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Membership	Multipliers		

	August	Coaching	Call		

Scott	Whitaker 

	

Scott	Whitaker:	 	Hey	we	wanna	welcome	you	to	this	month's	Membership	Multipliers	
coaching	call.	My	name	is	Scott	Whitaker.	You	guys	know	me	by	now,	but	
we	do	have	some	new	people	joining	us,	so	I	wanna	always	welcome	our	
new	members.	If	this	is	your	first	call,	or	you've	been	on	many	of	our	calls	
before,	this	is	how	it	works:	We	will	have	a	time	of	coaching	here	in	the	
beginning.	I've	got	three	specific	sessions-	I'll	share	more	with	you	about,	
plus	I've	got	a	bonus	I	just	added	in,	if	we	have	time.	It	all	depends	on	the	
Q&A,	but	we	will	have	a	Q&A	here	at	the	end	of	our	call.	Emily,	my	
assistant,	she's	here	with	us	and	she's	making	everything	happen	in	the	
background.		

	 I	am	actually	calling	in	from	Nashville,	Tennessee.	So,	if	you've	ever	been	
to	Nashville-	It's	a	great	place.	I've	been	here	a	few	times,	but	I've	gotta	
tell	you	if	you	ever	go	to	Nashville,	you	have	to	go	to	the	Loveless	Cafe.	
Loveless	Cafe.	They	have	the	best	biscuits	you	will	ever	have.	So	I've	been	
there	now	...	this	is	maybe	the	third	or	fourth	time	that	I've	been	there.	I	
try	to	go	there	every	time	I	come	to	Nashville.	My	wife	actually	was	able	
to	travel	with	me	on	this	trip,	and	so	I	told	her	"Listen,	we're	gonna	get	
up	and	we're	gonna	go	to	breakfast	at	the	Loveless	Cafe"	and	it's	off	the	
beaten	path	a	little	bit.	It's	not	in	downtown	Nashville	or	anything	like	
that,	but	...	we	went	there.	We	had	a	phenomenal	breakfast.	They	have	
this	thing	called	the	biscuit	sampler.	You	choose	four	different	types	of	
biscuits,	whether	you	want	ham	or	barbecue	or	chicken	or	bacon	...	on	
your	biscuit.	It	was	phenomenal.		

	 Then,	since	we	are	here,	my	wife	posted	on	Facebook	"Hey,	where	
should	we	go	to	eat	in	Nashville?"	So,	if	you've	ever	heard	of	hot	chicken,	
which	is	a	Nashville	kind	of	...	curation	of	chicken.	Basically	it's	some	
spicy-	There's	an	interesting	story	on	that.	It's	Hattie	B's	Hot	Chicken.	
Hattie	B-	I'll	share	this	just	brief	story	as	people	are	still	joining	in	on	our	
call,	but	Hattie	B	was	married	and	her	husband	was	cheating	on	her.	So	
she	figured	"You	know	what?	I'm	gonna	take	his	favorite	fried	chicken	
that	I	always	make,	and	I'm	just	gonna	throw	all	of	these	spices	into	it	to	
just	try	to	burn	his	mouth	like	crazy	and	get	some	revenge	on	him."	Well,	
it	turns	out,	she	threw	every	spice	at	that	chicken,	made	it	up	and	he	
loved	it!	It	was	the	best	thing	he	had	ever	had	and	from	that,	ended	up	
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coming	Hattie	B's	Hot	Chicken.	I	mean,	a	strange	thing-	Strange	origin	
stories	on	all	this-	but	that's	how	the	Nashville	hot	chicken	got	started.		

	 Enough	about	my	rambling	about	Nashville.	It's	a	great	city.	I've	enjoyed	
my	time	here.	I	was	actually	here	for	a	mastermind	group	of	
entrepreneurs	and	business	owners.	If	I	get	a	chance	toward	the	end	of	
our	call,	I	will	share	with	some	of	you	my	lessons	I	had	learned.	If	I	don't	
do	it	this	time,	I'll	make	sure	that	we	get	it	next	time	in	our	coaching	
session	because	I	really	want	you	all	to	have	these	lessons.	There	were	
entrepreneurs,	all	different	types	of	businesses	and	business	sizes,	and	it	
was	a	great	event.	

	 So,	having	said	that	and	given	everybody	enough	time	to	get	on	our	call,	
let	me	just	remind	you.	We're	gonna	do	three	sessions	here.	I'm	gonna	
give	you	a	little-known	Facebook	hack	that	you	can	use	to	get	more	
members,	and	it's	free.	It's	a	little-known	Facebook	hack	and	...	I've	
shared	it	with	a	couple	of	you.	Just	trying	to	help	you	out	further	and	I	
said	"You	know	what?	This	is	something	that	everybody	needs	to	know	
about."	And	I	will	share	with	you	so	...	We'll	do	that	and	then	I'm	gonna	
tell	you	how	to	get	paid	while	you	market	your	membership.	How	to	get	
paid	...	I'm	gonna	share	with	you	my	marketing	funnel	that	I'm	using	that	
is	getting	me	a	return	on	my	investment	and	helping	pay	for	my	
marketing.	Then	I'm	gonna	give	you	a	membership	mistake	from	the	
trenches.	I'm	gonna	share	with	you	how	one	of	my	private	clients	really	
screwed	up	and	how	they	and	how	you	can	avoid	the	same	mistakes.	
Then	after	that,	we'll	do	Q&A	and	then	I'll	go	into	the	bonus	session.	

	 So,	let	me	say	normally,	when	I	get	on	our	calls,	I'm	telling	you	to	turn	off	
your	Facebook,	turn	off	your	cellphone,	turn	off	your	email	and	all	of	
that,	but	if	you're	at	your	computer-	I	can't	believe	I'm	gonna	do	this.	If	
you're	at	your	computer,	I	want	you	to	pull	up	Facebook.	So	I'm	gonna	
show	you	this	little-known	Facebook	hack.	So	if	you	go	to	Facebook.com,	
as	if	everybody	didn't	know	what	that	website	address	is.	Then,	in	the	
search	bar,	here's	what	I	want	you	to	do.	I	want	you	to	search	for	
"Membership	Multipliers"	...	So	if	you	go	in	and	search	for	"Membership	
Multipliers"	and	then	you're	gonna	see	a	page	there	with	my	image	on	it.	
It's	Membership	Multipliers	Consulting	Agency.	Now	this	is	if	you're	on	
your	desktop.	Okay?	If	you're	on	your	mobile,	I'll	show	you	in	just	a	
moment,	but	if	you're	on	your	desktop,	then	you	pull	up	the	Membership	
Multipliers	page.	Then,	on	the	left-hand	side,	you	see	where	it	says	
Home,	Reviews,	Shop-	all	that	sort	of	stuff?	Then	it	goes	all	the	way	
down	there	and	it	says	Info	and	Ads.		

	 Info	and	Ads.	You	click	that	button,	on	Info	and	Ads,	and	then	you're	
going	to	see	"Here's	my	active	ads	for	Membership	Multipliers."	I'm	
gonna	ask	don't	click	my	ads.	I'm	gonna	show	you	my	ads	and	I'm	gonna	
show	you	where	those	pages	go,	but	don't	click	my	ads	because	I'm	not	
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sure	if	it	goes	into	my	Facebook	marketing	budget	or	not.	I	have	to	ask	
my	Facebook	person	on	this,	but	here's	the	Facebook	hack:	Is	you're	able	
to	see	the	Facebook	ads	that	your	competitors	and	other	people	in	your	
niche	are	actually	out	there	using.	So,	let's	say	you're	in	the	real	estate	
niche	and	you	know	some	other	people	who	are	doing	similar	things	to	
what	you're	doing.	You	can	go	to	their	page.	You	can	pull	up	their	info	
and	ads,	and	then	you	can	see	the	actual	ads.		

