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Mike Morrison: What’s up everyone, welcome to episode 167 of The Membership Guys podcast, the 
show for proven prodigal tips and advice on growing your successful membership. I’m 
your host for the show, Mike Morrison, one half of The Membership Guys. We’re doing 
something very special for the next three weeks. Now, six or seven months ago, we did 
something for the very first time here on The Membership Guys podcast. We reached 
back into the archives of the show. 

Mike Morrison: Now, this show has been running now for 167 episodes as of today. That’s over three 
years of weekly membership advice. While that’s obviously awesome and it’s creat-
ed - without question - one of the most comprehensive resources for membership site 
owners out there, there is not much chance that you’re going to sit and binge listen 167 
episodes. The thing is, there is some serious gold all the way back in the archives. 

Mike Morrison: What we’re gonna be doing here on the show is, every six or seven months, we’re gonna 
dip back and pull out the best episodes from years gone by and bring them back to your 
attention. It’s also an opportunity to update any thought or to add any little side notes, 
or to let you know if our thinking has changed on stuff. At the very least, it just ensures 
that you are not missing out on some of, the knowledge bombs that we’ve dropped over 
the past three years of The Membership Guys podcast. 

Mike Morrison: For the next three weeks, we’re gonna be featuring three of the best, most useful epi-
sodes from previous years, starting with this week’s episode, which is all about how to 
decide, which content should be free, as part of your content marketing strategy, and 
which content should be reserved for inside your membership. 

Mike Morrison: Now, membership sites comes in all shapes and sizes. The type that we primarily deal 
with here, on The Membership Guys podcast, consists mainly of content and commu-
nity. A lot of what you’re selling is content. Coupled with that, we found that content 
marketing, blogging, podcasting, doing live video, running a YouTube channel, that sort 
of stuff, is one of the best ways to promote a membership website. That creates a little, 
bit of a challenge, a little, bit of a dichotomy between the free content and the paid 
content. It can be a struggle to figure out which side of the line your content should sit 
on. What should be free? What should be a blog or a podcast and the like. What content 
should comprise your paid membership, should be your courses, your workshops, stuff 
that only your paying members get access to. 

Mike Morrison: All the way back in episode 37 ... This is over two years ago, I tackled that subject. I 
looked at some of the things that you need to consider when deciding whether, or not 
your content should be free or paid. Let’s travel back into the archives, and dig in to 
how you decided between free, versus paid. 

Mike Morrison: The line between free content and paid content is always moving. Some people will ad-
vocate that you give all of your best content away, while others will tell you to give all of 
that good stuff locked away behind your membership site, or inside your online course. 
It’s very difficult to know which way to turn, when you’re creating content, you know 
that it’s good, but you don’t know, “Is this good enough to put into my membership site, 
as member exclusive content, or have I just written a really good blog article.” 
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Mike Morrison: Now, in some cases, the difference between what you offer for free and what you offer 
paid is obvious. For most people, a five minutes podcast is quite clearly free content. A 
five hour long course is quite clearly, paid membership only content. Now, if you’re Seth 
Godin, or if you’re some of, the major industry influencer, or celebrity, or bigwig, then 
obviously there’s more of a premium on those five minute long podcasts, particular, we 
give Seth Godin as an example there. People like Seth, who doesn’t actually put out a 
great deal of lengthy, free content. 

Mike Morrison: Seth Godin isn’t putting up videos on YouTube, isn’t putting out podcasts, isn’t blogging 
these massive long, how-to articles on his blog day-in, day-out. When Seth Godin offers 
a five minute long podcast, then there’s gonna be a higher value attributed to that. He 
could very well include that in a paid membership site. For you and I, then that’s often 
not going to be the case. Like we said in a lot of cases, the difference is obvious. There 
are certainly situations and they’re are certainly circumstances, topics, markets, what 
have you, where it’s a little, bit more blurred. 

Mike Morrison: The key really is to remember that as a membership site owner, you’re not selling 
content. You’re selling solutions to a problem. Now, that solution may involve content. 
It may involve courses, it may involve eBooks, it could involve videos, audios, what have 
you. All of that is just a conduit through which you provide the solution to a problem. 
While it might be content, it might be a tool, or it might be a piece of software or a 
resource or some downloads. It might just be community or support. It might not actu-
ally content at all. The content side of things may just be supplementary to the actual 
solutions that you’re providing.

Mike Morrison: Now, when it comes to free content, you’re kind of doing the same. You’re kind of still 
providing solutions to a problem. It’s just the problem that you’re addressing are typ-
ically smaller in scope. All the solutions that you provide are typically are the broader. 
You may be providing a broad glimpse, or a surface level amount of coverage of the 
solution. Either that or, maybe just drilling down into one very small, specific part of 
the problem. You typically won’t be going massively in-depth. Quite often, your free 
content will cover the what or cover the why of a particular strategy, or technique or 
approach or situation. It’ll not necessarily delve into the how. 

Mike Morrison: As an example, on The Membership Guys blog, we have a full review of member press, 
which is one of our favourite pieces of software. We go in and out of the different fea-
tures that it has, why that might be beneficial to use a membership site owner, why we 
really like it, and why certain features help you on the strategy in the marketing side. 
We don’t actually go so far as to show you step-by-step, how you would then, instal and 
set up and configure that software on your membership site. 

