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What'’s Coming Up

- “What | feel like saying”
+ Questions

- What’s Next

- “What | feel like saying”
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“What | feel like saying

Your Questions

Question - Sue Bell

Susan Bell
Hi Suzi. | was wondering about sharing where | was up to with my ‘white paper'
that  have started to draft in PPT for some feedback. Would that be OK?
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Like - 24

@) suzipatnis Admin
Susan Bell Happy to review the White Paper. Go ahead and send us a link to
it by Monday afternoon, along with the question you'd like us to answer
about it e.g. where you are stuck, what you may be doubting etc. etc. and
we'd love to support you in moving it forward.

Like - 2d
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Susan Bell
Will do, thank you

Like - 2d
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Question - Sue Bell

Question - Sue Bell

@ Michelle Falzon Admin
g

Susan Bell | like all three of these ideas and think they
could work. Here is my observation... | have seen you
make several posts about the "white paper" and | can
see the effort and attention you are putting into it.
Think of this like your hotel. But | have not seen any
posts or attention put into generating traffic for this. |
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Some thoughts for you on the traffic side: JUsiNgss
. Go through your FB friends, telephone contact
address book etc and find as many people as you can
who are either a) directly interested or b) may know
someone who is

2. Draft a personal 111 message, taflored for each
person opening the discussion and then during the
back and forth, find out if they are either a potential
referrer or potential client. For clients - offer them the
quide - and just email it to them and then follow up to
continue the discussion with the goal of an
appointment or in person call. For those who are
potential referrers, ask them if you can send them the
quide to see who they might know who they could refer
you to

3. Approach an organisation that has your client base -
eg that might be a magazine, an association, a social
club, a charity and find a way to create a strategic
winfwin for them to offer your white paper to their
audience. For example, a friend of mine who worked in
Architecture - wanted to reach architects, did a deal
with an Aussie magazine for Architects - he ran a
survey for them to their database, did all the analysis
and wrote an article for them - all at no charge, in
exchange for the survey data. You could do something
like this and build in exchange for them to email your
invitation to optin for the white paper.

4.Go back to your previous clients in this space with a
personalised 1:1 message letting them know what
you've created and inviting them to have a chat about it
5. Make a list of at least 5 more ideas like this and
schedule at least one of these activities per day in your
calendar.
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4. Go back to your previous clients in this space with a
personalised 1:1 message letting them know what
you've created and inviting them to have a chat about it
5. Make alist of at least 5 more ideas like this and
schedule at least one of these activities per day in your
calendar.
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calendar.
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Rinse and Repeat!
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audience. For example, a friend of mine who worked in
Architecture - wanted to reach architects, did a deal
with an Aussie magazine for Architects - he ran a
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and wrote an article for them - all at no charge, in
exchange for the survey data. You could do something
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4. Go back to your previous clients in this space with a
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Rinse and Repeat!

How to avoid the Stereotypes Trap

If you are marketing to the baby boomer generation,
you may be falling into the ‘stereotypes trap’. Find out
how to avoid this trap, so you can design products and

services with empathy not judgement




Take this challenge:

1. Do you think of this generation s ‘retirees’ or ‘baby boomers'?
2. Do you think of this generation as out of touch with technology?
3. Do you think that the ‘good" retirees are the retirees who planned?

If you do any of these, | can help. Engaging with and communicating better with customers are the keys
to growth for financial organisations. This means understanding customer segments beyond simplistic
stereotypes, to empathise with people as they really are.

In this Insights Paper | share some of the key insights from our work with the baby boomer generation.
Read on!

Think beyond labels

Think beyond the ‘baby boomer label”

People argue about when the baby boom actually was but in Australia, the
baby boom lasted roughly between 1949 and 1965. In 2021, these ‘baby
Boomers are aged between 56 and 72.

images

But bear in mind that the Baby Boom in the UK and parts of Europe was much
shorter. Roughly a third of people in this age group may not recognise
themselves as Baby Boomers at all.

Some were teenage hippies, some were teenage Madonna fans

Only about a third of Aussie baby boomers were teenagers during the sixties.
Some Baby Boomers were born during the sixties, coming of age in the early
1980's.

Fisaanan

Think beyond labels

- ) . Working and retrement fo people 60 to 69
The old thinking about ‘retirement’ is no longer

relevant: -
* There is no ‘retirement age” o
Retirement as a sudden stop is no longer the -
norm o

unfinished s

TIP: See the sixties as a time of transition in which people use this




This generation do use tech but

I have some data from ACMA that shows that almost every person
over 65 has access to the internet and almost all have a smart
phone.

images

Plus some personas if | do the additional interviews — what devices
people use, what apps, which are age-friendly for example

Data on retirement planning

This section would be data about who plans for
retirement (hardly anyone is the short answer)

images

Mix of % data and some personas if | do the additional
interviews

% research

Could include:
Life gets better with age

Average Under 41to59 |60to64 | 70 or 65 to 69
40 over
the 64.7 69.2

How much are you
enjoying this time of
your life? Drag the
bar to show us how
much you are
enjoying this time
(100 is the most) -
How much you are
enjoying this time of
your life
al sample; Unwd i

A research




Could include — ageism in the workplace
Have you ever experienced any of these?

