Section 5: Advertising & Social Media



What We're Covering in Section 5
DTS TS

Before we dive in, here's the roadmap for this section so you can see how each piece fits together and why it matters. The goal is to
drive attention into the funnel you've built and turn that attention into action.

Organic Social Strategy

Post content that wakes up your existing audience and drives them toward your offer.

Instagram Sales Funnel

Use DMs and your link-in-bio to convert followers into paying customers.

Paid Advertising Basics

Run your first Meta ad campaign and learn the metrics that actually matter.

Content Batching

Build a repeatable weekly system so you're never scrambling for ideas.

Launch Strategies

5 Promote a new offer or product so your launch actually gets
results.




Part 1: Organic Social Strategy

Instead of focusing on getting more followers (which doesn't generate any revenue vet), you need to wake up the audience you
already have. Most gym creators are sitting on hundreds or even thousands of followers who have never really been given a clear

reason to buy. Your organic content strategy is gonna fix that issue.

The goal of organic content isn't to go viral. The goal is to move people through a path, from 'l just found this person’ to 'l trust them'
to "okay yeah, | need to buy what they are selling." Every post, Reel, and Story you put out is gonna do one of three things:

e Bring in new people
e Build deeper trust

e Get someone to take a specific action.

Think of your content in three buckets, Value content (workout tips, nutrition advice, transformation breakdowns), personality
content (your life, your story, your opinions, the stuff that makes people feel like they actually know you), and sales content (straight-
up promotion of your offers, testimonials, behind-the-scenes of your coaching). Most creators only post one and then act confused
when they arent getting results. Like obviously you're not getting results, you're missing a whole step in building a relationship with

your audience.



The 3 Content Buckets

Here's the easiest way to think about your weekly content mix. You don't even need to post every day, you need to post strategically.

01 02 03

@ Value Content W Personality Content @ Sales Content

Goal: Attract new followers & establish Goal: Build trust & emotional connection Goal: Convert followers into buyers
expertise e Your fitness journey story e (lient testimonials & results

e Quick workout tips e Day-in-the-life Stories e Behind-the-scenes of coaching

e Nutrition myth-busting carousels e QOpinions on fitness culture e Direct offer promotions

* Stitch myth-busting (with other people) o Faijlures and lessons learned e Limited-time deals or bonuses

* Exercise form breakdowns e (Q&A sessions in Stories e FAQ about your programs

* Transformation before/afters e What do you actually do every day? e Keep the same voice that you use

"What | eat in a day" posts everywhere else

Frequency: Dally in Stories

Frequency: 1-2x per week

Pro tip: Don't feel weird about posting sales content. You're running a business, and your audience followed YOU. If you only

post value content, you're doing the exact same thing for free.




"How Should | Use Reels?"

Reels are your #1 organic growth move on Instagram right now. Problem is, a lot of gym creators make Reels that get views and then
do absolutely nothing for their sales. Here's the difference between a Reel that just entertains people and a Reel that actually gets
them clicking your link-in-bio.
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Hook Value Pitch CTA

The hook is everything. You literally have 1 or 2 seconds (if you're lucky) to stop someone from scrolling past you. Tthe hook has to
do a lot of heavy lifting. It should make people curious, promise a result, or poke at something they already believe. Examples: "‘Stop
doing this exercise if you actually want to grow your glutes”, "How | went from O to S10K/month as a gym creator”, "The most
underrated muscle-building tip nobody talks about."Write 5 hooks before you film anything, because the first one is usually trash, so
pick the strongest one.

The pitch doesn't have to be aggressive AT ALL. The most natural move is just, give the value first, then say something like "If you
want the full program | built around this, the link is in my bio." That's it. Talk like a human being and you might actually get
someone to listen to you. Your CTA should tell people exactly what to do, like "click the link in my bio,” 'send me a DM with the word
COACH," or "save this post for later." Vague CTAs get ignored because it takes extra processing time to figure out what to do.



