BUSINESS

Marketing Success

MASTERMIND
Q&A Session

27 January 2022

What'’s Coming Up

- “What | feel like saying”
+ Questions

- What’s Next

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

Your Questions

BUSTNESS

Question - Angela Counsel

6 Angela Counsel

| am only getting about 50% of women who sign up for
my free workshop to join the facebook page. | don't
know what else | can do to get them to join. | have it
very clearly on the thank you page
(https:/fangelacounsel.com/thank-you_7dhr/), | have it
in every email that | send them in the lead up to the
start of the workshop and once the workshop starts |
will be sharing what will be happening in the workshop
via email and telling them that they need to join the
group to get access to all of the calls and resources. Is
there something that | am missing? What else can | do
or do | simply accept that there are a large proportion
of people who sign up for things but don't really want
to participate.
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Things that Matter

-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?

o
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Step 2 Page - Things that Matter

-Messaging
-Legibility
-Design

-Colours

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

Step 2 Page

Wait! Important Information

y
Your Inbox in the Next 10-15 Minutes.

In the Meantime Click the Button Below to Join the
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Step 2 Page

Congratulations.

You're in for the Find Your Focus 5-Day Challenge.

‘exclusive Find Your Focus 5-Day Challenge Facebook Group.

the exclusive Find

— Join the Find Your Focus 5-Day Challenge.
@ Facebook Group
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Step 2 page cont...

2 0

1. Check your Inbox 2. Join the Facebook Group
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Step 2 page cont...

1. . he FREE Find Your Focus 5-Day
to attend the Find Your Focus 5-Day Challenge Facebook Group.

i e o,

The group opens onendey, 1 dune.
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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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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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Question - Amanda & Michelle

9 Fitzroy Flasher
If we are not too lat key Gay and | have a small
segment of the business we are developing into a
larger one. It commenced as some live and some online
workshops on Documentation for Allied Health
professionals. We have given variations of the
workshop to university students, Alied Health Private
Practices and other organisations. We adjust the
content every time to meet the needs of the particular
audience. We are in the very early stages of making
this a schmiko product and really pushing it. We have
been approached by the quality and clinical
governance manager of a community health
organisation to present to over 100 staff. The question:
how do we price this? Our plan moving into this being a
bigger segment is that it will be a medium ticket item,
and pricing will be a base price for the product, plus a
cost per person present. We as yet do not know if
notes will be available for their use later. We have not
nutted out if they will be recorded. So...given we are
still early stages, and in some way this is stil practice
runs (although the knowledge and content have
evolved over 20 plus years)...do we start low or aim
high?

BUSINESS

Question - Amanda & Michelle

Yvonne Shepherd
Fitzroy Flasher great question. How to price
things is always tricky so would love this. And
when do bonuses and their value seem realistic or
oTT

Like - 6d 0

Question - Amanda & Michelle

9 Fitzroy Flasher
If we are not too late: Mickey Gay and | have a small
segment of the business we are developing into a
larger one. It commenced as some live and some online
workshops on Documentation for Allied Health
professionals. We have given variations of the
workshop to university students, Alied Health Private
Practices and other organisations. We adjust the
content every time to meet the needs of the particular
audience. We are in the very early stages of making
this a schmiko product and really pushing it. We have
been approached by the quality and clinical
governance manager of a community health
organisation to present to over 100 staff. The question:
how do we price this? Our plan moving into this being a
bigger segment i that it will be a medium ticket item,
and pricing will be a base price for the product, plus a
cost per person present. We as yet do not know if
notes will be available for their use later. We have not
nutted out if they will be recorded. So...given we are
Stil early stages, and in some way this 1s SUll practice
runs (although the knowledge and content have
evolved over 20 plus years)...do we start low or aim
high?




Question - Amanda & Michelle

° Fitzroy Flasher

If we are not too late: Mickey Gay and | have a small
segment of the business we are developing into a
larger one. It commenced as some live and some online
‘workshops on Documentation for Allied Health
professionals. We have given variations of the
workshop to university students, Allied Health Private
Practices and other organisations. We adjust the
content every time to meet the needs of the particular
audience. We are in the very early stages of making
this a schmiko product and really pushing it. We have
been approached by the quality and clinical

rnance manager of a community health

organisation to present to over 100 staff. The question:
how do we price this? Our plan moving into this being a
bigger segment is that it will be a medium ticket item,
and pricing will be a base price for the product, plus a
cost per person present. We as yet do not know if
notes will be available for their use later. We have not

Still early stages, and in some way this is Stll practice
runs (although the knowledge and content have
evolved over 20 plus years)...do we start low or aim
high?

