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Callie: Welcome to Behind the Membership, Season 2, Episode 5. On 
this episode I'm talking with Scott Baptie from Food for Fitness 
about his new membership site, The Food for Fitness Inner 
Circle. 

 Now while Scott's membership site has only been open for a few 
months, he already has a few hundred members, and we're 
talking launching, going all in on the membership model after 
years of offering services and products, and how he's managed to 
attract members, despite being in a very crowded market. 

 We also dive into how Scott uses features like private coaching 
as part of his membership, as well as what he's doing to grow his 
membership and improve retention going forward. Scott's 
membership might still be new, but he has a wealth of knowledge 
to share with us. So let's dive straight in. 

Announcer: Welcome to Behind the Membership, with Callie Willows. Real 
people, real stories, real memberships. 

Callie: On today's episode of Behind the Membership, I'm talking with 
Scott Baptie from Food for Fitness, and his membership site, the 
Fat Loss Inner Circle. 
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 Thanks so much for joining me on the show today, Scott. 

Scott: Thanks, Callie, absolute pleasure. If it wasn't for you guys, the 
membership site wouldn't exist so I'm grateful. My disclaimer is 
that I have not been endorsed by you guys to say this, but it 
probably will be like a running testimonial as we record today, 
because I'm extremely grateful for what you guys have done. I 
look forward to sharing a lot about how I implemented it. 

Callie: Really happy to be able to help you. So let's go from there, then, 
let's dive straight in. Tell us a little bit about your membership 
site, who it's for, what it offers. 

Scott: Okay, so Food for Fitness is the business that I run, and we say 
we help busy people to lose weight without the punishing fitness 
regimes, extreme diets, or worrying via healthy, family friendly 
recipes. So that's the tagline. And so the membership is for 
people who try to lose weight and we give them everything they 
need to do that. They get workout programmes, access to 
arrange a meal plans and calorie tracking and macro tracking 
tools. We've taken a new idea, we do a Monthly Mastermind, we 
have somebody that comes on each month and has a chat about 
something that's specific to them. That could be nutrition for 
runners, or look at various stats and so on. We also have the 
community and within that, we do the private coaching stuff, as 
well, which you guys have just started doing. We did that from 
the beginning, and yeah, that's everything that we get, really. 

Callie: Sounds great. So how long ago did you actually launch the 
membership now? 

Scott: It's quite a youngin'. It just started out in January, I would say, 
because the niche that we're in, weight loss is kinda big in 
January so it was, we started planning it the middle of last year 
and then the soft launch was at the end of December. We were 
really fortunate to have a group of clients in a Facebook group for 
one of the programmes that we supported. We moved them all 
one to try it out and obviously get them off the Facebook group 
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and into the community using IP Board. And then the proper 
launch for everyone was in January. 

Callie: Lovely. So definitely still quite new then, for you. 

Scott: Definitely, yeah. 

Callie: How did the launch go? 

Scott: Launch went really well. I've done a standard Jeff Walker style 
pre-launch content hype and build up and all that for various 
online programmes that we've run, so had the framework already 
there. It was just a case of, again, building anticipation, getting 
people going, because what worked quite well was we used to a 
monthly programme, which was called the 30-Day Fat Loss 
Challenge. And that would run each month.  

 So a lot of people at the end of last year were saying, "When is 
this coming in January?" And we're like, "Well..." We kind of 
teased them, saying, "It is but not as you know it." Then they had 
to join the membership in order to get access to it, so everything, 
we offered a second individual programme, or a 1-on-1 coaching, 
or individualised meal plans and all that, all just wrapped up into 
the membership. It was like, "Wow, I get all this?" And we're like, 
"Yep, that's the plan." It worked quite well for us, doing it that 
way. 

Callie: Awesome. And so, do you still sell those programmes separate as 
well? Or is the membership the only option now? 

Scott: No, membership is the only thing you can buy in terms of 
coaching or meal plans or workouts. And so, we still sell stand-
alone recipe books. They'd technically be our tripwire, if we're 
using the general marketer lingo. That's our low value, not low 
value, low cost product. And once we've got them in and built 
their trust up, then obviously we try to sell them onto the 
membership. 
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Callie: Cool. And so, how long had you had the existing business before 
you decided to bring the membership element into it? 

Scott: It's about six years. But I've had, I'm a big fan of doing yearly goals 
and then quarterly ones and breaking all those of the Dan 
Sullivan strategic coach style approach. And I've had "Create a 
Membership Site" on my year goals I think for the last three 
years. So I'm a big, I really like James Schramko's stuff, and I'm 
sure a lot of people listening will follow him, and so I followed his, 
and I joined SuperFastBusiness. I'm thinking, "This is the kick at 
the ball I need to get a membership site going." And I was 
obviously convinced because I was seeing the stuff I based my 
subscription business model as the way forward. 