	 Now,	if	you're	on	your	mobile,	if	you're	on	your	cellphone-	maybe	even	
tablet,	I	didn't	try	it	on	tablet-	but	if	you're	on	your	mobile,	you	go	to	
Facebook-	You	pull	up	the	Facebook	app-	then	you	can	search	for	that	
page.	Then	when	you	pull	up	that	page,	on	the	banner	image	in	the	
bottom	right-hand	corner,	there's	a	little	eye.	If	you	click	that	eye,	and	
then	click	Active	Ads,	you'll	be	able	to	see	this	same	page.	So	whether	
you're	on	your	mobile	or	whether	you're	on	your	desktop,	you'll	be	able	
to	see	these	ads.	Now,	you'll	be	able	to	see	what	people	are	doing.	You'll	
be	able	to	see	how	many	ads	they're	running	and	all	the	different	copy	
there,	so	you	see	the	different	ads.		

	 I'll	tell	you,	by	the	way,	the	ads	with	my	group	shots-	my	seminar	shots.	
Those	are	actually	the	best	performing	ads,	so	that's	why	you	see	a	few	
of	those	ads	there	where	they	are	seminar	shots.	Some	of	them	live,	
some	of	them	stock	images.	It	doesn't	matter.	For	some	reason	that's	
what	drawing	people	in,	so	those	are	some	of	my	better	performing	ads.		

	 Now	how	do	you	use	this	hack?	There's	this	hidden	information	that	
Facebook	is	making	available.	It's	public,	but	it's	just	kinda	hidden.	A	lot	
of	people	don't	know	about	it,	and	if	you're	doing	advertising	on	
Facebook	and	...	If	you're	not	doing	advertising	on	Facebook-	Maybe	
you've	been	afraid	to	pull	the	trigger,	don't	know	what	to	do,	how	to	do	
it-	Well,	you	can	go	to	your	competitors	ads	and	you	can	view	their	ads.	
That's	one	way	to	use	this	hack.	Unfortunately-	and	I	do	mean	that-	
Unfortunately,	there's	not	a	whole	lot	of	people	in	my	space	in	trying	to	
help	membership	businesses	grow.	I	know	of	a	couple,	but	they're	also	
involved	in	other	various	projects	and	not	having	a	singular	focus	like	I	
have	on	trying	to	help	membership	business	...	but	you're	able	to	go	to	
their	ads.	You're	able	to	see	their	copy	and	see	what	they're	testing:	
That's	the	second.	

	 The	first	way	to	use	this	hack	is	to	go	actually	and	see	what	your	
competitors	ads	are.	The	second	way	to	use	this	hack	is	to	see	what	
they're	testing.	Now,	you	can	know-	just	by	looking	at	my	ads-	that	well,	
"Hey.	If	you	really	dig	down	in	on	it-	the	ads-	it	looks	like	Scott	has	some	
seminar	shots.	One	of	them	looks	to	be	like	a	live	seminar	but	then	the	
other	one	looks	like	maybe	it's	more	like	a	stock	image.	Well,	it	must	be	
something	about	those	seminar	shots	that	really	perform	well,	because	
he's	got	three	ads	for	it."	If	you	start	picking	away-	If	you	just	look	at	
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what	your	competitors	are	doing	and	start	picking	away	and	saying	"Well	
they're	running	this	ad	and	those	images	or	those	types	of	images	must	
be	doing	really	well."	

	 Now,	let	me	say,	don't	use	the	same	stock	image.	Don't	go	[inaudible	
00:10:21]	your	competitors	and	say	"Well	my	competitor's	using	that	
stock	image.	I'm	gonna	use	it	too!"	No,	use	a	different	stock	image,	but	
use	one	that	is	comparable	to	what	your	competitors	are	using	...	
because	they're	paying	for	that.	They've	got	some	traction	and	they're	
using	it.	Then,	we'll	also	see	"Well,	hey.	There's	this	one	ad	that	Scott	has	
that	says	[Triple	Your	Membership]	and	then	has	his	headshot	next	to	it.	
Well	he	must	be	testing	that	because	there's	only	one	of	those	ads"	and	
that's	right!	If	you	find	an	ad	that	your	competitor	is	using,	and	there's	
only	one	of	those	ads,	you	now	know	"That	is	not	a	stable	ad	yet	because	
well,	they're	testing	that	ad.	They	don't	know	what	the	...	performance	of	
that	ad	is	going	to	be	quite	yet,	so	let's	maybe	not	use	that	one	in	our	
business."	

	 Then,	you	can	also	see	just	by	looking	at	the	ads,	the	copy	is	all	the	same.	
I	mean	I'm	using	this	copy	"How	to	effortlessly	triple	your	membership	in	
just	21	days.	Click	here	to	triple	your	membership	now."	I've	got	the	
website	address	there,	so	all	of	the	copy	is	the	same.	Anybody	looking	at	
my	ads	would	say	"Well	listen.	He's	got	some	copy	here	that	he's	pretty	
confident	in,	because	every	ad	says	the	same	exact	thing."	I'm	not	testing	
any	other	copy	right	now	because	I	have	found	that's	a	better	performing	
promo	copy	for	me.	So	you	can	do	this	same	exact	thing	by	just	going	in	
and	looking	at	your	competitors	and	saying	"What	are	they	doing?	What	
are	the	images	they're	using?	What	images	can	I	use?	What	copy	do	they	
have?	Where	across	the	board	are	they	just	using	the	same	copy	over	
and	over?"	And	again,	you	don't	wanna	say	the	same	exact	thing,	but	you	
wanna	come	very	close	to	it	because	they	have	found	something	that	
works.	So	why	not	swipe	it	and	deploy	it?	That's	what	it's	called.	Swipe	
and	deploy	into	your	business.		

	 Then,	the	third	way	to	use	this	hack.	Now,	please	don't	do	this	from	my	
ads.	As	a	matter	of	fact,	if	you	see	my	ads	pop	up	on	your	Facebook	
stream,	great.	Like	it.	Feel	free	to	comment	about	it.	Tell	people	how	
great	everything	is	and	do	that,	but	don't	click	on	my	ad	because	it	
impacts	my	budget.	Impacts	my	numbers.	You're	already	a	member.	
You're	already	in.	I'm	showing	you	this	so	that	it'll	be	a	learning	tool	for	
you.		

	 For	your	competitors	...	you	grab	that	link	there.	If	you	go	to	
membershipmultipliers.com-	Just	open	up	a	new	tab.	I'm	doing	the	same	
thing.	Membershipmultipliers.com	and	go	to	/freetraining	...	freetraining.	
So	membershipmultipliers.com/freetraining,	that's	where	all	of	my	ads	
go.	Now,	right	now	all	of	my	ads	are	pointing	to	the	same	page.	Again,	I	
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found	a	page	that	works.	I	like	it.	I'm	not	gonna	change	it.	So,	right	now	
you	see	that	I	am	running	a	webinar	and	it's	coming	up	as	"2:00	eastern	
time."	This	webinar	runs	every	Thursday	at	2:00	eastern.	So,	this	is	where	
all	of	those	ads	go	and	point	to.		