Sounds Like a NEW Mountain

$199

$99 Intro Course :\1399‘( $20000
Membership - Mastermind

Done With You

Sounds Like a NEW Mountain

$199
$99 Intro Course
Membership

$1999
8 Week
Done With You

$20,000
Mastermind
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How Do Your Mountains Fit Together?

BUSINESS

How Do Your Mountains Fit Together?

A

MID TIER SERVICE

Ascension Model

BASIC TIER SERVICE

ENTRY SERVICE

Souece:Fourh Onine Managerment

How Do Your Mountains Fit Together?

TOP.
TIER
SERVICE

/

MID TIER SERVICE 5 -

BUSINESS BY DESIGN|
BASIC TIER SERVICE
MIND YOUR BUSINESS
ENTRY SERVICE p =
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How Do Your Mountains Fit Together?

evesque ASK Method Compsny.

BUSINESS

Tailor Made vs Off The Rack

The Two Tracks

Off The Rack Tailor Made

+ Easy to replicate + Hard to replicate

+ Plentiful supply Limited supply

+ Complexity can be systemised Complexity difficult to systemise

« Little variation from client to client High variation from client to client

+ One size fits all + Bespoke

+ Little to no individual / personal advice + High degree of individual / personal advice
required often required

+ Minimal customisation expected + High level of customisation expected

+ Delivery does not depend on a key person / Delivery often depends on a key person /
persons persons

- Repeat purchase - often

@ Emotional importance - often low

Repeat purchase - less often

Emotional importance - often high




The Two Tracks

Off The Rack

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

+ Hard to replicate

+ High degree of individual / personal advice

« High level of customisation expected

Tailor Made

Limited supply
Complexity difficult to systemise
High variation from client to client

Bespoke

often required

Delivery often depends on a key person /
persons

Repeat purchase - less often

Emotional importance - often high
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The Two Tracks

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

Tailor Made

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

The Two Tracks

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

+ Hard to replicate

+ High degree of individual / personal advice

+ High level of customisation expected

Tailor Made
Low Volume / High Value
High Touch / Low Automation

Limited supply
Complexity difficult to systemise
High variation from client to client

Bespoke

often required

Delivery often depends on a key person /
persons

Repeat purchase - less often

Emotional importance - often high
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High Value / Low Volume

Low Touch High Touch
High Automation High Automation
Volume
i
LowTouch __ High Touch
Low Priority* Low Automation

alue

BUSINESS

This is where it gets interesting :-)

High Value / Low Volume

Low Touch High Touch
High Automation High Automation
Volume
t Thisis your
LowTouch _ High Touch positioning
Low Priority* Low Automation strategically in
the market

alue
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High Value / Low Volume

This is your
“product withina . Low T°“d‘> High Touch
product” High Automation High Automation
Volume

t This is your

LowTouch _ High Touch positioning
Low Priority* Low Automation strategically in

the market

alue
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Positioning

Budget | Market | Premium

Positioning

Budget | Market I




Pricing Suggestion...

Baseline (premium - tailor made)

BUSINESS

Pricing Suggestion...

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

Example...

Baseline SXXXXX
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
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When You are “Starting” But You Are
Already Known as Being AWESOME...

Market Research

Something | learned from James Wedmore...
Think of the highest range of your price, then go
beyond it where you feel really uncomfortable




ssssssss

Creates agap
That you can GROW into

Uncouple EFFORT from Pricing.

e What will it cost them NOT to do this?
¢ What will doing this BRING them?
* RIPPLE Effects




Uncouple EFFORT from Pricing.

BUSINESS

Itis all about the VALUE you can
give to someone else.

Question - Shandra Moran
@ sravom

Unfortunately | don't think | can make this session live
as it overlaps with other bookings but here's a question
if there's time and if this would be useful for others.