 And then from that group, actually, that's where I saw people 
post about membership guides and academy, because I'd never 
heard of you guys, and they'd be saying, "Oh no, this is amazing, 
you have to be a member there." And then I listened to the 
podcast, I think, within about a couple episodes I signed up, and 
then probably like a lot of people, I was just like, "Yes! This is 
what I need!" And then, I modelled a lot of our membership and 
the look of it, obviously use the Memberoni theme, and a lot of 
elements that worked for you guys, and trying to put our own 
spin on it. 

Callie: Awesome. And so, you presumably already had quite an 
established audience then if you had the existing business for 
quite a while and it sounds like this is totally in keeping with that 
existing business, really. 

Scott: Yeah, really, we've got quite a big social reach. I think we're about 
150000 combined, across Facebook, Instagram and Twitter, and 
that's largely as me as a personal brand, sort of again Chris 
Ducker, you put it in your style. So there was a big audience 
there, along with a large email list. And as I said, we already had 
experience with a digital product, so it just made sense really. I 
wanted to get away from the general launches every month, 
which I just found exhausting. And again, I wanted to have a more 
predictable income and just to be able to again, forecast and see, 
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"Okay, this is coming in, that means we can allow this amount for 
our Facebook ads spend this month, and so on." 

 Yeah the membership, it's one of those ones that I recommend a 
lot of people do when they have a membership, they go, "Aw, I 
wish I did this each cycle." So yeah, if somebody's listening and 
they're still thinking, "Oh, I'm not sure a membership site is right 
for me," it will be. Do it. 

Callie: So was that actually the catalyst for launching the membership, 
then? Was it that idea of getting that predictable recurring 
revenue? 

Scott: Yeah. Exactly that. And again, just having a community that 
wasn't on rented land, so I wanted to get off the Facebook group 
and do our own thing. And again, just have everything all in one 
place, because if you're just selling fewer products, you can focus 
on them more, you can again really get your messaging on point 
rather than saying, "Okay, do I want try to sell this to this person? 
Or this to this person?" You can think, "Well, this is what we're 
selling, so let's niche it in a little bit." And yes, it's just been so 
much easier in terms of, Louise does all our customer support, it's 
much easier for her because there's less inquiries, there's less 
things like fewer transactions or anything like that, or refund 
requests, it's all just Inner Circle or recipe books. 

Callie: All right, so is the membership essentially your full-time project 
now, then? 

Scott: Yes. That's the whole thing at the moment, is just doing it. And 
it's, one of the hard parts about it is, I've joined a lot of other 
membership weight loss, fat loss, fitness membership sites to 
snoop and see what other people are doing, thinking I'll get some 
really good ideas from it. But unfortunately, I've been really 
disappointed with what I've seen. I go home, I go, "This is 
honestly what, you're selling this for how much? It's terrible. It's 
rubbish. You never posted it." I'm still trying to find new things 
that really get people excited, and we're about to change things a 
little bit, as well. 
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 And we count retention, so a lot of our meal plans and stuff that 
are in it, people could essentially come in, download it all as PDFs, 
and leave. We're tweaking it slightly to make it rather than PDF 
downloads, they're gonna be more embedded within the site, so 
actual pages and so on. And rather it being like a spreadsheet you 
download to track your progress that we get people to do weight 
measurements and measure their waists and hips and so on, 
that's going to be again within like a dashboard and they have to 
log in and they'll be able to update it there. And again, just get 
people more incentive to keep coming back, really. 

Callie: Yeah, because I think that is an issue with anything, especially 
where you offer downloads like that, is that giving them the 
incentive to keep on coming back and make use of the site. 
Especially, I would say, with a niche site yours, where people do 
have a tendency in the nicest possible way to fall off the 
bandwagon quite easily. 

Scott: Exactly. And that's it, people start, the best intentions, "Oh great, 
it's gonna be different this year, this is gonna be the last diet I'm 
ever going to do, I'm going to stick with it." And then, to become 
on, join for a month, download everything, and then be like, "Oh, 
actually, I still need to put in the hard work." So yeah, again, to try 
and combat that is to really, you guys probably didn't see them, is 
just to drive people into the community side of things and the 
whole, "Come for the content but stay for the community", and 
use the private coaching and share your experiences and post 
and really become part of it, and make friends on it and so on. 
That's what, again, I think we're really trying to focus on. 

Callie: So you mentioned there the private coaching. What made you 
actually decide to offer that as a part of your membership? 

Scott: Because James Schramko did it. Initially, when I started out 
everything, I was pretty much going to do whatever James did, I 
was going to do. So originally, I was set on using  Xenforo, and 
Thrivecart and all this. And then after I joined, and I actually paid 
even to get those integrations started and rolling, and then after 
being within Member Site Academy, I was thinking, "Oh, I think 
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I've maybe rushed into this. Maybe I shouldn't just do what 
James, maybe I shouldn't use, see what actually is going to be 
more relevant."  