Mike Morrison: We do have a course that does exactly that, but that’s within our paid membership site. 
Again, there, through the review that we’re providing of this piece of software, we’re 
giving you the what, we’re telling you what member press is, what it can do. We’re 
giving you the, why. Why these features are also good, why they’re beneficial, why you 
may wanna use that software. When it comes to the how-to, the how of using that soft-
ware, that’s kept for our paying members. 
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Mike Morrison: In most cases, that’s the kind of divide that you’ll have. That’s the distinguishing factor 
between your free content and your paid content. Often your paid content will not only 
be more in-depth, it’ll also sometimes be tailored specifically to a portion of your audi-
ence, or even individually tailored. If you’re doing Q&A’s, if you’re doing some sort of 
assisted facilitation of the advice of the strategies, or the techniques that you’re teach-
ing, then that’s going to be content that is customised and tailored to the reader, or the 
student in a way that your free content simply won’t be. 

Mike Morrison: Remember as well, when it comes to your membership site, it’s not just about the type 
of content you’re providing. There’s also the convenience factor to it as well. If you 
think about the blog articles you’re creating, or the podcasts you’re releasing, the You-
Tube videos you’re doing, what have you, if you think about those, as pages in a book ... 

Mike Morrison: Now, if you told somebody they had to wander around the library and pick up all the in-
dividual pages, one-by-one, read them individually, put them back where they were and 
so on, then they probably wouldn’t waste their time in there. If you offer them a book 
with all of, the pages combined together, then they’ll pay you for the convenience. Even 
in situations where your content isn’t necessarily massively different from the sort of 
free stuff you might be putting out, the simple fact that you’re providing convenience ... 

Mike Morrison: This kind of comes down to where we see questions from people, where maybe they 
have a course, showing you how to perform a particular activity. Maybe somebody 
could actually just research and find out how we do that for free online. We get asked 
questions of, “Why would somebody pay for this content, when if they spent half an 
hour or an hour doing a bit of research on Google, they could find out how to do all of 
this stuff for free. 

Mike Morrison: The answer is, convenience. You’re providing all of this stuff to them, within one conve-
nient location and within the context of other useful content, and other useful resourc-
es, and also with a degree of access to you and with the community. Again, it’s not just 
about the content. It’s about the context that, that content is presented in. As we said, 
there are a lot of cases where the difference between your free content, your paid 
content will be very obvious. If you are having problems, if you’re still not sure, there 
are five questions that you can ask yourself to get a better handle on whether a piece of 
content that you’ve created should be free, or should be paid membership content. 

Mike Morrison: The first thing you need to ask yourself is, what problem does this piece of content ac-
tually solve? How does that relate to the main problems or the core concerns that your 
target market are going to have. How big is the actual problem, or how important is it 
to your audience, to your reader, to your member or what have you. What value does 
having this problem solved, adds to this person’s life. 

Mike Morrison: If you are providing through your content, a solution that is going to double the house-
hold income of one of your readers, or one of your members, then obviously that’s 
gonna be worth far more to them, than if the problem you’re solving is simply, how to 
pick out the right dress for the next business meeting, something which, by comparison 
is worlds apart. 

http://www.themembershipguys.com/167


5 W W W . T H E M E M B E R S H I P G U Y S . C O M / 1 6 7

Mike Morrison: You also need to ask yourself, how comprehensive is the solution that you’re provid-
ing? Again, let’s use the example of doubling the income of one of your readers. Now, 
if that’s a problem, if the problem is how do I double my household income, then that’s 
a huge, huge problem. That’s a huge, huge thing of value to your reader. If the solution 
providing, if the piece of content you provided, to address that problem is simply seven 
tips to help you to increase your income this year, and it’s an 800 word, long article and 
it’s broken down into seven short, bite sized tips, then realistically, just that alone isn’t 
going to get the job done. 

Mike Morrison: It’s not actually a comprehensive solution. You’re giving people a glimpse of the solu-
tion, a surface level amount of coverage. Obviously, that’s something that isn’t really 
going to have direct intrinsic value to people. Of course, that’s something that’s more 
proper for your free level content, you’re teasing them with the solution that you have. 
Hopefully, you’d have something far more comprehensive locked away inside your 
membership site. 

Mike Morrison: You also need to ask yourself, whether there’s any level of exclusivity to this piece of 
content that you’ve created. If you had written the only guide to a particular technique, 
that is available anywhere ... If you’ve come up with something completely unique, com-
pletely exclusive to you, then again, that’s a bit more motivation to have that as a paid 
asset, rather than simply giving away for free. 

Mike Morrison: Finally, how tailored is this piece of content? If you’ve created something that’s very 
specifically relevant to one of your members or small group of your audience, then 
again, that might be something that is offered as a paid service, or as a paid piece of 
content, rather than something that you’ve written that’s designed to appeal to the 
broader segment if your readers. 

Mike Morrison: All right guys. Hope you found that trip into the archive to be a useful one. The thing 
to remember is, there’s no real, right or wrong answer here. The line between free and 
paid is largely arbitrary. It very much depends on your topic, your audience, your style, 
the nature of your membership content, how much value you wanna give away for free, 
and how big a part of your membership offering content actually plays. 

Mike Morrison: For a lot of memberships, they true value as we’ve said, isn’t in the content, it’s in 
the support, it’s in the community, it’s in access to you, it’s in being surrounded by 
like-minded people, who support you, pat you on the back, keep you accountable and 
all of that sort of stuff. Keep all of that in mind. Use some of, the tips we’ve given you 
in today’s episode to help you figure out whether your next piece of content should be 
free, or whether it should be paid. 

Mike Morrison: I do hope you enjoyed our trip into The Membership Guys vault. Hopefully, it’s been 
useful for you. We’ll be back in next week, with another of our hand picked best episode 
from years gone by of The Membership Guys podcast. 
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