	 Now,	the	way	to	use	this	hack	is:	You	then	go	to	the	landing	page	to	see	
where	your	competitors,	or	people	inside	your	industry,	are	sending	their	
Facebook	ads.	So,	if	somebody	was	digging	down	on	my	page,	they	
would	say	"Well,	he's	sending	them	to	this	
membershipmultipliers.com/freetraining.	Let	me	go	to	that	page."	Then,	
you	swipe	and	deploy	that.	You	say	"Okay	well,	there	must	be	something	
about	having	an	image	at	the	top	and	on	the	right-hand	side	he's	got	a	
big	button	there	that	says	'Yes	I'm	In!	I	Want	to	Triple	My	Membership!'"	
Which,	I	could	pull	this	page	apart	and	show	you	tons	of	things	on	this	
page,	but	we	just	don't	have	time	for	it.	Most	people	say	"Sign	me	up	for	
the	free	webinar"	or	something	like	that,	but	this	call	to	action	here	on	
this	button	actually	performs	better.		

	 So	you	wanna	look	at	the	headline,	the	sub-headline.	You	wanna	look	at	
the	promo	copy	and	then	you	wanna	check	everything	out	on	mobile,	
because	if	you	are	on	mobile,	this	page	appears	differently.	At	the	very	
top	of	the	page,	you	see	the	button	on	your	mobile.	A	lot	of	you-	when	I	
viewed	your	landing	pages	where	you're	sending	people	for	your	ads	and	
just	in	general	for	your	promotions-	Your	promo	button,	or	your	call	to	
action	button	is	not	at	the	top	of	the	page,	even	on	mobile.	You	have	to	
scroll	down.	If	you	just	make	sure	that	you	get	your	button	above	the	
fold	on	desktop	or	at	the	very	top	in	mobile,	you're	gonna	get	a	greater	
response	...	but	that's	enough	on	that.	Maybe	we'll	save	that	for	a	next	
session.		

	 I	want	you	to	just	see	that	now	you	can	go	to	your	competitors	landing	
pages.	You	can	see	what	they're	doing	on	those	landing	pages.	You	can	
see	how	they	laid	out	the	copy.	You	can	see	what	the	copy	says.	I	am	not	
saying	you	copy	it	verbatim.	That's	not	what	I	want	you	to	do,	but	I	want	
you	to	be	able	to	swipe	it	and	deploy	it	and	put	it	into	your	own	
language,	and	use	it	for	your	business.	This	is	free	information	that's	just	
sitting	out	there	for	you.	Free	tools	that	other	people	are	doing-	other	
people	in	your	area	of	service,	of	membership-	are	doing,	so	why	not	
model	it	and	keep	a	close	eye	on	what	they're	doing?	So	now	you	go	to	
the	landing	page.	You	pick	the	landing	page	apart	and	you're	able	to	
swipe	and	deploy	that	into	your	business.	That's	the	third	way	you	can	
use	this	hack.	

	 Number	four:	You	go	through	their	process.	Go	through	their	process.	
Now,	I'm	gonna	invite	you	to	go	through	my	process.	Some	of	you	have	
already	been	through	this	process	with	me.	Some	of	you-	That's	actually	
how	you	joined.	You	went	to	my	webinar,	you	signed	up	and	you	joined	
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the	membership	and	got	the	toolkit	and	so	forth.	So,	you're	in.	You've	
been	through	this	process.	However,	for	some	of	my	other	members,	
you've	not	been	through	this	process.	This	is	a	new	process	I've	been	
using	for	the	past	few	months.	I've	been	testing	it.	I	wanted	to	make	sure	
I	had	my	numbers	right	before	I	shared	it	with	you	guys	and	do	all	this.	I	
wanna	invite	you	to	check	out	what	I'm	doing.	I've	always	said	"As	your	
coach,	I'm	gonna	put	my	business	in	front	of	you	so	that	you	can	learn	
from	me.	So	that	you	can	model-	if	you	just	do	anything-	just	model	what	
I'm	doing."	

	 So,	if	you	go	to	membershipmultipliers.com/freetraining,	Sign	Up	for	my	
Webinar.	Now	I	know	this	is	gonna	throw	all	my	numbers	off	and	you're	
gonna	end	up	skewing	my	numbers	but	I'm	okay	with	that,	because	I	
want	you	to	learn	from	this.	So	go	to	
membershipmultipliers.com/freetraining,	sign	up	for	that	webinar.	It's	
actually	today	at	2:00.	You	don't	have	to	attend	but	you	can.	Go	through	
the	process.	See	the	reminder	emails	that	I	send	out.	See	what	happens	
during	that	time.	Just	attend	the	webinar.	See	what	happens	on	the	
backend	sales	process.	If	you've	not	been	on	a	webinar	of	mine,	you	
should.	I	run	with	some	of	the	best-	and	I	don't	claim	to	be-	but	I	run	with	
some	of	the	best	webinar	closers	in	my	mastermind	and	so	forth	that	I'm	
learning	from	them.	Again,	if	you	model	what	I	do	in	the	webinar,	you'll	
close	better	...	hopefully.	I	can't	promise	it.	I'll	say	hopefully	close	better.		

	 So	go	through	the	process.	Go	through	the	process	for	your	competitors.	
Look	at	what	they're	doing.	Where	are	they	sending	their	people?	I	send	
people	to	a	webinar.	Maybe	they're	not	sending	people	to	a	webinar.	
Maybe	they're	sending	people	to	a	free	download.	Maybe	they're	
sending	people	to	an	appointment.	I	don't	know	what	your	competitors	
are	doing	but	you	should	go	through	their	process	so	that	you	can	learn	
from	it.	You're	not	giving	away	something	for	free	just	to	get	an	email	
address.	There's	gonna	be	a	backend	process	for	it.	

	 So	go	through	the	process.	Go	through	my	process.	Go	through	your	
competitors	process	and	then	lastly,	the	fifth	way	you	do	it	is	swipe	and	
deploy.	You	heard	me	mention	this	already.	Swipe	it	and	deploy	it.	Swipe	
it	and	deploy	it.	Swipe	my	stuff	and	deploy	it.	Take	my	what	I'm	doing.	
Copy	my	emails	that	I've	sent	and	look	at	the	times	that	I	send	out	emails	
and	reminders	for	this	webinar	and	...		

	 Real	quick,	because	you're	coming	into	it	on	the	backend	of	it-	the	
webinar's	today	at	2:00-	so	you're	gonna	miss	some	reminders	but	
essentially	my	webinar,	working	backwards	from	2:00,	I	send	out	a	15	
minute	before	email	because	I	want	people	to	have	the	link	right	before	
it.	I	don't	want	them	to	have	to	dig	down	into	their	emails	to	find	it.	So	
15	minutes	before	the	webinar,	I	send	out	a	reminder.	I	send	out	a	one	
hour	before	email,	because	I	want	it	to	be	on	people's	radar	that	it's	
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coming	up	in	an	hour	before.	I	send	a	day	before	email.	If	they	register	
the	previous	week-	so	if	somebody	registered	last	week-	they	actually	got	
an	email	on	Monday	that	says	"This	week"	because	I	want	them	to	be	
reminded	that	this	week,	they've	got	a	webinar	with	me	on	Monday.	
Then	they	get	an	immediate	registration	email.		

	 So,	that's	my	reminder	sequence	for	my	emails.	Again,	this	isn't	about	
the	webinars	and	building	out	webinars	or	anything,	but	...	just	to	
preempt	some	of	the	questions	that	we	my	get	during	the	Q&A,	I	figured	
I	would	share	those	with	you.	Now	I'm	starting	to	see	some	of	you	start	
filling	out	my	form	here.	So,	yeah.	That's	how	you	use	it.	Swipe	it	and	
deploy	it.	Using	your	business,	see	what	your	competitors	are	doing.	This	
is	free	information	out	there.	