 And speaking to one of the other members, Ru, who's also in this 
same kind of industry as us. I asked him, and he said, "If I could do 
things again", then he'd go for the Memberoni and MemberPress 
plug-in and so I thought, "Right, I'm going to make a bit of a U-
Turn." I did lose out on some money because I paid up front for all 
these integrations. Switched to all, I might've done the 
Memberoni and Memberpress and all that. It was definitely the 
best decision. But anyway, to answer your question, "Why did I 
do the private coaching?" Because that's what I saw quite likely 
as the future, and again, because of the nature of what we're 
offering with weight loss. And so the data or information that 
people were sharing was quite sensitive, and they might not want 
to post in a forum and being like, "Oh hey, guys. How do I lose X 
amount of stone?" Especially if it's a beginner and they might not 
have succeeded in the past.  

 The private coaching is a bit that they can share experiences or if 
they'd fallen off the bandwagon and again, don't want to feel like 
a failure, which they're not, regardless of where they've posted it. 
It just, again, gives them a bit more of a private space to chat 
about things. 

Callie: Yeah, and you, that's quite an unusual option for somebody to 
put into a membership. But as you said, I think for your market, 
that's a great added bonus, that they can have that more private 
element. And realistically speaking, I think one element of your 
sales page, the membership's £25 a month, is that right? 

Scott: Yeah. We do various things, like some trial offers and stuff, but 
the standard one is £25 a month, or again, annual for 225. 

Callie: Yeah, so even if somebody only makes use of that private 
coaching section once a month, that's huge value to them. 
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Scott: Yeah, we use an example of, if you're getting it individual, 
personal training with a trainer, you'd be putting at least £50 a 
week. So 200, 250 a month, versus £25 a month. And also, again, 
the advantage of having built that quite large social media 
following, it was quite a good offer for people thinking that they'd 
get direct. Because I pitched it as like, "I will personally coach you 
inside the community." And I think that's a feature that people 
like, because I go on it every day, and I'm helped out by some of 
my team, as well. But I'm still answering all the posts. 

Callie: And is that being quite manageable for you? Because I think, if I 
remember rightly, you're a few hundred members now. So you're 
finding that that's manageable as you scale? 

Scott: Yeah, definitely. There's three of us that really run it. Louise, who 
I've mentioned already, she handles the admin side and getting 
people, setting up their membership, if they've got problems or 
sorting out log-in details. And then Neil, who is one of our other 
coaches. He is in there, doing the same role as I am, as in if people 
have specific questions about weight loss or recipes or exercise 
or anything like that. He's in there, answering it. And he gets 
involved right at the beginning, so people often, if they're asking 
stuff in the private coaching, they'll say, "Hey Scott-Neil." They'll 
type, just like you and Mike. We don't know who is going to 
answer it, but well one of the two of you will. And so, myself and 
Neil, we're like the Callie and Mike of the Inner Circle. 

Callie: I like that. And so, what would you say has actually been your 
biggest challenge so far then? In the few months the 
membership's been running for. 

Scott: Biggest challenge? I wouldn't say there's one single thing. At the 
start, obviously it's a bit overwhelming when you're trying to do 
all this integration, and you have no idea. I had to, I've got an okay 
IT knowledge, but trying to tie everything together and do all 
these plug ins and bits and pieces was a bit challenging. It was a 
bit like, "Oh my God I've got to do all this. And how do hook that 
up with Active Campaign? And how do I know if somebody's 
dropped a membership? How do I get them to stop these emails 
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and so on?" That was hard at the beginning but now it's all tied 
together, you sit back and just look at it and go, "Ah, yes." It 
wasn't that hard, but I adjusted to it, again, I think that was the 
challenge. 

 Also, like I mentioned, having linked to other... If you follow 
Russel Brunson's stuff, like ClickFunnels, he always talks about 
Funnel Hacking, seeing what your competitors are doing and just 
model it, hack it, and make it better. But from what, like I've said, 
from what I've seen in what other people have got, fat loss or 
weight loss memberships, it's not that great so I can't really 
model it, I've always trying to make it better. Trying to think 
ahead of everyone else is quite hard. And again, just to be present 
and I'm always asking people what they want, we're doing 
surveys saying, "Okay, guys. We've got some free time to create 
content, what would you like more of?" 

 And just the standard challenges I think people have of 
decreasing churn and getting more members and keeping 
everybody happy. 

Callie: Cool. And so, what's been your favourite part about it, or your 
highlight so far? 