I struggle with setting numbers/targets for my
launches. | tend to pick a number I'd Ylike" but t feels
more like a wish or a stab in the dark rather than
something | can ‘justify'.

Is that just part of the process until | get to run things
multiple times and see patterns?

Is the 'pick a number' approach a good way to just
have something to work towards or is it a cop out?

eg my first launch this year is for a workshop I've only
promoted once as a step 2 to a small group. From that |
had 9 show ups and converted one member.

This time I'm thinking ‘it would be nice' to get 5
members, but it's not based on anything other than
‘more than last time

Thanks for any thoughts on how to stretch myself
without being totally unrealistic.

#ontheroadto50members
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This SHIZ is HARD

Setting Numbers and Targets

- Is there a big enough audience?
- Warm or Cold Leads?

« Nurtured?

- Recency?

- Frequency?

- Relevance to the offer?




Begin with the end in mind
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GET NEW CLIENTS

(onching, Weok

What are the stats?

« 26% conversion of those in the group

- 1f 80% end up in the group, how many do | need to have
register?

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

- What do | need to spend to generate enough leads?

- What open rates do | need on my emails and then what %
clicks?
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What to Measure - Webinar Marketing

- Registrations

- Show Up

- Stay til pitch

- Sales on/immediately after the webinar

- Sales from Post Session emails etc / other activity

BUSINESS

What to Measure - Campaign

- 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




Setting Numbers and Targets

- 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’?

BUSINESS

Trust the value you bring

-~
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Keep testing the messaging
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Do Less and Obsess

BUSINESS

No.1Thing —— Audience

And lots of them!
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Question - Bernadette Janson

@ Bernadette Janson

Id like to add a question, | have already asked this in the group but would like to
expand on it. | currently run a sales webinar monthly. Im finding it doesn't give me
enough time to fill the event. The reason | do them monthly and not quarterly is
because i found if | really bombed | would have minimal income until the next one.

I think I should maybe convert to a three monthly launch model but just the word
Launch scares me.

What might a launch campaign look like?

Like - 2h o

BUSINESS

Product Launch Formula - Jeff Walker

UPOATED
&
EXPANDED

JEFF WALKER

11 NE YORK TIHES BEST-SELUING ADTHOR

Successfully Launch
Anything
Jeff

>

ContentSeis
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YOUR
LAUNCH
BLUEPRINT

Step #1. Your Launch Path

Seed Launc
Internal Launch
v JV (Joint Venture) Launch

l»

Your Launch Path Path

Seed Launch
Super low-tech and easy to put together... fantastic if you're just starting out.
Get paid before you create your product... awesome if you don't yet have a
product yet.

Get real-world feedback while you deliver your training, give your students great value, and get a product out of the

process... win-win-win!




Internal Launch
If you've got alist, this is a great way to launch  either a new offer, or an existing
product or service.

Use the Sideways Sales Letter® to launch your offer.
If you want to eventually do a JV Launch, you'll be able to re-use the assets you
create during your Internal Launch.

BUSINESS

Opportunity

Opportunity

Transformation
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Opportunity Ownership

. SAL
PLC 1 PLC3

Transformation

Step #2. Your Launch Plan

Niche

Avatar

List
Positioning
Setting Goals

YOUR
LAUNCH
BLUEPRINT
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Step #3. Pre-Prelaunch Sequence

Shot Across the Bow

Launch Conversation

Refine Your Offer
Build Buzz

Step #4. Prelaunch Sequence

Sideways Sales Letter®

Mental Triggers

Stories
PLC1 I
P.S. Path

Step #4. Prelaunch Sequence

Sideways Sales Letter®
Mental Triggers
Stories

P.S. Path
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Step #5. Open Cart Sequence

Mental Triggers
Transformation
Crushing Offer

Sales Page (Video and/or Letter)

Step #6. Grow

JV Launch
Evergreen Launch

#7. Scale

The Circle of Awesome

Mental Game \
#launchlife

The 5 Freedoms




Pre-Pre Launch Pre Launch Content (PLC) Launch
T 1T 1T 1

Build Buzz Pcs Pica2 Pcs Open Cart Sales Close Cart

“Something Opporturity Transformation Ownership

Optional
Re-Open

Give Yourselfas
long a Runwiay
as possible!
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Pre-Pre Launch Pre Launch Content (PLC) Launch
r 1T 1T 1

Build Buzz PCcs PLcs2 P Open Cart Sales Close Cart Optional
Re-Open

“Something Opportunity Transformation Ownership

Coolls

Coming”

* Videos

* Social

* Behind The

* And more

Give Yourselfas
ong a Runviay
as possible!