Part 2: The Instagram Sales Funnel

The easiest sales tool on Instagram is DMs. The Instagram algorithm can absolutely wreck your reach overnight, but nobody can
take away a conversation you're already having in DMs. Smart gym creators use a simple DM funnel to turn followers into clients
without ever needing a sales call, unless they actually want one.

The funnel starts with a trigger, like a Reel, Story poll, or carousel that gets people to reply with a specific word. For example, you
could post a Reel about your coaching results and end with, "Send me the word GAINS and ['ll send you my free client results

breakdown." When someone DMs you that word, the conversation is already warmed up. They literally raised their hand. They are
already interested.

From there, your DM conversation follows a simple framework: ask about their goal, figure out the gap between where they are and
where they want to be, and then present your offer as the bridge. You're not pitching anything, you're genuinely trying to solve their
problem, which is a whole lot less awkward than pretending to be a slick sales person. This approach converts way better than a cold
pitch, and it feels way more natural for both you and the lead.



DM Funnel Framework

Here's the DM conversation structure. You're gonna set this up in a software called ManyChat. It's an Instagram automation built
specifically for this kinda stuff. It's paid, but shouldn't be too bad.

Step 1: The Trigger Post

Make a Reel or Story that ends with a keyword CTA.
Example, "Comment or DM me 'PROGRAM" and | will
send you the details" Make it feel like they are getting

something useful for free, not like they are about to get
sold to, because nobody gets excited for that.

Step 3: Qualify the Lead

Ask 2-3 questions to figure out what's going on. What
have they tried before? What is the main thing slowing
them down? Are they looking for support right now or
just poking around and doing research? This isnt an
interrogation, and make sure they know they'll get the
lead magnet/free offer.

Step b5: Close or Nurture

If they're ready, send the payment link. If they need
more time, add them to your email list or send them
some free value and follow up in 3-5 days. A lot of

sales happen in the follow-up, not in the first chat.
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Step 2: The Opening Message

Set up an automation so that when they send the
trigger, you actually give them what you promised.
Then ask one simple guestion, "Now I'm & little curious,
can | ask what your main fitness goal is right now?"
That is where the real conversation starts. If they start
replying here, you might think about taking over
manually.

Step 4: Bridge to Your Offer

Based on what they shared, present your offer as the
obvious next step. "‘Based on what you told me, my
[Coaching Program / Digital Plan] would be a great fit
for where you're at. Want me to send you the details?”
Now you're not selling, you are recommending, which
IS way easier.




Link-in-Bio Strategy

Your link in bio is the front door to your whole business. Most gym creators either have no link, one lonely website link, or a Linktree

with 8 random links that make people go, "'uhhh, the hell I supposed to click?" Here's how to set it up the right way so it actually pulls
in leads and sales while you're off doing other stuff,

What Most Creators Do ¥ What You Should Do

Single link to their homepage (way too vague) e Lead magnet as the #1 link (free = low friction)
Eight links with no clear priority e Your main paid offer as link #2

No free lead magnet offer e One testimonial or results page

No email capture mechanism e Email list signup or waitlist

Links that go to dead pages e Maximum 4-5 links total

No clear 'next step” for visitors o (lear, benefit-driven link labels

Your #1 link should always be your free lead magnet. a PDF guide, a free mini-course, a workout template, or whatever gives a ton of
value and grabs their email address. Why? Because once you have their email, you actually own that relationship. Every follower who
downloads your freebie becomes a lead you can talk to directly.




Part 3: Paid Advertising Basics

Paid ads can feel pretty intimidating, especially if you've never run them before, or you've already burned money on them and got
nothing back. Here's the truth: organic content builds trust, paid ads pour gasoline on it. Once you know your offer converts
organically, ads let you scale that same offer to thousands of people who've never heard of you, and they keep working while you
sleep.