Feeling too old at work
Looked down on at work because of my age

Appreciated at work because of my age

Discrimination based on age at work - e.g not getting a
promotion

Something else?
None of these

p s

tbc

White Paper

- Avoid “you’re wrong” / “younger marketers don’t understand”
- Myths
- Speak more to your avatar’s issues eg:

Context: Highly itiy A lot of legi: change expected in 2022. Itis a
‘growth' market.

- Paint the OPPORTUNITY of having this knowledge

« CTA - what’s the very next step?




Making Money is “Boring”




Making Money is “Boring”
Making a LOT of Money is “VERY Boring”

BUSINESS

Question - Seona Roberts

Like 24

" Seona Roberts
1 do! When running a challenge as a lead up into membership...what can be done
t ind 1]

1 for participar a

. be running my 5 day square a day challenge from the 8th November and intend

on having a new square each day for 5 days that comes with a written pattern and

Video video tutorial that will be emailed to them daily. There will be a facebook

group that is for participants only and will be open from the Tst Nov (unless there 2
is a best practice for when to et them in). | was intending on having an email .
sequence that started from sign up and then a preparation one up to a week

before, a few days before and the day before it started, then each day of the

challenge. Doors open to the membership will be from the Thursday night of the

challenge for 4 days. | was planning on going live in the group each evening to

motivate and cover a new problem each day. | was also going to have scheduled

posts for each day of the challenge to encourage participation by having them

post photos of their squares. The group will be closed after the challenge ends -

probably the same day as doors close to the membership.

Do | need to give prizes? | had thoughts of mimicking the membership yar draw

at the end of - which is a rand for 0 enter that

wins them a voucher for yan that is equivalent to 2 months membership - or

should | keep that out of the challenge and give them a bonus entry into the 4
monthly prize draw i they join the membership. Should there be daily prizes?

Anylhing else | can do Lo make them fove me and what | do and make them want

tojoin the membership afterwards? 5 6
Tknow - lots of questions, but they don't all have to be answered specifically. 'm . .

@ really just looking for guidance for what | should do to get them to participate and
convert.

Ask for Support Early
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The Challenge Funnel

Thank You
Page
(Step 2)

Membership
Landing Page

BUSINESS

The Challenge Funnel

Thank You
Page
(Step 2)

Membership
Landing Page

BUSINESS
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Hit Reply (SMIQ)

Nurture Emails

© T et e e

Why This
Is Important
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SMS Texts

Almost there! Where shall we send
your link?

Enter your email address and
click the button below to claim
your free place at the The Road to
a 6 and 7 Figure Business event.

(s ]

= ]

[Mob\c (Don't miss a thing. Get SMS reminders. Optional) \

CLAIM MY FREE PLACE

BUSINESS

Retargeting Ads

Reminder

Ready To Start
Your Membership?

Let'sdoit fmonit
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Schedule (add to Calendar)
FIND YOUR
FOCUS

5-DAY CHALLENGE

Schedule

BUSINESS

Inside the Group

+ Guides

- Start Here

- Daily Lesson/Worksheets

« About the Membership

« About You
« Change the covers daily (notifies the members)
+ Questions - SMIQ

- Use the EVENTS function

Seeding the Membership

« No Surprises
« You COULD open on Day 1
- Add to Guides

- Mention on LIVES




Your Content

« Seed the Membership

« Tell client stories

- It's NOT about the data

« What is the problem/solution dance you are doing with them?
- Build the relationship with YOU and with each other

« How is membership the next step?

BUSINESS

Give them the EXPERIENCE

Prizes?
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Question - Prue Saxby

e Prue Saxby

Further to the call | had with you both | realise | need to brainstorm influencer
organisations to market to, to really get my name out there into other
states/territories. There just isn't enough ooomph with my numbers. Some help
with that would be great.

Like - Reply - 1d (&

BUSINESS

Doing a Lot Right

To make things easier and help you improve your grant writing and grant success

we've got everything you need.
|

Grant Writing fi

- -

e Wit Gras oy Gk Wi Acadomy Facebool Grovy G n s

o
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You're Right to Focus on Filling It

'y

ssssssss

80/20 The Right Way Round

Y

v




Y -~ W
HeR

BusiNESS

Who Are The “Grant-Writers?”

- What are they...
« Reading / Watching?
- Joining?

- Doing?

BUSINESS

Who Are The “Grant-Writers?”

- Where are they...
- Looking for grants?
- Getting qualifications and information?

- Gathering for conferences, briefings, networking?

Who Are The “Grant-Writers?”

- Who are they...
« Asking for help?
« Reporting to?

- Being supported by?




Get More Specific

- Example - Sports Clubs

- What is their “trance?”

