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This guide will take you through 5 fundamental steps to creating your paid

program and/or online course. 

Many coaches and practitioners are excited to create and launch their

online programs and I don’t blame them! Finding ways to leverage your

time, to bringing more money and serving your community is exciting;

however, it’s important to do some leg work first. 

There’s nothing worse than creating a program you THINK your audience

wants, then you go to sell it and it’s crickets! 

Keep in mind – you are the expert. So what YOU want to create for your

community might be different than what they actually NEED. No one

wants to join a program and work through 48 steps to losing weight or

financial planning. That just sounds daunting. Keep things simple! 

Let’s dive in…

TIP: Making sure you’re over-delivering but not underselling your

product.

Giving more information than you promised in your products or program

will endear your audience to you forever but it takes research and careful

planning. Schedule the time in your calendar to do this planning so you

can avoid launching a program with lukewarm results.

Welcome
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Step One: Find your topical
sweet spot
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Choosing a topic for your product or program is more than wishful
thinking or choosing something out of thin air. Just because you know a
lot about any one topic doesn’t mean that it will be the best topic to
develop.

To grow your business to 6-figures and beyond, you’ll need to develop a
strategic process for choosing topics and titles that your audience will feel
the great need to buy. These topics should also be in your own
knowledge base, even if you hire others to help create the product. After
all, if you’re asked questions on social media, interviews, or blog posts,
you must have a firm understanding of the topic in order to not appear as
a fraud.

This magical space in the image below is called your sweet spot: that
place where the knowledge you have translates into a product or program
your client needs and will purchase.
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#1 Start brainstorming your own ideas. 

Get a pen, paper, or iPad and start brainstorming a list of topics that you
know a great deal about and that interest you. After all, if you’re going to
produce a product or program, you need to have an interest in the topic,
right? 

Producing something based solely on the idea of making money won’t
excite you and that will translate into procrastination to get it complete
or inauthenticity when it comes to marketing the final product. Neither
of these scenarios helps your bottom line, never mind leading you toward
6-figures, so make sure the idea interests you.

#2 Think about your own life experiences. 

What have you studied or encountered in your coaching practice? 
Did you have a difficult personal experience that lead to redemption?
What other experiences changed your outlook on life and helped you
become the person and coach you are today? 

You don’t have to open a dark closet of secrets but these are still ideas
from which you can develop a product. For example – did you embark
on a weight loss journey and lose 40lbs? Did you overcome PCOS? Did
you pay off your mortgage and are a genius at investing and savings? 
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What are their pain points?
What do they have problems with that you can solve?
What are they complaining about on social media?
What questions do you get asked day in and day out? 

Send out an email to your list.
Write a blog post and encourage discussion in the comments section.
Create a survey with SurveyMonkey that contains a few short
questions. 

#3 Pay attention to what’s happening in your daily life

What are your social followers or clients asking about? What experiences
have you witnessed that you can translate into a product or program?
Don’t edit the list; just dump every idea you have into a file, mind map,
or plain piece of paper to go back to later on. 

Now go back to your initial market research and identify what your
audience needs. 

If in doubt about your audience’s needs, simply ASK them directly about
their lives. Maybe their pain points have changed or something new has
emerged that you wouldn’t have known if you didn’t ask.

However, do NOT ask them directly, “What do you need?” I know, that
sounds counterintuitive but many people don’t know what they need
until you show it to them. Focus more on identifying their pain points
and the problems you can solve instead of asking that “need” question
outright. 
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Where do you see overlaps?
Which topics on your brainstorming list also show up on your
market research list?
Which topics do your audience love that are easy for you to build and
promote? 
Which of these topics make you excited or bring out your passion?

Finally, take these two lists and merge them together.

That right there is your SWEET SPOT. This is your starting point.

Samantha Gladish © 2022 samanthagladish.com

Step One



Step Two: Decide how you’ll
put your own spin on this topic
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Now that you’ve decided on a topic, it’s time to determine how your
product or program will be different from the others on the market. 

Take a look at any shelf in any store – or any search result page on
Amazon – and you’ll see multiple competitors vying for your attention
(and your money). What makes each product different from the rest?
Even if the products look identical except for price point, that speaks to
how it’s made and is a crucial difference between them.