Scott: Seeing the results from people, which is one of the reasons why I 
do this job in the first place. When someone says, whether it's a 
simple goal like, "I did my first pull-up!" Or, "I've, for the several 
last 10 years, I've been gaining weight every year. This is the first 
time I've ever actually lost weight." Or when people say, "I've run 
a marathon!" These crazy goals and people say, the standard 
weight loss [inaudible 00:16:44] when they're stepping in their 
old jeans, and they go, "Oh thank you so much." And you get that 
feeling that, it does sound cheesy, but you have transformed 
somebody's life. And again, just hearing people do well, I love. It's 
just fuel to keep going. 

Callie: Awesome. I love that. And are you finding that you're actually 
better able to get those results from members with the 
membership over the shorter term products that you had before? 
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Scott: Yeah, definitely. Because I think with weight loss, as well, a lot of 
the stuff that's marketed is six-week programme, seven-day 
programme, 30-day programme, and however. And yeah, 
sometimes people like that, because they think they'll get the 
result in that predefined time scale, but when you start looking at 
it, there are roadblocks and things don't go to plan. By having say, 
"Look, we're not gonna promise you X amount of pounds in X 
amount of days, but we're going to say we're there for as long as 
it takes us, as long as we will work together in order to get 
results." I think it's making people realise it's, because again if you 
look at the studies on successful weight loss, it's not the people 
that have suddenly done a rapid detox and lost a bit of weight. It 
never stays off. It's people who have lost a slow amount of weight 
and again had made smaller changes rather than extreme, drastic 
ones. And we've made it more part of their lifestyle as opposed to 
something they're just doing because they've got to get shredded 
before the holiday. 

Callie: Yeah, and I think that kind of topic's perfect for a membership 
site and that ongoing support element. 

Scott: Yeah. 

Callie: So, let's shift gears a little now and talk about what you're 
actually doing to grow the membership, then. What's been 
working for you when it comes to getting new members? 

Scott: Since I don't want to give too much away, but I will. Insta-story 
ads have been an absolute gem. 

Callie: Oh really? 

Scott: Yeah, on real, in terms of getting cold traffic emails for seven 
pence. 

Callie: Nice. 

Scott: So they're working really well. We've always done quite well on 
Facebook advertising stuff. We do run Facebook ads, but Insta-
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story ads, and it's the kind of ones where it's like me right in the 
camera being, "Sorry to interrupt, but if you'd like me to send you 
a free whatever, free meal plan or recipe book and so on, just 
swipe up to get it." And that converts stupidly well. That's the 
main one, is give people little tasty bits of the content that they'll 
get, and so if they sign up and they get a seven-day meal plan as a 
lead magnet, and saying, "Okay, if you'd like another, the rest of 
the days then, you need to join the membership."  

 Or they'll download a little calculator to work out their calories, 
and so on. And it'll say, "Okay, this is, what you get here is info, 
but if you'd like all the extra info, like how much fibre you need 
and all this, you'll get it within macro master, which is within the 
membership." 

 Most of it is all, in terms of paid advertising, all the paid 
advertising is just on Facebook, we're not doing Google ad wise. 
And making up content, similar kind of approach to you guys. We 
do a weekly podcast. At the end of it, there's a mention of, "If 
you'd like some more help, blah-blah-blah, join at up here." And 
the website, we're doing regular recipes, and weekly blog 
articles, and again, from there, there's various options of opting 
into a lead magnet, which will put you into the system to again, 
sell you onto the membership. Right away through to it, there's a 
direct ad for it on it saying, "Join Inner Circle." 

Callie: I like that. I think I saw when I was checking out the sales page, 
you offer a trial as an exit pop-up as well. Have you found that's 
been converting? 

Scott: That's a new one. That's only been up for a few days. But yeah, 
that has worked quite well. Again, based on the suggestion from 
what you guys were saying, the podcast of probably not offering 
a free or £1 trial, or $1 trial, to cold traffic. We offer the trial to 
people once they're on the email list. If you just go share on the 
website and try to sign up now, you'll see full-price membership. 
But yeah, we've popped in that little pop-up of, "Wait, wait up, 
don't go. How about you try it for a pound?" And then it just takes 
you on to the trial sales page, and it's working pretty well, yeah. 
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It's a good one. But it's too early to know, to say it's going to stick 
around, or it's made an X% increase.  

 But yeah, that's using optin monster, and I'm a big fan of their 
stuff, because the pop-ups convert really well for us in various 
things, and I love exit intent things. They do well. Doing an exit 
intent for the offer that they just left the page for, converts for 
us. "Oh wait, you forgot to get it." And they go, "Oh, so I did. 
Okay, I'll go and buy it." It's crazy how it works. 

