this. Don't assume that 
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this is a no brainer for people because there's no importantly, add a deadline. In my experience, 72 hours 
works really well. 

24 to 48 hours can sometimes be a little bit short. 72 hours works pretty well on DH. Don't forget, you 
can also promote this particular offer outside of your launch to so yet again another opportunity to 
boost your launch. But remember, down sells can have a down-sell, too. So, for example, you've got a 
coaching programme, you're down. Cell is your membership. 

You could do a 1 month trial to get people into your membership. And you're just not leaving any money 
on the table with this approach. 

And it just helps you to understand how many people, How much money? How much revenue can I 
add? Extra profit? Can I add onto my launch because the next time round, you know? Okay, well, my 
launch made this was actually our down cell that brought in this many customers that then spent this. 
And we also know over time our customers worth of this to us. So then it doesn't matter if you leads go 
from$ 5 per lead, 2$ 10 per lead. Because of a customer is worth$ 10,000 to you over a lifetime. 

You can afford to spend more on your aunt's. Okay, now, remember, some people want more, not less. 

So you can also put a P s at the bottom of your down 70 miles to say some of you have also asked how 
you can work with me on a deeper level. 

If that's you. If you want this particular service, maybe got a V I p Day or one on one coaching. You want 
to chat about that? Simply hit reply. And I'd love to talk to you about there. You can start position it 
straightaway, so people know there is Mme or nothing wrong with this at all. 

Hashtag do the what Time? Go and execute you're down-selll or your Up-sell, but get it done. We do 
not want to leave any money on the table with a launch. So typically, when I do up-sells and down-sells 
on bumps as well, I'll add sometimes 25% profit extra to my launch. I do not leave money on the table. 
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Do you hate me? This one always makes him laugh. So I used to work with an amazing marketer and he 
gave me this strategy and it was really to re engage people and to find out why didn't buy. And he was 
quoted Do you hate me email basically sending an e mail saying Do you hate me? I know is he didn't buy 
and blah blah blah. And I just wondered, Do you hate me or did I say something? 

And I sent out this e mail in one of my earliest launches and I got absolutely hammered. My audience 
were fuming with May because I'd use this really quite harsh to geology. 

They were no happy, and so I developed a much of softer way of saying There's a way of saying it with 
love. 

And so this is very simply the email that I would send out. And it is it is very simply, Hi. Thanks for 
signing up for the recent workshop. I had so much fun sharing my life knowledge and the feedback was 
amazing to hear. 

I noticed you signed up, didn't join the and then whatever course name is, so I'd love to ask you What 
could I have done Better to make it a no brainer for you. I'm always looking to improve my products. 
And your feedback would be so valuable to me If you could spare me 20 seconds of your time. I'd love 
to hear your thoughts. I hope we stay connected via my emails or on social media. 

So I like this phrase him because what this allows me to do is to take away the blame, take away the 
shame, and how could I have made this better, so I direct them to a an anonymous typed form serving 
so just a normal type forms ever. You could use a Google for whatever you want. 

And I do not ask for any details other than a long box where they can add their answer because I want 
them to, to explain and to share with me their thoughts. 

I put a description on him by saying, this is an anonymous survey and your honest feedback about the 
offer. Pricing on why it wasn't the right fit for you will really help us in a mission to create a world class 
company. 
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So I give a bit of a hint now to say, Tell me about why the offer wasn't mine, the pricing and why it wasn't 
the right fit for you. 

So people know straight away why it wasn't right for you. Always get people who saying I couldn't afford 
it. 

We get that, but we're gonna fix that with the down-sell. But sometimes people tell you Well, I didn't 
think is the right fit for me because I'm in this situation and you didn't answer my objections will not just 
say you didn't answer my objections, but I didn't think it wasn't a right fifth. I didn't think it was a right fit 
for me because I'm in this situation. Actually, what I'm really looking for is this. And so this is gonna give 
you some amazing data. 

So I love using this. I make it anonymous. I do not need to know their name and their email. I've never 
had a horrible one, so I've never had someone say it was because you're an absolute idiot. Laura is always 
really nice feedback. Generally speaking, I get a good chunk. People say that there was absolutely 
nothing wrong. I just couldn't afford it or is really bad timing. But I do get people who saying I didn't 
think it was a right fit for me because of this reason. 

And so there's many ways that you could ask this question in a way that feels really good to you. How 
could I have made this a no brainer for you? How could I have done better with this particular course? 
And so you could just choose a way of phrasing that question that really nice way that feels good to 
you? to pull out that information. 

So really, the reason I like this is because it allows you to ask about different things. And so, you know, 
asking like, you know, what price could you have afforded asking that question? It's not really going to 
give you enough data that you can work with because people are gonna put a really low price, and that's 
going to affect at your confidence in your offer. Now what you should not do is put words into people's 
mouth. But I do give them a bit of an idea of what kind of information I'm asking force. 
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This is why I have a description feedback about the offer pricing and why it wasn't the right fit for you. If 
it pricing wasn't an issue, they'll tell you that was something else. 

And so I would recommend sending this out, probably about two or three days after you finished all of 
the selling Okay, all of the selling like I would much rather you bring in those extra clients on those 
lower ticket offers or work on bringing people in from the up sell than you trying to find out why people 
didn't buy from you because the truth is the we need to figure out why didn't people buy the best way to 
find out why they didn't buy is to give them something and see how they respond to it. 

So when it comes to upsell and down Selves, you're gonna try out different things, different 
combinations. But I don't want you to start confusing people during this period by sending out the no 
brainer survey. So you definitely want to make sure that you include that a little bit later on. Now you 
kind of course, start to build in some more specific questions. That's totally up to you. 

Personally. I like to have something super simple, and I have a long answer box so they can fill it out, and 
they could just pour their heart out if they want to. Often we get lots of praise is absolutely nothing to 
do, and you are the product. 

It's just not the right fit for me right now, because I'm working with the coach. Simple, absolutely simple 
stuff. Some of it it won't apply, but sometimes you could get that answer that uncovers an objection 
that you did not know about and the thing is, if you're not building in something like a right fit, call into 
your car conversion period, you don't have those conversations with people who are on the unlike the 
face of things, a special snowflake on. They've got those questions because you haven't create that 
conversation. 

They're going to tell you here. And this is why I love what we do with our launch is enough to launch 
because it's all about using every day, single opportunity to get new information to learn new things 
about our audience. 

So over time we can improve. Having that data will help you improve your conversion. Rain making all 
the necessary tweaks over time will improve your launch list size and all of a sudden you start going from 
four. Figure 25 Figure to six figure launches because you paid attention to what your market was saying 

Copyright © 2021 - Love To Launch® - All rights reserved



to you. You listen to the feedback joining launches and the very best time for you to get these things 
done. 

It's right now hashtag for the final time in Let's look Together hashtag do the work. Send out your non 
buyer serving and a fat. Your final action is going to bay planning your next launch dates? Of course it is. 
I want you to pop in your next launch day for your launch. Get it in the diary ing, poppet, New calendar, 
work your way back and go back through this programme. It's been amazing having you. I'm just so 
honoured that I got to spend 13 amazing wigs with you on your launch. 

I'm so blown away by results. And I promise you this if you keep showing up in between your launches 
and doing the work, you're gonna have the most amazing launch results over time. I'm so excited for you. 

So for the final time, I'm gonna say goodbye and thank you so much for being a part of this amazing 
programme. 
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