This is your next step: Determining how YOUR product will be
different from your competitors’ products.

#1 Look at your own unique personality features. 

You’ll need a little bit of soul searching here because it’s not always easy
to acknowledge our strengths but you have them; that’s why you have a
social media following and have paying clients! There’s something about
your personality and approach to helping your clients that has endeared
you to your tribe. Focus on those positive attributes and make sure your
authentic self shines through in your sales copy, social media presence,
and marketing videos.
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What do you like/dislike about their competing products?
How can you take those dislikes and turn them into positive features
in your product?
How can you make the features and benefits of YOUR product
different from the competitors? 
Can you offer additional support, such as a group coaching or Q&A
session? How about a private Facebook group for interaction? 

#2 Look at your competitors. 

While you never want to outright copy what your competitors are
doing, taking a look at their products and studying their features and
benefits is smart reconnaissance. Instead of working inside a vacuum, ask
these questions:
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Are other similar products failing to address important
questions/aspects?
Are the competition’s products up-to-date?
Are there any kinds of new technology, software, or platforms that
you can include that your competition does not?

#3 Is there a gap in the market? 



#4 Differentiate yourself by size.

Whether to make your product larger or smaller than your competitors
will depend on what lesson or message you’re trying to convey. For
instance, if you’re teaching how to get your business finances under
control in a weekend, keeping the course or eBook short with very
concise action steps will likely yield those results. But if you’re teaching
or coaching someone to lose 100+lbs, that’s not going to happen
overnight, so timeline will have to be taken into account. 
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#5 Add a bonus item to your product.

This is optional, but always a great addition. Keep in mind that a bonus
item should be very easy to add to your product’s package. Better yet, a
bonus should be something you have already created or is very easy for
you to create if starting from scratch. A bonus should also compliment
and tie-in to the paid product. Consider a checklist, audio interview, case
study, meal plan or excerpt from a book you authored.

#6 Change the format of your product.

If you’re competing against other eBooks/programs/courses of a similar
topic, consider recording an audio or video series. You could also
interview guests via audio or webinar to supplement your video series.



Step Three: Scope out the
competition for pricing info
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What market do they serve? 
What programs or products do they offer? 
Are they similar to what I offer? 
What are the features/benefits of each product? 
Are my competing products similar in format and/or length? 
How much are they charging for their products?
How do they take care of their customers?

First of all, do you truly know who your direct competitors are? Would
you be able to recite a list of competitors if asked? Knowing WHO the
competition is and HOW they operate is the first part of competition
analysis.

You need this type of analysis to be sure you’re comparing apples to
apples. For instance, would a brand new, small town pizza parlor be a
direct competitor to one of the larger chain restaurants in town? Even
though both restaurants serve food, they are not necessarily DIRECT
competitors. 

Look at the atmosphere of both restaurants. Look at their menus to see
what they offer. Look at the experience of both kitchen staffs and chefs.
How long have each of the restaurants been in business? 

First, pick apart each aspect of your own business and understand exactly
WHO your ideal client is, WHAT you have to offer them, and HOW
you attract customers/clients to your business. 

Now do the same for your competitors and ask these questions:
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Many of these questions are easy to discern from their websites but to
understand how your competitors take care of their customers, some
undercover surveillance may be in order. No, you don’t need to go on a
stakeout; but consider using an alias to join their mailing list or make a
purchase to evaluate how easy their buying process is along with their
customer service. If you’re not comfortable doing that yourself, enlist
your virtual assistant or a friend to do this work and then report back to
you.

The customer experience doesn’t end with the purchase; if you want
repeat customers, you need to take care of them and keep building that
trust relationship. Consistent use of email marketing and social media will
keep your name high in their memory. Consider offering special perks to
those on your mailing list, such as an excerpt from your new book, access
to an interview you conducted, or a live Q&A session.

This same concept holds true if you have an affiliate program. Affiliates
don’t want to feel ignored until you want to push a sale. Stay in touch
with them regularly. Give them ample notice of new products you’re
launching so they can put you on their calendars. 