Callie: That's great. And so, I have to say, I love your pricing comparison 
table on your sales page. I really like how you highlight the 
membership against different options, and alternatives like 
Weight Watchers and private physical trainer, I think it is, and 
things. I think that's excellent for showing the value members are 
getting through this membership. And I imagine that works quite 
well for you, for really highlighting to people that, "Oh actually, 
yeah, there's a lot in this and it's gonna save me some money, as 
well." 

Scott: Yeah, I think so. I suppose again, it's one of those ones you don't 
know how effective it actually is, unless you were to test it by just 
removing it. But then, you're doing that to see if it's not as 
effective. So I think it would be nice to try and maybe test the 
placement of it, maybe move it further up the page and so on. But 
that was a good, I saw that somewhere else and I thought, "Oh 
yeah, we can definitely do that." And as I said, it just shows what 
you get, and we get green text for everything versus competitors 
are not as good, obviously. 

Callie: Yeah, and I think for, you're in a very crowded niche, so anything 
you can do like that to highlight what you, how you compare to 
the alternatives, I think is a great idea. 

Scott: Yeah, thanks. I think in our niche, unfortunately, there's a lot of 
terrible, terrible advice out there. And people are now to the 
point, you say, "How did you lose weight?" They go, "Uh, low carb. 
Oh no, wait, high carb. Low fat. No low fat. Or keto, or petite six 
meals a day. No wait, somebody said I shouldn't eat six meals a 
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day, I should only eat two meals a day." It's really confusing, so 
the whole thing that we try and do is just simplify it and we say, 
"It's all evidence based, so it's actually based on the science, but 
in a language that you'll understand." And it's proven things to 
work as opposed to just, "Buy this detox supplement which is 
garbage." 

Callie: And so, once someone's joined then, what do you have in place? 
We've already talked about the private coaching element, but 
what else do you have in place to keep people coming back 
month on month? 

Scott: I've got to go right away back to that once people join, we start 
doing the bonjoro, welcome videos. And they work, again, so well. 
I feel really bad if there are competitors listening to this. 
"Bonjoro" is an absolute gem. The amount of people that email 
back or post, the first thing in the group going, "That was an 
amazing touch, thank you so much. I was totally, I didn't expect it, 
I thought that would be a general video." Regardless of what 
niche you're in, I think a personalised video is an absolute winner. 

 But then how do we get people coming back? We do, well once 
they've been through the onboarding sequence, again, like you 
guys, we'll do a weekly email of what's happening.  join the 
discussion along with they'll get a little update saying, "We're 
working on this meal plan, or we've added a new workout." And 
then there's obviously as I said, the Mastermind as well, which we 
do, and same as you guys, let people know what's happening and 
then emailing them again, saying "This is going live now, or 
submit your questions." So again, very much modelled on the 
kind of things that you guys do. 

Callie: Love it. And do you, have you found that it's been difficult getting 
people involved in the community? Because you've got a 
community actually on your site, on a forum, haven't you? Have 
you found people getting engaged in that easily enough? 

Scott: I think it's fairly standard to, if you look at percentage of lurkers 
versus those who participate, and again we're always trying to 
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get them posting, so in the welcome video that I send out, the call 
to action takes them to introduce themselves, part of the site. So 
I'm like, "Oh hey guys, welcome to blah-blah-blah-blah-blah, and 
then click below", and I'm pointing down to this button saying, 
"Introduce yourselves. It's an awesome group." I try and get 
people, while they're fresh and thinking, "Oh, I've signed up, I've 
seen this video, it's great." Get them straight, and then also in the 
onboarding emails, I'm like, "Put a face to a name, so here's how 
you upload a profile picture, so it looks better than it just being a 
silly icon there." And we'll tag people in the post to bring them in. 

 And we've got a thing called Accountability Group, so it's a 
section of the forum where we pair up people of like-minded 
goals and if they're beginners and they're just starting out, we'll 
say, "Okay, you're the three, let's be all together." And we try and 
encourage them to post every day inside their Accountability 
Group, even if it's just saying, "Oh hey, great day, stuck to the 
plan." Or, "Oh no, disaster. lunch, totally went off track." And 
again, just trying to encourage them to use that every day, even if 
it's just to say "All good." That's working quite well, too. 

Callie: Cool, and have you found that members like that accountability 
group idea? 

Scott: Yeah, I think so. It's really active, when you go into the forum first 
thing in the morning, and it's like, "Where's all the activity 
happening?" A lot of it is there and you start going through their 
Accountability logs, and their progress. We don't do a quick wins 
like you guys do, but it's the same kind of idea, of sharing success 
but also posting things you're struggling with. And the whole 
thing with weight loss is accountability, and that's what we're 
trying to sell, so if you've got three or more people in your social 
support group, you've got 176% greater chance of succeeding, 
which is an amazing statistic that's obviously based in facts that 
members stay in community, I use all the time. That's why, for the 
accountability thing, it's really important to try and get people 
making use of that. 
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Callie: Awesome. So, let's talk about life as a membership site owner for 
a minute, then. How much time does the membership actually 
take for you on a day to day basis? 