	 Now,	let	me	give	you	some	fair	warnings	on	this	and	some	reminders	
from	the	marketing	system.	First,	the	reminders	from	the	marketing	
system.	You	can't	just	swipe	it	and	deploy	it	into	your	business	exactly	as	
you	think	somebody	else	is	doing	it.	You've	gotta	test	this.	You've	gotta	
constantly	measure	it.	It	has	to	be	the	right	message-	[inaudible	
00:21:59]	the	reminders-	the	right	message,	the	right	market,	the	right	
media.	Now,	the	media	is	Facebook	for	this	example-	I	don't	think	you	
can	do	this	in	LinkedIn	yet-	but	the	media	is	Facebook.	Okay?	So	you're	
gonna	have	the	right	market.	What	I	can't	show	you,	and	what	Facebook	
isn't	revealing,	is:	What	is	the	list	segmentation	on	the	backend	of	these	
ads?	You're	not	gonna	be	able	to	see	that.	So,	you	might	swipe	and	
deploy	it	into	your	business	and	your	competitor's	targeting	one	
segmentation	and	you	haven't	found	the	right	segmentation	yet.	So	as	
you	start	to	use	this,	before	you	throw	up	your	arms	and	say	"Well	this	
doesn't	work"	I	would	drill	down	on	the	right	market.	The	right	market.	

	 Facebook	ads	work.	They	work.	Some	of	you	know	they	work.	They	do	
work.	You	just	have	to	get	the	list	segmentation	right,	and	then	continue	
to	refine	the	message.	Continue	to	refine	the	message	and	watch	your	
numbers	in	the	Facebook	platform.	Facebook's	got	a	very	good	platform	
just	to	even	to	be	able	to	see	what's	your	click-through	and	number	of	
[WEBSOM	00:23:22]	completions.	All	of	that's	for	yourself	so	...	Just	a	
reminder,	make	sure	it's	the	right	message,	right	market,	right	media	and	
there's	something	that	you	don't	have	any	control	over,	is	the	right	time.	
I	would	throw	that	in	there.	I	learned	that	from	a	friend	of	mine	[Dave	D.	
00:23:37]	...	is	that	you	gotta	have	the	right	timing	when	it	comes	to	all	
of	this.	When	somebody	sees	your	ad,	they	may	not	be	experiencing	that	
pinpoint	at	that	point	in	time,	but	then	eventually	they	may.	Right	
message,	right	market,	right	media,	right	time	and	then	measure,	
measure,	measure.		

	 So,	that's	the	little-known	Facebook	hack.	Now,	let	me	show	you	how	to	
get	paid	while	you	market	your	membership.	For	those	of	you	who	went	
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through	and	signed	up	for	the	webinar,	you'll	notice	that	the	landing	
page	that	I	sent	you	to	is	an	offer.	Let	me	pull	up	that	page	myself.	So	
again,	if	you	haven't	gone	through	it,	go	to	
membershipmultipliers.com/freetraining,	sign	up	and	then	you're	going	
to	see	a	webpage,	and	it's	got	a	10	minute	countdown.	A	10	minute	
countdown,	and	I	can	let	you	know	some	of	the	tools-	if	you're	interested	
in	some	of	the	tools	of	how	I'm	creating	this-	work.	At	the	very	top,	I	say	
"Congrats!	You're	now	set	to	get	the	3-step	system	to	TRIPLE	the	number	
of	members	you	have	in	the	next	21	days.	You	will	get	an	email	from	me	
in	a	minute	with	all	the	info.	But	here's	a	very	special	offer	while	you	
wait..."	and	then	it's	about	my	15	Membership	Multipliers,	which	
everybody	in	our	network	should	have.	If	you	don't	have	it,	shoot	me	an	
email	and	I'll	make	sure	that	it	gets	added	to	your	membership	site,	but	
it's	there.		

	 So,	I	make	an	offer.	If	you	look	down,	it's	$47	for	this	offer.	Now	I	found	
that	$47	works.	I'm	about	to	start	testing	another	price	point	just	to	see	
if	I	can	play	with	the	numbers	a	little	bit	and	get	it	to	work,	but	I	started	
out	at	$97	just	to	see	and	I	didn't	have	a	whole	lot	of	people	take	it,	and	
then	$47	started	working	for	me.	Right	now	I	get	about	a	4%	...	I	know	
that	sounds	very	low,	but	it's	not.	I	mean	it's	4%	more	than	what	I	was	
getting.	I	get	a	4%	of	those	who	sign	up	for	my	webinar,	4%	will	now	take	
this	offer.	4%.	For	$47,	that	starts	adding	up.	That	starts	allowing	me	to	
say	"Well,	now,	where	I	was	paying-	just	using	numbers	here-	where	I	
was	paying	$100	a	day	in	Facebook	ads,	I'm	now	getting	$47	back	a	day	
in	Facebook	ads.	Now	I	can	do	$150.		

	 I'm	willing	to	throw	$100	at	Facebook.	Now	Facebook's	paying	me	$47	
because	of	the	ratio	here,	the	numbers.	Now,	I	can	get	$47	back.	I'll	put	
that	$47	back	into	it	and	reinvest	it.	You're	now	getting	paid	to	market,	
whether	it'd	be	on	Facebook-	This	isn't	just	limited	to	Facebook.	You	can	
do	this	on	Facebook.	You	can	do	this	on	LinkedIn.	You	can	do	this	on	your	
website	traffic.	Just	by	adding	in	an	offer	after	your	lead	magnet.	

	 Here's	how	it	goes:	To	get	paid	to	market	your	membership,	the	very	
simple	version	of	this	is	what	I	just	showed	you.	You	have	a	lead	magnet.	
Could	be	your	free	download,	your	free	webinar,	free	training,	whichever	
it	may	be.	You	get	their	information.	Then,	it	sends	them	to	a	landing	
page	-	a	thank	you	page.	It	says	"Thank	you.	Look	for	your	email.	You're	
now	going	to	receive	this"	but	then	on	that	thank	you	page,	you	put	an	
offer.	You	put	an	offer.	Then	after	that,	you	send	them	to	the	thank	you	
page-	A	different	thank	you	page.	So	it	goes:	Lead	magnet,	landing	page	
offer,	then	thank	you	page	and	on	that	thank	you	page,	again,	you	thank	
them.	Let	them	know	that	their	resource	that	they	just	purchased	from	
you	is	on	their	way.	Plus,	they're	gonna	get	the	confirmation	for	
whatever	your	lead	magnet	was.	So	if	it	was	a	webinar,	whichever.	That's	
a	very	simple	process.	If	you're	not	utilizing	this	process,	you	can	go	and	
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make	that	happen	today	and	start	getting	paid	to	market	your	
membership.		

	 I	don't	know	what	the	percentages	are.	You're	gonna	have	to	do	like	me.	
You're	gonna	have	to	test	the	numbers.	You're	gonna	have	to	test	the	
price	point.	"Is	$47?	Is	$97?	Is	it	$17?"	Which	of	those	offers	is	going	to	
work	best	for	that	thank	you	page?	So	listen,	you	are	already	doing	this.	
Many	of	you	...	You	are	already	doing	this	with	your	marketing.	Where	
you're	trying	to	get	people	with	your	lead	magnet,	so	why	not	make	
them	an	offer	right	then	and	there?	