Make their job as easy as possible to promote your business with email
swipes and graphics to use. Consider running an affiliate contest to create
some buzz around your business and some friendly competition among
affiliates. 

Take care of your people and they will stay loyal in return.
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One important thing to remember is not to compare yourself to lower-
priced coaches, even if your products are similar in scope. We’re fast
tracking you to a six-figure income, so focus on comparing businesses
that have programs or products in the $397-$2997 price range. When
you charge a higher price, you will reach your financial goals while
catering to fewer customers.

MINDSET NOTE – 
coming up with pricing can bring up a lot of internal fears and doubts
around money. At the end of the day, only YOU know the true value of
your services. If you’re just starting out with a brand spankin’ new
program and have never coached anyone before, it’s important to keep
that mind. Be in integrity with your pricing. 

Maybe at first your prices are lower so you can gain experience and build
your confidence. Over time, you can increase your prices. We all don’t
start out as a high-end coach. 

My pricing always reflected my level of expertise, skill and experience. As
all of those started to grow and expand, my pricing did as well.
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Step Four: Decide if you'll
create any special offers or

discounts
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If you did all the planning in the last three steps, then you shouldn’t really
need a special offer or discount to make your product or program stand
out from the pack. Always aim for creating the best product you can and
stand out that way; then let special offers or discounts become an added
perk.

Let’s examine the pros and cons of each type of offer first.

“Special offers” is a very broad term but most coaches and marketers use
this term to indicate that the customer will receive an additional item as
part of the package as a bonus. We discussed this briefly in Step Two as a
way to differentiate your product from the crowd but it bears repeating.

Bundling your product with a short report, audio interview, case study,
or checklists can entice customers to buy your product because they’ll
receive two items for the price of one; obviously this is a great benefit.
But the disadvantage to going this way is taking the time to actually
create the bonus item. Outsourcing is certainly an option but weigh the
ROI of creating this bonus item.

Upsells can be considered a “special offer” if you give a very special price
ONLY to customers who purchase your main product. Items that include
your personal touch – such as a discovery call – are big draws. In this
case, however, instead of scheduling individual discovery calls (which can
be a daunting task depending upon how many people make the initial
purchase) consider holding a group coaching workshop which ties-in to
the topic of your course and offers the opportunity to ask questions. You
can certainly still charge a fee for this unadvertised event but you’ll enjoy
having to host just one webinar instead of hundreds of individual
discovery calls. 
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A prime benefit of offering a paid upsell is the chance to earn more
money but the disadvantage is some customers are not obligated to
purchase an upsell or bonus offer, so it will be impossible to predict how
much extra your upsell may bring in.  

Do you have a private Facebook group just for paying customers? That’s
an easy bonus offer to make to customers. Just remember to visit the
group daily and keep the conversations going. Too many lulls in the
conversation will have people fleeing or forgetting about your group,
which then diminishes the value when offered as a bonus. 

Who doesn’t love a good sale? Most people are tempted to purchase an
item at a steep discount, even if they don’t have a use for the item
immediately. The mind just sees a great price. But does discounting your
product help or hinder sales?

Let’s look at this hypothetical case: 

A wellness coach who knows the ropes creates a signature 30-day
program with a $597 price tag. She spent lots of time and money
outsourcing the creation of this course and even hired some social media
experts to help with promoting the program. For whatever reason, sales
are trickling in and then stop completely. So, she decides to offer a 40%
discount, bringing the price closer to $359. Some more sales trickle in
and then they stop.
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In this case, giving a high discount will hurt this coach in the long run.
Lowering the price devalued her product significantly so she won’t be
able to charge the original higher price again unless she adds some
bonuses or reworks the program itself to include more value. 

Also, now her audience knows that she’s quick to lower the price, so
they’ll ignore her next product launch and just wait until it’s on sale.

The moral of the story: Don’t assume your sales have stopped because the
price is too high. Look objectively at other factors before you consider
lowering the price.

If you want to have some fun with your product and hold a “mini
relaunch” celebration, consider offering a discounted price to correspond
with seasonal holidays or celebrations, such as your birthday. We’ve all
seen the emails with subjects like, “It’s my birthday but YOU get the
gift.” The winter holiday season is also a popular time to run discounts or
sales on your products. 

