
 

 

 

Mike Morrison: Welcome to Episode 133 of The Membership Guys podcast. I'm you're host, 
Mike Morrison. This is the place to be for membership site tips and advice. 
Thank you so much for downloading this episode. I truly, truly appreciate 
you spending a little part of your day with me. Very, very grateful for all our 
awesome listeners, for your support of the show.  

 Today, I'm talking about four simple ways of delivering massive value to 
your members. Now, we all know that memberships are a value exchange. 
You want people to pay you on an ongoing basis, you need to deliver value 
on an ongoing basis. It's a mantra that any long-term listeners will have 
heard me banging the drum for over and over again. You've got to give 
people a reason to stay subscribed.  

 Now, very often, that value exchange, the value that you provide, typically 
comes in the form of creating content and serving your community, so 
putting out deliverables like courses, tutorials, this, that, and the other, as 
well as showing up every day, answering questions, helping people out 
inside your forum or your Facebook group. But there are definitely ways in 
which you can deliver value to members that don't involve you sitting down 
and churning out a piece of premium content. Actually, some of the biggest 
value that you can deliver comes from pretty small, pretty quick, easy, 
simple tactics. We're going to talk about four of those in today's episode.  

 The first of those is to find a way of giving your members a quick win. Now, 
so often, membership site owners are focused on solving huge problems. 
We want to teach someone how to master this big strategy, or this piece of 
technology, or this musical style. Then, actually, we overlook the fact that 
most of our members have little niggling problems, little, very specific, very 
small hurdles that they want to get over that, perhaps, will never come on 
your radar because they don't justify creating a three-hour long course for. 
Now, these small wins, these opportunities to provide a very quick win ... or 
perhaps you are aware of these sort of little problems, these little 
challenges, but maybe you think that they're too small for your membership 
site to focus on.  

 



 

 

 

 However, if you can prove to people that you can solve a small problem, 
they're more likely to trust you with their bigger problems, and so they're 
more likely to get engaged and to value their membership site. 

 As an example, I'll talk about what we do inside Member Site Academy. We 
actually have an entire type of content called Quick Wins. Now, these are 
maybe 15 to 30-minute long, at most, tutorials that zero in on a very specific 
thing. That could be a very specific technical thing. As an example, a Quick 
Win tutorial we released a couple of weeks ago was how to add a survey 
into your MemberPress cancellation process. Now, that is really, really 
specific. We're not going to do a whole course on it because it's not a big 
enough subject to require a course. It's also not a relevant enough topic to 
justify creating a piece of content that's going to take us weeks and weeks of 
planning and recording and so on.  

 But a 15 to 20-minute long tutorial, yes, this is only going to help a small 
percentage of our member base, but actually, it's quick enough to produce 
that it justifies only being relevant to a smaller amount. But for the people 
who it's relevant to, this is massive value because the ability to do what this 
Quick Win tutorial enables you to do can have massive implications. We're 
delivering massive value through a very simple, very easy-to-create method 
of actually serving our members. We've got a whole bunch of these little 
Quick Win tutorials. I love the idea, and so too do our members, by the way, 
based on the feedback. This has been, without doubt, one of our most 
popular features since we introduced it in the academy.  

 I love the idea of someone going into our list of Quick Wins and thinking, 
"Wow, I can't believe there's actually a tutorial for this thing. Let me sit 
down and go through it," and 30 minutes later, we've helped them get one 
step closer to where they want to go or to fix or solve just one little thing 
that's been bugging them for months and months and months. Those kind 
of Quick Wins are absolute gold. Of course, if you can solve lots of these 
smaller problems, then the value that that delivers to your members is huge. 

 Think about your own member base and, for a minute, just step aside from 
the big, obvious problems that your membership aims to solve. Think about 
what just little minor irritations, little niggles, little things that are stuck in 
the craw of your members that it would just be fantastic if you could give 
them something to watch or some activity to complete for 10, 15, maybe 
even 30 minutes, that would just enable them to cross it off the list. You're 
bound to have a whole bunch of these things in your member base. If you 
don't know what they are, ask your members. Not every problem you need 
to solve needs to be a huge one, so if you can create some way in your 
membership to provide that quick, small win to your members, then I can 
guarantee your members will thank you for it because it's a great, simple 
way of delivering massive value to your members. Provide quick wins to 
those small but significant problems.  

 Second simple way of delivering massive value to members is to provide 
opportunity, more specifically, opportunity to be featured on your platform.  