	 By	the	way,	I	have	found	that	the	people	who	actually	pick	up	the	$47	
offer	on	my	landing	page	there,	they	actually	end	up	buying	the	resource	
from	me	from	the	webinar.	I	thought	that	was	an	interesting	piece	of	
data	that	I	ended	up	finding	out.	I	was	talking	with	some	other	people	
about	it	and	they	were	like	"Oh	yeah.	People	buy	that	...	They're	actually	
a	better	prospect	for	you."	So	now,	not	only	are	they	paying	you	$47,	
they're	also	taking	my	special	offer	from	the	webinar.	

	 That's	a	very	simple	way	to	do	it.	For	those	of	you	who	are	more	
advanced-	again,	this	is	only	for	people	who	are	already	doing	something	
like	this-	I	would	say	then	have	a	lead	magnet,	have	a	landing	page	offer,	
then	if	they	take	that,	have	an	up-sell	offer,	then	a	down-sell	offer,	and	
then	have	the	thank	you	page.	So	now	you're	making	actually	three	
offers.	Again,	I	told	you	this	was	advanced.	You	would	have	your	lead	
magnet.	They	put	in	their	name,	email	address.	They	go	to	the	landing	
page	offer,	which	I	just	described	in	the	simple	format	of	this.	Then,	after	
that,	if	they	take	that	offer,	then	there's	an	up-sell.	If	they	say	no	to	that,	
then	there's	a	down-sell.	If	they	say	no	to	that,	then	you	send	the	thank	
you	page	and	...	if	they	say	yes/no,	there's	a	whole	different	logic	in	that.	
I	wanted	you	to	just	have	the	version	2	just	to	kinda	say	"How	can	I	one-
up	this?"	

	 In	this	process,	I	want	you	to	think	about	how	you	can	get	paid	to	market	
your	membership.	What	offer	can	you	make?	So	many	of	you,	you	got	a	
ton	of	stuff	that's	just	sitting	there,	that	can	help	people.	Again,	selling	is	
helping.	You're	just	sitting	on	this	great	content,	these	great	tools,	these	
great	resources	and	you're	not	utilizing	them	to	the	best	of	your	ability.	
Just	by	making	an	offer,	you	can	initiate	this	relationship	with	people.	
You	get	them	what	they	need.	So	why	not	do	it?	Think	through	your	lead	
magnet.	"Where	am	I	sending	people	after	my	lead	magnet?	Where's	my	
landing	page?	What	about	my	thank	you	page?	How	can	I	one-up	this?	Is	
there	an	up-sell	offer	or	a	down-sell	offer?"	

	 Now,	I	will	say	...	I	don't	like-	and	this	goes	a	little	bit	against	what	I	
normally	say	because	I	want	you	to	sell	membership	everywhere-	I	don't	
like	tying	in	membership	to	cold	traffic	on	this.	Again,	if	you	look	at	my	
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offer	of	the	15	Membership	Multipliers,	I	have	found	that	it's	best	to	not	
tie	in	membership	to	that	offer.	One	reason	why	that	I	don't	give	a	trial	
membership	there	is	it's	cold	traffic.	I	don't	have	a	relationship	with	
them.	They're	coming	in	...	I	have	found	that	they	cancel	during	the	trial	
membership.	I	have	found	that,	for	some	reason,	they	don't	know	that	
there's	a	membership	opportunity	there	with	it.	So	I	would	rather	just	
build	the	relationship	with	them	through	the	resource,	through	the	
webinar,	and	make	them	a	membership	offer	later	on.		

	 Now	I	also	recognize	the	investment	of	my	membership	is	different	from	
yours.	Some	of	you-	You	might	be	able	to	have	a	greater	retention	just	
based	upon	the	price	point	of	your	membership.	I	would	test	it.	Again,	
I'm	not	telling	you	not	to	do	it.	I'm	just	telling	you	here's	why	the	
membership	offer	isn't	on	my	sales	page,	because	I	have	found-	many	
times-	they	don't	know	it's	there,	they	don't	quite	understand	it	or	they	
end	up	canceling	and	just	not	very	serious	about	doing	it.	So	that's	why	
it's	not	there,	but	again,	if	you	can	add	in	continuity	to	that	offer,	you're	
also	getting	even	more	...	getting	paid	even	greater	because	now	you've	
got	the	recurring	revenue	that's	helping	pay	for	your	ongoing	marketing.	

	 The	whole	goal	of	this	is	for	you	to	get	paid	to	market	your	membership.	
If	you're	just	starting	out	in	this-	I'll	give	you	an	action	step.	If	you're	just	
starting	out	in	this,	I	would	encourage	you	to	send	an	email	to	your	list-	
warm	traffic.	Give	them	a	free	download.	Give	them	a	free	resource,	and	
then,	have	that	offer	on	the	landing	page	and	see	how	they	take	it.	If	
warm	traffic-	and	I'm	gonna	assume	everybody	knows	the	difference	
between	warm	traffic.	Warm	traffic,	you've	got	a	relationship	with.	
They're	on	your	list.	Cold	traffic,	they	don't	know	you.	They're	coming	
from	outside	sources.	Warm	traffic:	If	they	take	your	offer,	you're	more	
likely	going	to	have	a	better	response	than	cold	traffic.	So,	test	these	
offers	with	warm	traffic	first	and	if	you	like	the	results,	then	take	it	to	
cold	traffic.	Now	don't	just	assume	"Well	it	worked	with	warm	traffic.	It's	
gonna	work	with	cold	traffic."	You've	gotta	test,	test,	test	but	...	I'd	rather	
you	test	on	your	warm	traffic	without	having	to	pay	for	it,	before	you	
start	paying	for	ads,	and	then	have	to	test	with	your	paid	ads.	

	 You	don't	wanna	do	that.	You	don't	wanna	pay	for	the	test,	as	much	as	
possible.	So,	that's	how	you	get	paid	to	market	your	membership.	You	
have	your	lead	magnet.	You	have	your	landing	page	with	an	offer,	and	
then	you	send	them	to	a	thank	you	page	confirming	both,	if	they	take	it.		

	 All	right.	So,	we're	halfway	through	our	call-	Just	over	halfway.	Let	me	
give	you	guys	a	little	bit	of	a	mental	break	...	We've	been	talking	a	lot	
about	Facebook	here	and	doing	all	of	this.	I	see	a	number	of	you	filled	
out	the	form	and	you're	inundating	my	emails.	Normally	I	don't	have	
emails	open,	but	I've	got	my	email	open	just	so	I	can	see	if	there	are	any	
questions	that	come	through	and	anything	like	that.	I'll	be	glad	to	
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answering	questions.	If	you	wanna	ask	me	questions	via	email,	I'll	be	glad	
to	answer	those	via	email,	but	we'll	do	our	best	to	have	our	Q&A	here	at	
the	end	of	our	call.	

	 So	just	some	brief	announcements:	If	you	were	on	the	call	earlier,	heard	
me	talking	about	the	mastermind	that	I	was	just	with	in	Nashville-	Some	
of	the	top	marketers,	honestly	here	in	the	U.S..	One	guy	shared	he	just	
sold	his	business	for	$35	million.	Literally,	just	at	the	time	yesterday	
when	he	was	talking,	he	was	saying	"49	hours	ago,	I	sold	the	business	
and	two	hours	later,	I	was	hitting	refresh	in	my	bank	account	over	and	
over	and	over	again,	and	then	all	of	a	sudden	the	$35	million	appeared	in	
the	bank	account	...	"	Yeah,	I	mean	that'd	be	a	great	story,	isn't	it?	I'm	
gonna	share	with	you	some	of	the	lessons	that	he	shared	about	selling	
his	company	and	before	you	think	"I	can't	do	that"	or	"That'll	never	
happen	to	me"-	that's	negative	thinking.	You	gotta	put	that	aside,	
because	when	he	started	out,	he	didn't	think	that	way	either.	To	make	it	
possible	to	sell	a	$35	million	information	marketing	business	...	That's	
pretty	good.		