- Who is likely the one driving the grant process?

BUSINESS

Case Study

[DISCLAIMERY)

Case Study

’” 4/ GOO D_ Our program supports over 10,000 community sporting clubs across
\\\ SPORTS Australia to provide a safe and welcoming environment where everyone

can get involved.

FIND OUT MORE
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Case Study

W
Iy % GOOD_
'S SPORTS  ou program~ ~ arices
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\
-~ GOOD
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Case Study

Good Sports will keep you updated on current funding opportunities and
give you tips on how to write a winning grant application. In fact, funders
often look favourably at Good Sports clubs.

FIND OUT MORE

<~ GOOD
eZ p5RTS

Case Study

Tips for writing grant applications
Applying s diffic Our
Fundroising Toolkt,

wiiting @ winning grant application.

* Sports Community
* Eunding Centre
* The Grants Hub

. fiog )

Fundraising smarts - Winning grants
POF16M8

LEARN MORE ABOUT FUNDRAISING
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Case Study

WRITE YOUR GRANT
APPLICATION TO WIN

<~ GOOD
Z 50RTS
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Case Study

Tips for writing grant applications
Applging o di Our
Fundraising Toolkt, i
witing @ winning grant application.

W
~ GOOD
Z SP0RTS

* Sports Community
« Funding Centre

Fundraising smarts - Winning grants
PDFL6MB

LEARN MORE ABOUT FUNDRAISING

Case Study

Pricing




Case Study

Tips for writing grant applications
Applying s dif Our
Fundraising Toolkit i

wiing a winning grant opplication.

<~ GOOD '
MeZ SpORTS s

s o »

Fundraising smarts - Winning grants
16M8

LEARN MORE ABOUT FUNDRAISING

BUSINESS

Case Study

y~ $125 $200 $350 $400

0), Funding Centre

Where not-for-profits go for money.

The Funding Centre is Australia's smartest
grants database and fundraising capacity
building website

Case Study

Tips for writing grant applications

Fundraising Toolit, whi
wiiting @ winning grant application.

7 \\} GOOD_
IS¥ SPORTS

- Gronerii )

Fundraising smarts - Winning grants
16M8

LEARN MORE ABOUT FUNDRAISING
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&/ COMMUNITY

4 MAKING IT EASIER
‘OR VOLUNTEERS TO
ICCEED IN THEIR ROLE

Case Study

Become a member today!

Sports Community Membership Options

Office
of Sport
Home About v Ourfaciiies v Ourwork v Funding v

Local Sport Grant
Program

The Local Sport Grant Program (LSGP) aims to increase
regular and on-going participation opportunities in NSW.

BUSINESS

Case Study

QB contscr Rsubscrber ) Language v

Tool and resources v Getactive v Events and Traiing

Intentional Selling

Shift Mental Attitude From:

Shift Mental Attitude To:

Activity focused

Results focused

Pitching products & solutions

Solving client problems

Focus of attention on self

Focus of attention on client

Limiting assumptions and beliefs

Resourceful assumptions and beliefs

Problem focused

Solution focused

Risk averse

Courage to take appropriate risks

Blame mentality

Personal responsibility

Credit: Tanja Parsley, Partners in Performance
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Strategic Alliance Success Framework - Summary
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Question - Tracey Bode

Tracey Bode

I have a question about case stories. As | build up a few and plan for more, | can
see how they will work well on our website. RE: the website: we have discussed
this in my strategy sessions about how and where they should appear for best
impact. Always happy to revise this. The question was asked of me when | posted
the first draft of Noah's video
https://www.facebook.com/100000085857348/videos/421339916189984/ as
to the other ways to use something like this. | am not sure how else or where else
to use these case stories so would love to understand a strategy around this.
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How and Where to Use Case Stories
@,

BUSINESS

Case Stories

Advocacy

Authority
Consideration Social Proof

Liking
Reciprocity

How and Where To Use - OWNED

Website

« Product Pages
J_l. « Stories Pages

« Home Page

«Blog

Social

«Image Post (quote)

- Video Clips

- Text Posts with Image
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How and Where To Use - OWNED

Publications
E « Newsletters

« Proposals

- Lead Magnets

Presentations
« Webinars
C— - Live Events
« Trade Shows
« Customer Service™

BUSINESS

How and Where To Use - EARNED

Suppliers

gLl - On THEIR sites

«In THEIR newsletters

« On THEIR social channels

Industry
« Peak Bodies
l_l « Industry Associations
« Not for Profits
« Other Groups

How and Where To Use - PAID

Social Media Ads

+ Online

« Industry Publications

« Where do your clients hang out?

3 Trade
« Trade Shows




Where else could Tracey use Cases Stories?

BUSINESS

Announcements

- Friday Check-ins

- Next Workshop (3 Days) - 24 - 26 November (includes a
PLANNING DAY!) will be Virtual

- NEW Masterminders!

“What | feel like saying...”