Scott: I try and log in, I try and batch it so I log-in in the morning, and 
then I log-in again at the end of the day, rather than just sitting on 
it and going throughout it. And again, because I've got Neil and 
Louise both helping out there, as well, I don't have to respond to 
every post, but I'll still read every post and like or use the actions, 
reactions there. 

 Again, I've got a really good team that's helping out, I've got really 
good developers, I've got really good people who do the 
maintenance side of things, as well, and speed optimization of 
stuff. I try and avoid getting bogged down with that, because I 
think there's so many more people that are way better at doing 
this kind of thing than I am, so okay, go and go with it so I can 
focus on turning up and supporting people and helping them out. 
Yeah, I don't just sit there wading it in, I'm productive and I'm 
also, if I'm not doing that, then I'm trying to create content like 
doing new meal plans or going to write a new workout or film 
some new videos and stuff for them. 

Callie: Cool. What content are you actually creating for the membership 
each month? Are you adding new content? 

Scott: Yeah, so workouts, I mix up ones that you can do in the gym or at 
home. We're just about to film a load of new exercises that you 
can do at home, so just more body-weight stuff, because again 
we've asked people, "What do you want?" And that's what they 
want. So we're doing more body-weight exercises. We've got a 
new meal plan going up soon, which is again going to be really 
popular. And we're working on an embedded progress tracking 
tool that again sends people emails if they haven't updated their 
weight or uploaded a photo recently. So yeah, quite a few things 
again, to just keep it fresh.  

 But again, it's trying to find that balance of giving the people the 
content so they think, "Okay this is really great, good value for 
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money," but the value isn't necessarily the content but the 
community and the support from us. Because if you ask us a 
question, we'll answer it. And you know who's gonna answer it, 
and you know it's gonna be evidence based and hopefully we've 
got the trust of people for them to realise that it's correct, to the 
best of our ability, whereas if you go on Google and type in, 
"Should I have a cheat day?" Or, "Can I take BCAAs?" The answer 
of which is probably "no" on both occasions. But we tell them, we 
explain why, and give them the evidence. 

Callie: Yeah. With that then, you mentioned that you have a team that's 
helping you. Was that team in place before the membership? 
Were those people that were helping with the business already? 
Or are these people that you've brought on board because of the 
membership? 

Scott: Yeah, they were there already, we just had to change the roles. 
We used to do in-person here in Aberdeen, like we'd work with 
people 1-on-1. They'd come and meet us, we'd go through meal 
plans, we'd do body fat measurements and so on. And since the 
membership, we've stopped all that, so we're 100% online now. 
It's again just changing the roles a little bit, for Neil and Louise, 
that they're again doing everything online. But also, I've done 
more outsourcing, as well. Not necessarily to directly work on the 
membership, but to grow the website, the Food for Fitness one, 
not the... We add memberships on a sub-domain, Inner Circle, but 
to actually grow the main website, I've actually outsourced a lot 
more because I'm thinking, "Okay, more traffic, more 
conversions, and more people will go onto the membership as a 
result." 

Callie: And so, do you, you mentioned then, about the website that's 
bringing in the traffic and things and you've got your podcast and 
your ongoing content. Do you plan all that quite far in advance 
and kind of batch that? Or do you, it sounds like you create a lot 
of things based on what your members are asking and talking 
about. 
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Scott: A bit of both, really. So for our blogs and articles and stuff, most 
of it, about 70% now, is external contributors. Sometimes people 
reach out to us and say, "Can we write for you?" But we've also 
got a pool of about 20 people who like to write for us and we do 
really, really good stuff. And sometimes, if I'm doing Facebook 
Lives, you'll see the same questions come up over and over again, 
to which I'll just email the writers, "Guys, who wants to do an 
article about whether you should do cardio on an empty stomach 
or not?" This kind of thing. So that when people do ask that 
question again, or simply just email us, being like, "Oh hey, I was 
wondering if blah-blah-blah", we're like, "Here's the article. Or 
here's the podcast interview that covers that." 

 And yes, it is often sometimes to do things again in the group of 
people. Because again, we try and get our members to consume 
our content everywhere. Get them to read the blogs, and listen to 
the podcasts. And often they'll be like, "Oh, great podcast on this, 
have you ever thought about this? You've not covered it yet." 
And we're like, "Okay." Childhood nutrition was one that we just 
did recently, and that was by request from a lot of our members, 
saying, "We'd like to know what to feed the kids." So I went out 
and found somebody who's an expert on it and she came on to 
chat about it, so yeah a bit of both. But I don't, not really batch 
content creating, like you said. It's more, yeah, non-batch. 

Callie: And do you have a free Facebook group that you use as a feeder 
for the membership? 