Usually ane ever ather day or over
aweeklong cycle

o
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Coolls

Coming”
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* And more

Give Yourselfas
long a Runviay
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Pre-Pre Launch

Pre Launch Content (PLC)

Launch

Build Buzz

“Something

Pcs Pica2 Pcs Open Cart

Opporturity Transformation Ownership

Sales Close Cart

Optional
Re-Open

Give Yourselfas
long a Runwiay
as possible!

u're building up
s through the
PLC - seeding gets
greater, Host this

rPLC—

Usually one ever other day or over
aweeklong

Open Cartis most
oftend or 5 days.
EVERY day s ke a
mink-campaign
Treat each day ke
anEVENT.

Pre-Pre Launch
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Pre Launch Content (PLC)

Launch

Build Buzz
“Something
Coolls
Coming”

* Videos

* Social

* Behind The
* And more

PLcs2 P

Ownership

PcH Open Cart

Opportunity Transformation

Close Cart

Optional

Give Yourselfas
ong a Runviay
as possible!

siding up

You'e by
ver other day or over
e tothis through the
weeklong cycl PLC - seeding gels
greater Hos this
Tight ater PLC
next day or two-
can be postioned
as Video

Open Cartis mos
often 4 or’5 days.
EVERY day is ke a
mini campaign.
Treat each day like
an EVEN

Rarely, f ever. There

for this, But don't
make it aways

“Something
Coolls
Coming”

* Videos

* social

* Behind The

* And more
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Pre-Pre Launch Pre Launch Content (PLC) Launch
T 1 1r 1
Build Buzz Pcs Pica2 Pca Open Cart Sales Close Cart Optional
Re-Open
Opportunity Transformation Ownership

Give Yourselfas
long a Runviay
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Youre bulding up
tothis through the.
PLC - seeding gets

Usually one ever other day or over
week long cycle

25 Video

Open Cartis most

minkcampaign
Treat each day lie
anEVENT.
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ut don't

make
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Pre-Pre Launch Pre Launch Content (PLC) Launch
T 1T 1T 1

Build Buzz Pcs Pcs2 P Open Cart Sales Close Cart Optional
Re-Open
“Something Opporturity Transformation Ownership

Give Yourselfas
long a Runwiay
as possible!

e buiing Up O CTETR T 5
v opencanres oy
PLC- seecing gets EVERY day e a for . But don't
greater. Host this mini-campaign make it always.
Hrlo= Treat each day like
an EVENT

Usually one ever other day or over
aweeklong
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Pre-Pre Launch Pre Launch Content (PLC) Launch
r 1T 1T 1

Build Buzz PCcs PLcs2 P Open Cart Sales Close Cart Optional
Re.Open

“Something Opportunity Transformation Ownership

Coolls

Coming”
* Videos

* Social

* Behind The
* And more

Gve Yourselfas verctherday orover  Youe buidr Open Carts mos Rarely, fever There
long a Runway aweeklong cycle toWis ool e often 4 or 5 days. are some use cases
25 possibll PLC-seeding gels EVERY day s e forthis. Butdont
rastac e min campaign malée it aiays
Fightefer PLC— Treat sach cay ke
ay an EVENT

an be postioned
asVideo
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Pre-Pre Launch Pre Launch Content (PLC) Launch
T 1T 1r 1

Build Buzz Pcs PLcr2 P Open Cart Sales Close Cart Optional
Re-Open

“Something Opportunity Transformation Ownership

Coolls

Coming”

* Videos

* social

* Behind The

* And more

Give Yourselfas

Jsually one ever other day or over You're building up Open Cartis most arely, if ever. There
fong a Runway e ionp el " totnistrough he hen or s e o
aspossible! PG gety EVERY day islik forthis. But don't

25 Video

o




Announcements

- Friday Check-ins

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

- The OPA Challenge is on

BUSINESS

“What I feel like saying...”