	 I	just	finished	up	that	mastermind	on	yesterday.	Coming	up	August	and	
September,	I've	got	some	spots	available	if	you're	interested	in	a	VIP	
date.	A	VIP	date	is	where	I	come	in	to	you	and	we	do	a	consulting	day.	
I've	got	some	availability	on	my	calendar	for	that	coming	up	on	
August/September.	You	know	that	I've	been	traveling	a	good	bit	
June/July.	Finishing	up	my	summer	here,	but	there	is	an	investment	with	
that	VIP	day.	We	might	be	able	to	work	it	out.		

	 Somebody	asked	me	the	other	day,	one	of	our	members	asked	if	maybe	
there	would	be	an	opportunity	for	members	to	actually	split	the	cost.	If	
you	guys	wanted	to	come	to	me	in	Charleston,	South	Carolina	...	I	would	
limit	it	to	about	three	to	four	people	...	I	would	be	interested	in	exploring	
the	idea	of	spending	two	days	together,	with	three	to	four	members-	
because	this	wouldn't	be	open	to	the	public,	this	would	be	members	
only-	three	to	four	members	in	Charleston,	South	Carolina,	meet	for	two	
days	and	during	that	two	days,	we	would	go	to	work	on	your	
membership	business	together	as	a	group.		

	 If	you're	interested	in	that,	shoot	me	an	email.	We'll	see	what	the	
response	is.	It's	gonna	have	to	based	upon	how	many	people	we	get	
signed	up	for	it	for	me	to	make	it	happen,	but	I	would	have	the	
availability	in	my	calendar.	I'll	wine	and	dine	you	guys,	so	I'll	take	care	of	
meals.	You	would	have	to	take	care	of	your	travel	and	hotel,	but	we'll	
have	a	hotel	meeting	space	and	I'll	take	care	of	your	meals	and	make	
sure	that	I	show	you	a	great	experience	and	we'll	plan	some	VIP	
experiences	in	Charleston.	If	you're	interested	in	that,	you'd	like	to	learn	
more,	shoot	me	an	email	and	I'll	see	what	I	can	do	to	get	you	some	
details	then.		
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	 I've	got	a	single	availability	for	that	and	then	Las	Vegas,	I'll	be	there	in	
October	with	a	private	client	and	then	in	West	Palm	Beach.	I	actually	
have	to	fly	from	Las	Vegas	to	West	Palm,	so	that's	gonna	be	a	nine	day	
stint	out	on	the	road.	Then	in	November,	I'm	actually	taking	a	group	to	
Israel,	so	that	is	my	travel	schedule	coming	up	over	the	next	few	months.	
I	try	to	always	share	that	with	you	guys.	Just	life	out	on	the	road.		

	 So	let's	talk	about	a	membership	mistake	from	the	trenches.	I've	got	a	
private	client.	He's	gonna	do	$10	million	in	membership	this	year.	He's	in	
a	great	niche	and	he's	providing,	already,	a	great	membership	service	to	
his	members,	but	they	wanted	to	launch	a	lower	level	membership.	So,	
he	came	on	as	a	private	client	of	mine	and	we	went	into	business	
together	on	this	one.	They	currently	sell	a	membership	for	up	to	$5500	a	
month.	So	I'm	gonna	share	with	you	some	numbers	here.	It's	public	
information.	Up	to	$5500	a	month,	the	bottom	level's	$1500	a	month,	
and	they	wanted	to	be	able	to	offer	a	membership	price	point	at	$497.	

	 So,	he	and	I	started	this	membership	business	and	we	went	to	his	list,	
and	I	have	invested	interest	in	the	new	membership.	I	want	it	to	do	well.	
Just	based	on	the	structure	of	things,	plus	I	know	he	can	help	a	lot	of	
people.	So	we've	been	working	on	this	for	a	while,	to	put	together	this	
membership	program	and	what	it	would	be	and	all	the	content,	and	just	
running	the	process,	running	the	seven	systems	of	content.	Assimilation,	
marketing,	retention.	"What's	the	ascension?	What's	the	strategies	and	
leadership?"	We	did	four	emails	now	to	enlist,	offering	them	an	
opportunity	to	sign	up	at	a	founding	members	rate	only.	

	 So,	a	little	tip	here.	When	starting	a	new	membership	program,	offer	
your	members	the	opportunity	to	come	in	at	a	founding	member	rate.	So	
we	started	promoting	it	and	it	was	actually	the	very	first	email	that	was	
going	out.	Now	I	will	say,	because	they	already	have	a	large	business,	
they	have	a	marketing	manager,	and	this	was	a	new	concept	for	
everybody.	New	for	her,	it	was	new	for	them,	but	the	email	that	went	
out	to	promote	this	membership-	and	here's	the	mistake:	The	email	that	
went	out,	went	out	to	everybody.	Even	members	who	are	already	
investing	$1500	to	$5500	a	month.	Big	mistake.	Big	mistake.	All	of	the	
sudden,	the	members	who	are	investing	$1500/$5500	...	They	got	that	
email	and	they	were	saying	"Hey,	what's	this?	Should	I	downgrade	my	
membership	to	this?"	It	was	about	40	people	who	responded	and	said	
"Hey.	What	should	I	do?"	

	 So	it	created	a	little	bit	of	a	headache	and	it	did	raise	some	suspicion	
from	existing	members.	"What	is	this	going	on?	Why	didn't	I	know	about	
this?	Why	am	I	not	getting	access	to	this?"	Now,	they're	already	getting	
access	to	everything	that's	in	this	membership	program	that	we're	
creating.	It's	just	that	the	members	that	are	signing	up	for	this	new	
membership	are	now	getting	access	to	everything	they're	getting,	but	
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they	didn't	realize	that.	Existing	members	didn't	realize	that.	So,	they	had	
to	clean	up	this	mess.		

	 When	you	do	a	promotion	for	your	membership,	you	wanna	always,	
always	segment	out.	Segment	out	your	current	members.	Now,	it's	not	
to	say	that	you	can't	send	your	members	the	same	opportunity.	For	
example-	going	back	to	one	of	the	next	steps	that	I	already	gave	you-	
sending	out	an	email	to	your	list,	giving	people	a	free	download.	Then	
you're	gonna	make	that	offer	on	the	backend	of	it.	Why	not	just	go	
ahead	and	send	the	free	download?	Don't	even	have	them	go	through	a	
web	form	process.	Just	go	ahead	and	send	out	the	free	download	to	your	
members.	Say	"Hey,	I	was	sending	out	this	email	today	to	everyone	who	
had	interest-"	You	don't	say	"on	my	list."	I	would	say	"I	was	sending	out	
this	email	and	I	thought	you	might	enjoy	this	tool	or	this	resources.	Well,	
click	here	to	download	it.	I	wanted	you	to	have	it	for	free	as	a	member."	
They	just	get	it	right	there	from	the	email.	