Scott: No, we don't. I know you guys have had that to some success, but 
it's not an option that we're going to do because again, I still 
prefer having full control over it and when we've had Facebook 
groups in the past, we found that content just gets lost. And also, 
I think the Facebook group is one that the users probably would 
rather use a Facebook regardless of what the membership was. 
They would rather use a Facebook group because it's more 
accessible and it's an interface and platform that they're familiar 
with. But for us as owners, we know that having them on our own 
land is much easier, it's easier to manage, it's easier to work for 
the integrations and so on.  
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 I think if we had the... the worries is if we give them the free 
Facebook group, and then we said, "Okay the paid option is 
actually not on Facebook", they'll be like, "Well how come we 
can't get a Facebook group?" It's trying to move that bit of 
temptation from them. That's happening. 

Callie: Yeah, that's actually what I was curious about whether, if you did 
have that free group, whether you had any kickback from that, 
with having then the paid community on. Because it seems like 
the kind of niche where a Facebook group would be popular, but 
more difficult to transition people if you then had that. 

Scott: Definitely, yeah that's why we've not done it. 

Callie: So you mentioned Facebook Lives, are you doing those just on 
your page? 

Scott: Yeah, I've started to do them a lot less since the whole Facebook 
changes in the last couple of months. Again, yeah, I was just doing 
a Q&A twice a week and it was just, I had no notes, so I was going 
by "Ask me anything." And we'd get sometimes some really good 
reach, like a couple hundred people on it. And then that sort of 
dropped down to below a hundred, and then sometimes we're 
hitting just about 50, and we're like, "This is exactly the same 
time that used to pull in hundreds of people and get thousands of 
reach, why is this happening?" 

 So again, just, "Okay, this is not the best use of my time at the 
moment." So I've changed that, and again focused more on just 
giving them the content as regular posts or videos and directing 
them back to the site, but also obviously targeting as well. Give 
you that, follow the Facebook page, you'll get hit with adverts. If 
you visit the webpage, you'll get hit with adverts. And so yeah, it's 
just trying again, pick up people or get them following you 
somewhere. 

Callie: Awesome. So what impact would you say having the 
memberships had on your life and business, then? 
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Scott: It's given me a lot more time and freedom. People won't see this 
right now, but I'm having this conversation from the garden, 
because it's a sunny day, I don't feel the need to be sat at the desk 
all the time. I find, yeah, I'm sitting behind a computer a lot less. 
Again, I said, talking more about James Schramko and sounding 
like one of his fanboys, and I suppose I am a bit. But I do like his 
"Work less and make more" approach, that's what I'm trying to 
do. Having a membership, just again, not having the pressures of 
launches each month, that's definitely the biggest one. 

 And again, just being able to see the recurring revenue. And also 
the people that you're speaking with, and helping, it's not just a 
one-time Facebook question from this person or an email from 
others, it's people who actually go on and you remember them 
and you know where they're at in their journey, and it's just nice 
having a chat with people and it's a really good group. 

Callie: Awesome. So I know the membership's still quite new. But is 
there anything you wish you had known earlier, or that you'd do 
differently if you were starting again? Or advice for someone 
thinking about starting a membership? 

Scott: I don't know if there's anything different because I think I noticed 
that really early on, like I said, without thinking, I was going to do 
Xenfolio, but then made that U-Turn. I reckon that when you're 
starting out, maybe don't just do what the one membership site 
that you're a member of does, unless it's you guys, because it's 
the best, obviously. 

Callie: Cheers. 

Scott: Yeah, cheers. I think if you're thinking about having a 
membership site, just do it, and that's all I can say, is I just wish I 
started earlier, because all the pros of a membership site will 
have you saying, "Oh this will happen when you do it, you get this, 
this and this", it's all true. And I just wish I did a lot earlier. 

Callie: So as we wrap up, then, I would love to know what's next for the 
membership. Where would you like to be in 12 months time? 
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Scott: Just with more members and less churn. I don't think we need to 
do anything drastic to that goal, "we need to totally overhaul the 
interface or changing our email providers", nothing huge 
happening. It's just giving more value, again we want to try and 
create more challenges inside it and give people a reason to stick 
around. We want to try and do some meet-ups as well, which 
we'll probably do up here in Scotland and Aberdeen. Or maybe 
we'll do a couple down south, as well, because I think that'll be a 
really good for community. 

 And yeah, just add to what's already there and like I said, that 
tracking tool, to get people using it more often rather than just 
downloading things. Possibly doing live events. We've done them 
in the past, I think they'd be quite good again, it'd incentivize for 
members, like give them front row seats and access first and 
discounts and so on. And that'd also be good just to bring people 
in.  

