
A Quick Guide to Challenge Marketing

What is challenge marketing:

Challenge marketing encourages people to buy your product by inviting them to a 
relevant challenge over the course of several days. During that time you support 
them through the challenge with free content, with the goal of convincing them at the 
end of the challenge that they would benefit from buying your paid product. 

Example: A 5-day clean eating challenge, with the aim that participants would then Example: A 5-day clean eating challenge, with the aim that participants would then 
want to join your clean-eating membership or buy your course on clean eating.

Focus on the outcome:

Inviting people to "Join the clean eating challenge" is not as appealing as inviting 
them to "Eat better, sleep better and lose weight." Focus on what they could 
achieve, how they could benefit.

Along the same lines, start with a pAlong the same lines, start with a problem you know your audience has, and con-
vince them over the course of the challenge that your product is the solution.

What kind of time frame are we looking at?

If a challenge itself is five days, the sales afterwards can be anywhere from 48 hours 
to five to seven days. Before the challenge, however, you may want about a month 
to plan things out.

After the challenge, a couple of weeks to decompress may be in order. Challenges, 
like launches, are exciting while they last, but exhausting. Give yourself time after-
wards to recharge.

Prime your audience:

For two to six weeks, depending on how big your audience is and how much con-
tent you have for it, condition your audience to be ready for the challenge. Write a 
blog post, for instance, on the importance of clean eating. Do a podcast episode 
discussing clean eating principles. Send a newsletter describing your experience 
with clean eating.

Promote your challenge:

This will take one to two weeks. At this point you'll want ads and copy, as well as a 
sign-up page and an email autoresponder to handle would-be participants.

The gap:

It's a given in challenge marketing that some information is witheld fIt's a given in challenge marketing that some information is witheld from the custom-
er, and only made available when they pay for your product. The fact is, giving 
people too much information all at once will likely overwhelm them and keep them 
from acting. While the complete roadmap to where your customer wants to be is not 
provided, what is given is confidence in themselves to reach their goal, and confi-
dence in you to help them do it.
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