The key to making these sales work in your favor, however, is making
them for a limited time only. If it’s your birthday, for instance, limit the
sale from 6am til 11:59pm. If it’s a holiday sale, run the discounts for 7-10
days prior to the holiday. These limited sales don’t ruin your credibility;
it’s seen as a way to bring new people into your business. Another word
of advice: Don’t schedule these sales on any kind of pattern (such as
monthly or quarterly) because people will pick up on that and wait until
your next sale to make a purchase. Be sparse with your sales and
discounts.
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Step Five – Part 1: 
Build the product (hiring help

as needed)
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Graphics for the product itself and for your social media promotions
Video editing and technical support if video is your chosen format
Social media management so your campaigns can run flawlessly
Copywriting for your landing page that will encourage sales
Editing of your manuscript or lesson modules
Art creation if you’re using printables as part of your offer
Graphic design and layout for any printed pages

Do you have the right software? 
Do you know how to use the necessary software or will you be
reading the instructions?
Are you proficient with using the software or will it take you double
the amount of time to complete a simple task? 
Do you have any design knowledge or will your layouts look like a
DIY project?
Do you know how to incorporate your branding elements into the
design?

When it comes to creating your product, determine objectively if you
can do it yourself or if you’ll need to outsource some or all the
components. First, break down all the tasks necessary to put your product
together in a list. If paper lists get lost, use a platform like Trello to track
your tasks.

The bulk of your content should come from you directly as you’re
drawing on your own life and business experiences but you can certainly
outsource other tasks:

Kudos to you if you want to do this yourself! But:
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Ask for referrals from other business associates
Is it important that your contractor is in the same time zone?
Consider searching places like Upwork or Guru
Always read online reviews and ratings
Always ask for references and speak to those references
Ask candidates about their experience 
Tell each candidate what you need done and ask if they feel confident
with that task
Listen to your gut: If something seems off or makes you uneasy,
move on to the next candidate

If you’re nervous about hiring independent contractors, take a deep
breath and develop an interview process. Listen to your gut, always check
references, and don’t be wishy washy with your needs. Here are some
other tips for finding contractors:

And if you think you can’t afford to outsource, think again! In short:
What you think you’re doing for free is really costing you money if you
do it yourself simply because creating your product isn’t a direct money-
making task. If you find reasonably-priced experts to do the creating
part, then you can focus on other money tasks at the same time.

Once you go through this process once, you can rinse and repeat for all
future products or programs you add to your library. The same is true
when you find contractors who do a good job and have earned your
trust. Add them to your team directory and call on them for your next
launch. Once you set a creative process in place and develop a team of
contractors, every product launch should move smoothly.
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Step Five – Part 2: Creating
your program
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**Below you’ll find a rough outline and things to keep in mind when
actually creating your program/course. 

I have made this part of the guide editable, so you can fill things in below
each section.
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Many of the students that I coach inside my business mentorship
overthink their signature program. The reality is – if you’ve never
launched a program or course before, it’s not going to be very sexy at
first! 

Give yourself some grace. 

This is your first time launching a program and you won’t know exactly
how to structure it until you have clients going through it. You need to
just get it out there, as imperfect as it might be, to gain the experience.
And then you’ll see what worked, what didn’t, what you need to add or
remove. The point is – you just need to do it!

Click Here To Download
The Outline To Create

Your Program

https://businesscoachingbucket.s3.amazonaws.com/Creating+Your+Program+-+Outline.docx
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Now it’s time to get to work! 

Carve out time in your calendar so you can do your research, outline
your program, and start to create it. It always seems so daunting at first
but the more you sit and THINK about your program, the more anxiety
you will create for yourself. What will bring you clarity is ACTUALLY
doing the work and taking imperfect action. 

I’m excited to see what you create! 

Connect with me at samanthagladish.com, on Instagram
@samantha_gladish or send me an email at –
samantha@holisticwellness.ca

Happy Creating!

SAM, 
XOXO
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The End!
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Click Here To Learn More
About My Business

Mentorship Program

https://www.samanthagladish.com/mentorship/
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