The most important thing to understand about Meta ads (Facebook and Instagram) is that you're not just paying for clicks, you're
paying to put your message in front of specific people who match your ideal customer profile. The platform knows who's into fitness,
whao's checked out workout programs, wha's in a certain age and income range, basically all the signals you care about. Your job is to
give the algorithm a good ad, a good offer, and enough budget to figure itself out.

You do NOT need some giant budget to start. A lot of gym creators see solid results starting at $10-20/day. The goal in your first
month of ads is not to be profitable, it's to collect data. Which ads get clicked? Which audiences respond? Which landing pages
convert? Once you have that data, you scale what works and cut what doesn't.



Your First Meta Ad

Here's the exact way to set up your first ad campaign properly. We're keeping this stupid simple, one campaign, one ad set, one ad.
Learn the basics first before you go wandering off into advanced stuff being way too confident.

Choose Your Campaign Objective

Head into Meta Ads Manager and hit "Create Campaign.” If you're a gym creator just getting started, pick Leads if you

want email signups, or Sales if you're sending people straight to a checkout page. Skip "Awareness" and "Reach’ (they
sound nice, but they mostly just get you a bunch of impressions and not much else).

Set Your Audience Targeting

Keep this pretty simple at first. Target people ages 22-45 who care about fitness, the gym, workouts, nutrition, and the
usual stuff. Location, wherever your ideal client actually is, and if your coaching is online, use your country or go wider.
Budget wise, $10-20/day is fine. Let the algorithm do some of the work and don't box your audience in too much or it
cant optimize properly.

Create Your Ad Creative

Your ad should feel like it belongs on Instagram, not like some weird corporate banner from 2009. Honestly, your best
organic Reel is usually your best ad creative too. Take the Reel that already got solid engagement and run that as the
ad. Add a clear headline and primary text that explains why someone should click. Keep the copy short, because

people are busy, nobody's gonna read your entire ad like it's a bedtime story. The visual does most of the heavy lifting.

Set Your Destination

Send people to one of two spots: your lead magnet landing page (to grab emails) or your direct offer/checkout page
(to get purchases). Do not send paid traffic to your Instagram profile or your homepage, because those are just gonna
get bad conversion rates.

Launch and Monitor

Let the ad run for at least 5-7 days before you start poking at it. The algorithm needs time to figure itself out. Watch
your key metrics, Cost Per Lead (aim for under $5), Click-Through Rate (aim for above 1%), and Return on Ad Spend
(aim for above 2x). If things look good after 7 days, start bumping the budget up by 20% every 3-4 days.




Key Ad Metrics You Need to Know

You cannot improve what you are not measuring. So here are the only numbers that really matter when you're running Meta ads as a

gym creator, plus what to do when they start acting weird.

Metric

Click-Through Rate (CTR)

Cost Per Click (CPC)

Cost Per Lead (CPL)

Conversion Rate

ROAS (Return on Ad Spend)

Frequency

What It Means

% of people who see your
ad and click it

How much you pay for
each click

How much each emalil
signup costs

% of landing page visitors
who take action

Revenue generated per ST
spent on ads

How many times the
same person saw your ad

Good Benchmark

1%+ is solid, 2%+ is great

Under $7.50 for fitness

Under S5 per lead

20%+ for lead magnets

2x minimum, 3-5x ideal

Keep below 3-4

If It's Bad...

Test a new creative or
nook

Broaden your audience

Improve your landing page

Rewrite your landing page
Copy

Improve your offer or
follow-up sequence

Refresh your creative
immediately

A Don't freak out if your first ad doesn't instantly hit all these benchmarks. It almost never does, and that's okay. The first

week is data collection. The second week is optimization. Profitability usually shows up around week 3-4 for most creators,

which is entirely normal.