	 Now,	for	your	non-members,	you	send	out	the	email	process	and	you	
challenge	them	to	buy	from	you	on	that	landing	page.	Now	there	is	a	
right	time	and	place	for	your	members	to	buy	something	from	you,	but	
for	most	of	you	that's	probably	not	it	right	now-	But	you	send	out	two	
emails!	Give	them	the	same	opportunity.	Just	communicate	it	differently	
to	your	members	than	you	would	people	on	your	email	list.		

	 So,	don't	make	this	mistake.	Avoid	this	mistake	at	all	cost.	There	are	
headaches	involved.	There's	communication	issues	involved.	When	you	
start	marketing	your	list	and	your	members	the	same	way,	it's	not	good.	
It's	gonna	raise	the	level	of	suspicion.	It's	gonna	make	your	members	
wonder	"Why	are	you	promoting	something	to	me	that	I	already	get?"	Or	
just	"Why	am	I	receiving	this?"	You	don't	want	that	to	happen	for	your	
members.	So,	learn	from	their	mistake.	Now	they	handled	it	very	well.	
They	didn't	lose	any	members.	They	didn't-	my	private	client-	They	didn't	
lose	any	members.	They	didn't	have	anybody	downgrade	to	the	lower	
level	membership.	Just	double	check	these	things.	

	 So,	how	can	you	avoid	this	mistake?	Well,	one	thing	I	want	you	to	do	is	I	
want	you	to	duplicate	check	your	database.	Run	a	duplicate	check	on	
your	database.	See	how	many	duplicate	names	and	emails	that	you	have,	
meaning	like	they	got	the	very	same	name,	very	same	email,	or	it's	the	
very	same	first	name/last	name	email	address	and	if	you	have	any	other	
data,	compare	it	there.	I've	got	a	number	of	email	addresses.	I've	got	a	
personal	email	address.	I've	got	a	couple	of	business	email	addresses	and	
so	forth	...	but	if	you	see	"Scott	Whitaker"-	an	email	address-	and	
"Charleston,	South	Carolina"	and	that's	all	the	same	information,	just	the	
email	address	is	different,	you	know	I'm	in	your	system	multiple	times.	
So	run	a	duplicate	check	on	your	system.		
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	 I	would	also	say	use	one	system.	One	of	the	problems	that	this	company	
had-	my	private	client-	is	they	actually	used	two	different	systems.	Now,	
I've	already	talked	to	them	about	it.	I've	already	told	them,	but	it's	just	
not	something	worth	trying	to	convince	them.	They're	a	larger	company.	
They've	got	one	system	for	marketing	and	one	system	for	membership.	
The	two	systems	aren't	quite	speaking	to	one	another	yet.	Now	they're	a	
bigger	company	than	you	guys.	They	can	make	that	happen,	but	you	on	
the	other	hand,	just	use	one	system.	There's	no	need	for	you	to	have	
multiple	systems.	I	know	you	might	be	saying	"Well	Scott,	it	costs	to	use	
one	system.	It	costs	to	use	ActiveCampaign	or	Infusionsoft	or	whoever."	

	 Well	yeah,	but	think	about	it.	You	made	the	mistakes,	you're	gonna	lose	
money.	You're	losing	time.	Some	of	these	things,	if	you're	trying	to	run	
your	membership	business	off	a	spreadsheet	...	You're	gonna	lose	out.	So	
use	one	system	and	then	always,	always,	always	segment	your	list.	That's	
how	you	can	avoid	this	mistake	yourself.	Duplicate	check	your	database,	
use	one	system	and	then	segment,	segment,	segment.	Always	segment	
your	list.	

	 All	right,	so	let's	do	this	...	Emily,	are	you	there?	

Emily	O'Hearn:	 Hi	Scott.	I'm	here.		

Scott	Whitaker:	 All	right.	I	knew	you	were	in	the	background	making	it	all	happen.	I'll	give	
you	moment	there.		

Emily	O'Hearn:	 Thank	you.	

Scott	Whitaker:	 Let	me	do	this.	Let	me	go	to	the	console	here.	We're	gonna	start	our	
Q&A	time	and	if	you	have	a	question	...	I	wanna	make	sure	I	press	the	
right-	Yeah.	If	you	have	a	question,	press	*1.	*1	for	questions	...	and	what	
will	happen	is,	is	Emily,	my	assistant,	she	will	isolate	your	phone	line,	
bring	you	onto	the	phone	line	with	me	and	then	you'll	be	able	to	ask	your	
question	directly	to	me.	Then	I	will	be	able	to	answer	it.	Everybody	will	
be	able	to	hear.	It's	a	great	opportunity	to	learn	from	others,	and	I	
already	see	that	we	have	some	questions	in	the	queue	here.	So	I'm	
gonna	give	Emily	just	a	moment.	She's	gonna	be	bringing	those	questions	
on.	Emily,	you	just	let	me	know	when	you're	ready	and	we'll	start	on	the	
Q&A.	I	am	gonna	take	a	little	drink	of	water	here.	

	 All	right,	so	Emily's	getting	people	ready	...	and	Emily,	I	am	ready	when	
you	are	...	All	right.	We'll	give	Emily	one	moment	here.	I've	already	had	
one	person	call	in.		

Emily	O'Hearn:	 Hey	Scott.	We	have	Valerie	Heart	with	a	question.		

Scott	Whitaker:	 Yeah	Valerie,	how	are	you?		
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Val	Heart:	 Oh.	I	have	a	question	about	the	multiple	offers	in	down-sales	and	up-
sales.	Have	you	found	is	there	a	place	where	it's	too	many?	I	know	I've	
been	on	a	sales	process	before	where	it's	like	a	never-ending	up-sales	
and	down-sales.	I	feel	like	I'm	trapped	in-	I	don't	know.	On	the	rabbit	
hole	somewhere.	I	don't	know	how	to	get	out.	So,	I	worry	about	it.	I	think	
about	"Well	I	could	do	an	up-sell	and	then	a	down-sell,	and	then	an	up-
sell	and	a	down-sell"	but	then	I	go	"Oh	my	god.	That's	like	too	many?	Is	it	
too	many?"		

Scott	Whitaker:	 Yeah,	so	...	here's	my	thing	is	I	would	limit	it	to	one	...	Val,	is	that	you	go	
to	the	landing	page,	you	have	an	initial	offer	there.	Really,	I	just	want	
them	to	take	that	initial	offer	and	then	after	that,	I	don't	mind	having	an	
up-sell	and	then	one	more	down-sell,	but	then	after	that-	I've	tried	it	and	
I'm	done.	I	mean	...	and	I	would	almost	consider	it	...	my	best	offer	at	the	
very	beginning	and	then	when	I	say	"up-sell"	the	up-sell	doesn't	
necessarily	mean	increase	in	price.	It	could	be	down-sell,	down-sell.	I	
think	three	offers	is	enough.	I've	gone	through	the	same	processes	in	the	
sense	of	"Oh	my	gosh!"	Just	looking	at	all	this	and	sometimes	I'm	like	
"I'm	just	gonna	buy	it	to	see	where	it	takes	me."	Because	I'm	interested	
in	"What's	at	the	end	of	that	rabbit	hole?"		

	 I'm	like	you.	I	wanna	build	a	good	relationship	with	people.	I	want	them	
to	see	that	I	do	want	to	help	them.	I'm	not	just	after	every	dollar	I	can	
squeeze	in	that	process.	So,	three	offers	I	think	is	really	where	the	point	
is.		

Val	Heart:	 Okay.	Great.	Good.	I	have	one	more	question	if	we	have	time?		