 And also another thing that I was hearing about on Russel 
Brunson's podcast, was talking about creating swag and merch to 
really unite a community and people have asked us, do we do T-
shirts and hoodies and so on, and I was like, "I can't create more 
stuff to sell to people", but then I found I can print and post on 
demand and not have anything to do with it. So we're getting 
some T-shirts, and so I'm designing, to again try and unite people 
and just make them really feel like they're part of a group, 
because like I said earlier, for this nature of weight loss, the group 
is key. The more people that know that you're doing it and have 
got your back, there's a lot less chance of you falling off the 
bandwagon. 

Callie: Awesome, yeah. I like that swag idea, I'm a big fan of that. Any 
swag if you can. So, just one last question, actually. You 
mentioned there about doing meet-ups and things like that, and I 
know you price in pounds. Do you find that most of your 
members are UK based? 

Scott: Yeah. Because it's weight loss and we talk about kilos, and when 
we're doing our recipes, we're talking about again, grammes and 
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kilos and millilitres and so on, find that most of our audience is 
UK, Ireland, Australian, New Zealand, and there are a few from 
the States, but a lot less. So again, looking at the nature of weight 
loss and the obesity crisis, it's so wide-ranging, we don't feel that 
we need to try and attract absolutely everyone from everywhere, 
because there's a lot of people who need our help already in the 
UK and Ireland and those markets that we're already reaching. 
So yeah, that's a good question, that's why things are in pounds, 
that most of the audience are UK based with some Aussies and 
Kiwis and people from Ireland, too. 

Callie: Great. So, if someone wants to check out the site, find out more 
about you, maybe even join the membership, where's the best 
place for them to do that? 

Scott: Just go onto FoodforFitness.co.uk. 

Callie: Nice and simple. I'll make sure that's in the show notes, as well, 
for people. 

Scott: And if they want a class, fill out a plug for the podcast, because 
people are, again, a marketing tip I have is, meet people where 
they're at. If you're on Facebook, send them to a Facebook page. 
If you're talking about something on Instagram, get them 
following Instagram. If you listen to a podcast, then you like 
podcasts, Food for Fitness podcast, lots of healthy stuff there. 
And hopefully we can build a relationship, and you think, "I like 
that guy, I'll go try his membership." 

Callie: Awesome. And yeah, I'll put the iTunes link for that, as well, in the 
show notes for you. 

Scott: Perfect. 

Callie: So yeah, thank you so much for joining me today, Scott. It's been 
great to hear a little more about the membership, and I know it's 
still early days, but it's great that it's gotten off to such a strong 
start, from the sounds of it. And it's all going really well for you. 
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Scott: Well, thank you. Like I said at the beginning, if it weren't for you 
guys, it wouldn't be anything like it is, it wouldn't look like it does, 
it wouldn't have the content. I wouldn't have probably managed 
to launch it when I did. I probably wouldn't have nearly the 
amount of people that are on it, so the service you guys provide is 
genuinely the best thing that I've subscribed to for this, for what I 
need it for, so hats off to you guys. 

Callie: Well thank you. And I'm really looking forward to watching that 
membership go from strength to strength, the rest of this year. 

Scott: I hope it does. 

Callie: I'm sure it will. And yeah, so thank you so much, Scott. 

Scott: Pleasure. 

Callie: And that's all, folks. A big thank you to Scott for joining me on this 
episode and sharing his experiences with us. I love that even in a 
crowded market, Scott is able to do things a little differently than 
the competition, and I particularly like that he's focused on the 
UK market rather than trying to appeal to everybody. 

 Scott's membership is already off to a great start, and is only 
going to grow from here on, I'm sure. Do check out his site at 
FoodforFitness.co.uk, and I particularly like the pricing 
comparison on his sales page, so check that out for a few ideas. 

 If you'd like to pick up the transcript for this episode, or view the 
show notes, then head on over to the 
MembershipGuides.com/BTM15. And I'd love to hear your top 
takeaway from this episode, too, so let me know your thoughts 
over at TalkMemberships.com. 

 Thanks for tuning in, and I'll be back next week with another 
episode of Behind the Membership, so I will see you then. 

Speaker 2: If you've enjoyed today's episode of Behind the Membership, we 
invite you to check out the MembersSiteAcademy.com. The 
Members Site Academy is the essential resource for anyone at 
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any stage of starting, growing and running a membership 
website. So whether you're still figuring out what your idea's 
going to be, or whether your website is already up and running 
and you're just looking for ways to grow it and attract new 
members, then the Members Site Academy can help you to get to 
the next level, With our extensive course library, monthly 
training, exclusive member-only discounts, perks and tools, and a 
supportive, active community to hep you along the way, with 
feedback, encouragement and advice, the Member Site Academy 
is the perfect place to be for anyone looking to start, manage and 
grow a successful membership website. So check it out, at 
MembersSiteAcademy.com. 

 