Part 4: Content Batching

One of the biggest mistakes gym creators make is trying to come up with content ideas every single day. It's exhausting, it makes you
inconsistent, and honestly, it's just gonna fry your brain. The fix is content batching: setting aside specific time blocks to plan, film,
and edit so you always have content ready to go.

The best gym creator businesses usually run on a pretty simple weekly content system. On Monday, you plan your content for the
week (30 to 45 min). On Tuesday or Wednesday, you film everything in one session (2 to 3 hours, if you get into a rhythm it'll be easy).
Thursday is for editing (1 to 2 hours). Friday, you schedule everything using a tool like Later or Meta's own scheduler. Then the rest of
the week, you focus on replying to comments, engaging in DMs, and actually running your business.

The nice part of this system is that it separates your creative mode from your execution mode. \When you're filming, you're not
thinking about editing. When you're editing, you're not thinking about ideas. That kind of focus makes your content better and makes
the whole process faster. Most creators who use this system cut their content production time in half while also posting way more
consistently.



Weekly Content Production Schedule

Here's a real, repeatable weekly schedule you can start using right now. You can tweak the days to fit your life.

Monday: Plan

- Spend 30-45 minutes figuring out what you're even posting this week. Pick your 3 content buckets (value, personality,
sales) and plug one idea into each slot. Write your Reel hooks. Map out your carousel talking points. The more you
think it through now, the easier it'll be later when you're filming.

Tuesday/Wednesday: Film

- Batch film all your Reels and video content in one gym session (maybe across two if it's easier). Use small stuff to
make your outfit look different in each video. Switch out hoodies and shirts, change shoes, angles help too. Grab B-roll
footage at the same time. Try to get 3-5 pieces of content done in one 2-3 hour session, it gets easier every week.

Thursday: Edit & Write

o Edit all your video content, write your carousel copy, and draft your caption text. Use templates in CapCut or Adobe
Premiere to speed things up. Write captions in batches using a Google Doc so you can look at everything together
before posting.

Friday: Schedule

- Upload everything to your scheduler and set the posting times. Best times for gym content: 6-8am, 12-1pm, and 6-8pm
in your audience’s time zone. This is also a good time to prep your Stories queue for next week so you're not
scrambling at the last minute.




Part 5: Launch Strategy

This is from Section 4. It's the launch strategy we'll use with all our products.

Day 1-2: Tease

Drop little hints on your Story.
"Something big is coming for anyone
struggling with [problem]" Be a little
mysterious on purpose. DM engaged
followers personally.

:

Day 3: Reveal

Announce the product with a full Reel
or carousel post. Show the cover,
explain what it does, and say who it is
for. Think about adding a countdown
sticker to your stories to create a little
urgency.

Day 4-5: Educate

Create free content that connects
directly to your product's topic. Teach
something useful. Then, at the end,
mention that the product goes
deeper on the same problem. Simple.

Day 7: Close

Final push. More Stories reminders. A
‘here's what you get” post. Update the
link in bio. Reply to every comment
and DM personally, because at
launch, you are the sales team.

@

Day 6: Urgency

Say the launch price ends at
midnight. Share testimonials if you
have them. Do a ‘last chance” Stories
series that walks through the
product's benefits, which is your
polite way of saying, "hey, don't miss
this'



Section 5 Wrap-Up

Before you move on, make sure you've actually done these. Don't skip them.

Post your first strategic Reel

Use the hook-value-pitch-CTA framework with a DM keyword CTA.

Set up your ManyChat DM automation

Connect it to at least one active Reel or Story.

Clean up your link-in-bio

Keep 4 focused links max, with your lead magnet front and center.

Run your first Meta ad

Launch one campaign, one ad set, one ad, with S10/day to your lead magnet page.

T 77T

Plan and execute one full product launch

Use the 8-day launch timeline framework.

© ¥ Congrats, you made it through Monetization for Gym Creators 101. You now have a full end-to-end system for
turning your Instagram presence into a real, sustainable online business. The only thing left to do is actually do it.



