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• “What I feel like saying” 

• Questions 

• What’s Next 

• “What I feel like saying”

What’s Coming Up
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“What I feel like saying…”

Your Questions
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Question - Angela Counsel
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•How ‘In profile’ the clients are 

•People will say YES to FREE 

•Not all OPAs are created equal 

•Track and measure 

•Timing 

•How far out from the workshop did they register? 

•How far out from the workshop did the group 
open?

Things that Matter
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•Messaging 

•Legibility 

•Design 

•Colours 

•Hand-in glove fit to the page they signed 
up on… 

Step 2 Page - Things that Matter
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Step 2 page cont…
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Other ways to get more people to the Group

• Text Messages - day before, day of, daily  

• Emails - add visuals or video / add social proof / 
give them a reason why 

• Bonus in the Group - gift or other incentive 

• Retargeting ads 
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Sounds Like a NEW Mountain

$199  
Intro Course $1999  

8 Week  
Done With You

$20,000 
Mastermind

$99 
Membership
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Sounds Like a NEW Mountain

$199  
Intro Course $1999  

8 Week  
Done With You

$20,000 
Mastermind

$99 
Membership

How, Where & Why Does it Fit? 
• New Audience? 
• Diversification Strategy? 
• Resources? 
• Opportunity / Opportunity Cost?
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How Do Your Mountains Fit Together?
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How Do Your Mountains Fit Together?

Source: Flourish Online Management

Ascension Model
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How Do Your Mountains Fit Together?

Source: Flourish Online Management Source: James Wedmore
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How Do Your Mountains Fit Together?

Source: Ryan Levesque / ASK Method Company
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Tailor Made vs Off The Rack

The Mastermind Experience

EXPERIENCE

Off The Rack 
High Volume / Low Value 

Low Touch / High Automation 

• Easy to replicate 

• Plentiful supply 

• Complexity can be systemised 

• Little variation from client to client 

• One size fits all 

• Little to no individual / personal advice  
required 

• Minimal customisation expected 

• Delivery does not depend on a key person / 
persons 

• Repeat purchase - often 

• Emotional importance - often low

The Two Tracks
Tailor Made 

Low Volume / High Value 
High Touch / Low Automation 

• Hard to replicate 

• Limited supply 

• Complexity difficult to systemise 

• High variation from client to client 

• Bespoke 

• High degree of individual / personal advice  
often required 

• High level of customisation expected 

• Delivery often depends on a key person / 
persons 

• Repeat purchase - less often 

• Emotional importance - often high
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High Value / Low Volume
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This is where it gets interesting :-) 

Marketing Su#e$

HerBusiness Marketing Success Mastermind

High Value / Low Volume

This is your  
positioning  

strategically in  
the market



Marketing Su#e$

HerBusiness Marketing Success Mastermind

High Value / Low Volume

This is your  
positioning  

strategically in  
the market

This is your  
“product within a 

product”
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Positioning

Budget     |     Market     |     Premium
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Baseline (premium - tailor made) 

Pricing Suggestion…
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Baseline (premium - tailor made) 
Scale (volume - off the rack)

Pricing Suggestion…
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Baseline $XXXXX 
Regardless of number of participants, the customization, time,  

focus, space in calendar etc.  
May include a minimum number of participants. 

Per Person $Y 
Flat Rate divided by “Bands”: 

eg Up to 10 participants = $YYY/participant 
11 - 50 participants = $YY/participant 
51 - 100 participants = $Y/participant 

Example…
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When You are “Starting” But You Are 
Already Known as Being AWESOME…
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Market Research
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Something I learned from James Wedmore… 
Think of the highest range of your price, then go 
beyond it where you feel really uncomfortable



Marketing Su#e$

HerBusiness Marketing Success Mastermind

Creates a gap 
That you can GROW into
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Uncouple EFFORT from Pricing.
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• What will it cost them NOT to do this? 

• What will doing this BRING them? 

• RIPPLE Effects
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Uncouple EFFORT from Pricing.
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It is all about the VALUE you can 
give to someone else.
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Question - Shandra Moran
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This SHIZ is HARD
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• Is there a big enough audience? 

• Warm or Cold Leads? 

• Nurtured? 

• Recency? 

• Frequency? 

• Relevance to the offer?

Setting Numbers and Targets
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What?
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Begin with the end in mind
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• 26% conversion of those in the group 

• If 80% end up in the group, how many do I need to have 
register? 

• If I need X to register, how many do I have to have visit the 
landing page based on the current conversion rate of the 
page? 

• What do I need to spend to generate enough leads? 

• What open rates do I need on my emails and then what % 
clicks?

What are the stats?
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Measure
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• Registrations 

• Show Up 

• Stay til pitch 

• Sales on/immediately after the webinar 

• Sales from Post Session emails etc / other activity

What to Measure - Webinar Marketing
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• Number of new leads per week/month etc. 

• Email open rates 

• Cost per lead 

• Cost per sale 

• Landing page conversions 

• Webinar conversions 

• How long a client stays with you  

• How much they spend with you

What to Measure - Campaign
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• What are you willing to spend to acquire a client?  

• How much can you afford to spend to get a new lead 
based on the conversion of those leads? 

• What is the life-time value of a customer? 

• What can you sell that person who does not buy at the 
time that you are ‘open’?

Setting Numbers and Targets
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Trust the value you bring
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Keep testing the messaging
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Do Less and Obsess
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No.1 Thing —— Audience
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And lots of them!
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Question - Bernadette Janson
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Product Launch Formula - Jeff Walker
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Opportunity
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Opportunity

Transformation
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Opportunity

Transformation

Ownership
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• Friday Check-ins 

• Next 2-Day Workshop - 24-25 February 2022 - LIVE in 
Sydney! 

• The OPA Challenge is on

Announcements
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“What I feel like saying…”