 

 

 

 If you're doing any form of content marketing, if you're blogging, you're 
podcasting, try to find ways in which you can provide an opportunity to your 
members to be featured in some way on your podcast, included in some 
way on your blog or your Facebook Live stream. If you're interviewing 
experts, for example, on your podcast, could you tap into your member base 
to bring people onto your show? If your member base are, perhaps, more 
beginner level and don't have the sort of experience or the background that 
you typically would have for your expert guests, perhaps what you could do 
is, one episode out of every four, you could make it a non-expert session.  

 You can make it a member spotlight session where, actually, you get them 
on to share their story. Through having a conversation about what they're 
doing, and their background, and about how they're involved in your 
membership, that naturally and organically promotes your membership 
anyway, so it's a win-win. You're providing value to members by giving them 
an opportunity to be on your platform and to get their name out to a wider 
audience but, at the same time, you're also getting that big member win 
because you're providing social proof for your membership, and you're 
getting lots of mentions about the benefits of your membership and what's 
inside your membership without it being overtly a promotion for your 
membership site. 

 Now, providing this sort of opportunity, whether it is to be on your podcast, 
maybe it's to get up on stage and speak for 5 or 10 minutes at your live 
event, perhaps it's publishing case studies where, again, you only select 
from your current members as the basis for what you're going to write in 
your blog articles. All of this sort of stuff, if you have the exclusivity around 
that opportunity, then again, that's a big, big value-add for your 
membership. Just try and look for any angles where you can give people that 
platform as a benefit of being a member. Doesn't cost you much, and it 
doesn't really take much time or much effort on your part in order to deliver 
this massive amount of extra value to your members.  

 The third bit of low-hanging fruit in terms of tactics you can use to deliver 
that massive value for very little effort is to provide priority or early access 
to anything else that you're doing. I'm always a big fan of the idea that your 
members will always get preferential treatment over any other people in 
your audience. If you've got a live event coming, your members should be 
given first dibs on tickets. They should also get it at a slightly discounted 
price. It doesn't need to be a massive discount, but they certainly should get 
a little preferential rate and get it earlier than anybody else. If you're 
releasing a new book, your members should be able to pre-order it or 
maybe even get a sample before anybody else or, possibly, get an actual 
copy before it goes on general sale.  

 Going back to that opportunity to be on your platform that we talked about, 
if you're looking for guests of a particular nature, then your first port of call 
for that should be to your membership. Only if you don't fulfil your needs 
from within your membership should you then go out to your email list, your 
Facebook group, and so on.  



 

 

 

 Again, it's just getting in this habit of always making sure that your members 
are top of your list in terms of preferential treatment, that they get priority 
access. They get early access. They always get first dibs, and they always get, 
wherever feasible, a preferential rate compared to the general public. Again, 
this adds a massive, massive benefit of being in your membership.  

 In fact, if you're doing a lot of live events or you're selling a lot of physical 
products or something like that, that is a huge, huge feature of your 
membership. Members will always get 10% discount on tickets for all of our 
events. Members will always get priority access. There's entire loyalty 
programmes and membership organisations that are centred solely around 
providing priority access to a variety of different things, so it makes sense, if 
you have other stuff going on within your business that you would 
potentially look to sell or involve your members in, that these guys should 
be your priority.  

 This is something we do in our own membership. When we do workshops, 
when we do Mastermind Days, our members, they're the first ones who get 
the opportunity to book. They get it at a cheaper rate. In fact, in the past 
where we've run workshops or Masterminds, we've actually had occasions 
where they never actually opened up to the public because all of the spots 
were taken by members, and so we never even went beyond promoting it to 
the membership. But then, of course, we got that double dip. We got that 
extra marketing win by going out there in social and saying, "Well, we had 
planned today on opening registration for our workshop. However, we 
always give our members first dibs." There's the marketing win because 
you're selling the exclusivity to non-members. You're saying, "You guys 
missed out. Our members always get first dibs. It's always a priority. These 
guys are always in there first."  

 You get double benefit there. One, you get that massive extra stream of 
value to your members by them knowing that they will always be first in 
line. They'll always get it a little bit cheaper. Also, you get that marketing win 
of being able to talk about the fact that, "If you want first access to my stuff, 
if you want to make sure that you're even in with a shot of getting a copy of 
my book or booking into an event or whatever, you've got to be a member." 
That's method number three of delivering massive value to your members. 
Again, with all this stuff, there's marketing wins on the other side of it as 
well.  

 Final way of delivering big value is to be a connector. Connect members up 
with each other. Sometimes, one of the most frustrating things will be to 
find the right person to satisfy a particular need in your business, or in your 
personal life, or with your hobby. It might be looking for an accountability 
partner or a practise partner. Might be looking for a supplier, or a mentor, 
or someone with particular skills and expertise. As the leader of your 
membership community, you're probably going to have the widest view of 
who's in your membership. You're going to have private communications 
with members.  



 

 

 Chances are, in those early days, if someone joins your site, you're probably 
going to see if they provide any information that will enable you to just get 
to know a little bit more about them. Maybe if you've got their social media 
Twitter handle or something like that, you might have a quick look and just 
get an idea of who's joined your membership so you have a better idea of, 
first, how to serve them, but second, a better, broad idea of what sort of 
skill sets and what sort of personalities and abilities and all that sort of stuff 
exists in your membership. Use that position to the benefit of your 
members.  

 If you know that there's someone, maybe two or three people in your 
membership, that could help other people, bring these guys together, either 
publicly within the membership itself or privately. You don't have to answer 
every question that's posted in your community. If you know that there's 
someone else who would have insight that maybe you don't have, or maybe 
even you do have but you just want to get away from this idea that the 
definitive answer to every question has to come from you, tag these guys if 
you're in a Facebook group or if you're using forum software like IP Board or 
Xenforo that lets you tag other members. Somebody's asked a question 
about Facebook Ads, and you're not a Facebook Ad specialist, but you know 
that there are two or three people who know what they're doing with 
Facebook ads in your membership, tag those guys instead of trying to 
answer the question yourself.  

 If someone is looking to hire a Facebook Ad specialist, introduce these 
people. If you know that there are members from a similar geographical 
area or in a similar industry, and they could learn from each other and 
maybe even connect offline, try and facilitate that. It just requires you to 
have that ear to the ground in terms of who's in your membership. If you 
don't have the time or the capacity or the ability to do that, then that's 
where you might hire a community manager who can have, as part of their 
role, the responsibility to actually just maintain a good overview of who's 
who and to be on the lookout for opportunities to connect people. Being 
that sort of connector, fulfilling that role for your members, can be 
massively, massively valuable, even if just to save them time in finding the 
right person or to save them from getting burned by choosing the wrong 
person, or even just bringing people together. Ultimately, that's what your 
membership is largely about anyway, so if you can grease the wheels of that, 
then that, again, is a huge value-add for your members.  

 Those are just four simple ways of delivering massive value to your members 
that don't require you to sit down and grind out a two or three-hour long 
course or to go on on a live webinar for 90 minutes. These are quick, simple, 
easy things you can do that can have a massive impact in terms of how 
much value someone gets from your membership. Look for ways to provide 
quick wins to the smaller problems that, while small, can still be significant 
and can definitely give you a massive amount of good will if you want to 
help people tick those boxes. Maybe even turn it into a type of content 
deliverable like we did with our Quick Win tutorials inside Member Site 
Academy. Number two, give people the opportunity to be on your platform 
that otherwise wouldn't be available to non-members. Number three, make 
sure you're giving priority preferential access and rates and pricing to 
anything else that you're doing to your members.  



 

 

 

 Finally, become a connector for your member base. Bring people together 
and embrace that as part of your role as community leader. 

 Okay, hopefully, that's been useful. Hopefully, even just one of those things, 
if you're not doing it already, I do hope I've given you some inspiration, 
some motivation to look into ways in which you can use some of this that 
we talked about, even just one of them, as a way of adding more value to 
your membership site. It makes sense. This stuff really is the low-hanging 
fruit in terms of opportunities to really help out your members without 
needing to put in hours and hours of extra time yourself. It's a no-brainer.  

 Go ahead, do it, and let me know how you get on. Shoot me a tweet 
@membershipguys, or let me know inside our free Facebook group 
talkmemberships.com, or look it up on Facebook, Membership Mastermind. 
You'll find our group, six-and-a-half thousand members in there, including 
myself and Callie. I'm just waiting to hear from you about which of these tips 
you're going to put in place in your own membership. 

 That's it from me for this week. Thank you so much for joining me on the 
show. Truly appreciate each and every one of you. If this was your first 
episode and you've liked what you've heard, go ahead and hit Subscribe in 
whatever software you use to listen to the episode. While you're there, why 
not leave a nice little five-star review? It doesn't have to be five stars, but if 
you're thinking of three, even if you're thinking of four or lower, just move 
on. You don't need to post a negative review. If you've got five stars in you, 
go ahead and hit that. Let me know what your main takeaway from the 
episode has been. I would truly appreciate it. Thank you guys so much. 
Thanks again for joining me. I'll be again next week with another instalment 
of The Membership Guys podcast.  

 

 

 

 

https://itunes.apple.com/podcast/the-membership-guys-podcast/id1022495556?mt=2