Scott	Whitaker:	 Yeah,	I	think	we've	got	one	more	question	Emily's	got	in	the	queue,	but	
yeah,	go	ahead.	

Val	Heart:	 Okay.	As	you	know	I'm	fixing	to	launch	a	higher	priced	membership,	so	I	
have	three	levels	of	membership	in	my	club.	Any	promotion	strategy	tips	
to	launch	a	higher	priced	membership?		

Scott	Whitaker:	 Well,	I	would	recommend	the	founding	member	rate.	So,	I	would	
recommend	that.	I	would	recommend	a	membership	upgrade	
opportunity	to	current	members.	Okay,	so	one	of	them	is	founding	
member,	that	goes	out	to	your	list.	They're	not	members,	okay.	Then	the	
membership	upgrade	offer	would	go	to	your	bottom	two	levels.	When	
you	communicate	it-	I'm	gonna	use	round	numbers	here-	but	when	you	
communicate	it	...	Let's	say	your	mid-level	is	$100,	your	high-level's	$200.	
I	would	communicate	it	as	"It's	only	an	additional	$100	to	upgrade	per	
month."	I	wouldn't	tell	them	$200	because	they're	already	giving	you	
$100,	so	it's	not	a	$200	decision.	It's	a	$100	decision	for	them.		
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	 So,	the	promotion	for	current	members	would	be	"Hey	you	can	upgrade	
to	this	new	membership.	I'm	doing	a	founding	member	rate	of	$200.	It's	
only	an	additional	$100	for	you	per	month."	

Val	Heart:	 Okay	that's	great.	Good.	Okay.		

Scott	Whitaker:	 Mm-kay?		

Val	Heart:	 Uh-huh	(affirmative).	

Scott	Whitaker:	 Good	stuff.	Feel	free	to	send	that	stuff	over	to	me	if	you	want	me	to	put	
an	eye	on	it,	I'll	be	glad	to	look	at	it.		

Val	Heart:	 Appreciate	it,	Scott.	Thank	you.		

Scott	Whitaker:	 All	right.	Thanks	Val.	All	right,	Emily,	we	are	ready	for	our	next	question.		

Emily	O'Hearn:	 Our	next	question	is	from	Lisa	Phillips,	and	Lisa	you	should	be	live.	
Whenever	you're	ready.		

Scott	Whitaker:	 Hey	Lisa	are	you	there?		

Lisa	Phillips:	 Thanks.	Yeah!	That	South	Carolina	thing	sounded	fun.		

Scott	Whitaker:	 Yeah,	so	let	me	just	go	ahead	and	say	since	you-	I	wasn't	gonna	
acknowledge	it	but	since	you	did,	Lisa	emailed	in	that	she's	interested	in	
doing	the	South	Carolina	experience.	So	if	we	can	get	some	other	
interest	and	you	guys	would	be	interested	in	that,	I	will	do	it.	So	Lisa,	I	
appreciate	your	interest	and	we'll	see	what	we	can	do	to	make	it	happen.		

Lisa	Phillips:	 Yeah,	yeah!	As	long	as	it's	in	the	budget,	I'll	fly	down	there.	It's	a	quick	
flight.	My	question	is-	I	know	we	have	our	one-on-one	calls.	I	just	wanted	
to	ask	a	general	question	I'm	pretty	sure	you	get	asked	all	the	time.	That	
is:	What	do	you	do	when	you've	started	a	membership,	you	went	high,	
they	didn't	do	it.	So	I	started	at	$19.99	and	then	$27.99,	$37.99	and	now	
I'm	at	$49.99.	At	$27,	I	got	a	lot	of	people	signing	up	whenever	I	did	a	
show,	so	I	raised	it	to	$37.	I	always	thought	it	was	at	least	a	$50	program	
and	so	I	kept	raising	the	price	about	$10	every	time	I	got	good	traction.	
Now	we	get	to	$47	and	it	slowed	down.	I'm	still	getting	people	signing	
up,	but	it's	not	the	same	rate	as	$37	or	$27	psychologically.	

	 I'm	just	wondering	how	do	you	usually	attack	that?	So	for	me	I	just	get	
frustrated	that	...	I	am	a	real	estate	investor,	I	give	really	good	advice.	I	
guess	maybe	I	need	to	just	bend	with	the	market	more?	I	see	these	other	
people	who	are	doing	things,	they're	like	"$99	for	the	year."	They're	so	
much	more	less	expensive	than	mine,	so	maybe	it's	like	I	should	just	
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recognize	that	I	need	to	go	low	because	competition	is,	regardless	of	
how	good	my	stuff	is.		

	 How	do	you	position	that	whole	mindset	of	people	not	being	able	to-	
Definitely	worth	more,	but	if	they	don't	wanna	buy	it	...	Do	I	go	back	
down	to	$27?	You	know	what	I	mean?	

Scott	Whitaker:	 Yeah.		

Lisa	Phillips:	 [inaudible	00:55:55].	

Scott	Whitaker:	 So,	number	one:	I	would	challenge	your	numbers.	I	wanna	let	everybody	
know	something	here.	So	Lisa	is	in	my	Membership	Maximizer	group,	
which	means	she	gets	a	one-on-one	call	with	me	each	month.	So,	Lisa,	if	
we	need	to	dig	down	on	this	a	little	bit	more,	in	that	call	we	can,	but	for	
the	sake	of	your	question	here.	One	is	that	I	would	challenge	the	
numbers,	in	the	sense	of	"Okay.	I'm	getting	less	sign-ups	at	$47	than	I	
was	at	$37,	but	how	does	the	math	work?	Okay,	because	it's	only	$10	
more.	Am	I	still	coming	out	ahead	in	the	way	of	my	overall	math,	because	
now	instead	of	getting	...	"	My	brain's	a	little	fried	here	after	being	in	
mastermind	yesterday,	but	do	the	math	on	it.	

Lisa	Phillips:	 $47	bucks	a	month,	to	$15	or	$10.	Right?		

Scott	Whitaker:	 Okay,	so	we're	talking	about	halves.	Okay,	we're	talking	about	a	50%	
decrease.	Okay.		

Lisa	Phillips:	 Mm-hmm	(affirmative).		

Scott	Whitaker:	 So,	the	math	doesn't	play	right	with	the	$10	difference.	I'm	always	for	
pushing	the	line	but	you	know	what?	If	you	got	a	50%	difference,	I	would	
go	back	to	that	$37	rate	probably.		

Lisa	Phillips:	 Sounds	good.	We	can	do	that.	What	do	I	do	with	the	people	who	pay	
$47?	I	don't	wanna	go	back	$37	with	them,	so	in	the	program?	

Scott	Whitaker:	 Yeah.	So	I	would	look	to	try	to	deliver	some	value	somewhere	that	others	
aren't	getting,	so	that	I	can	justify	the	$10	difference	...	and	I	would	just	
deliver	something	extra,	a	little	bit	extra	each	month	to	them	in	some	
way	or	another,	to	say	"Hey.	Yeah,	your	investment's	$47,	but	you've	
also	been	getting	this	and	this.	Others	haven't."	That's	where	the	
difference	comes	in	in	the	price.	"So	you	signed	up	with	a	specific	
promotion.	If	it's	$47	a	month,	and	I'm	delivering	you	everything	that	I	
promised	you	I'd	deliver	plus	these	other	items	that	people	at	$37,	
they're	not	getting	this."	
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Lisa	Phillips:	 Okay.	Maybe	like	a	chat	session	or	something?	A	Q&A	each	month?	A	
bonus	Q&A?		

Scott	Whitaker:	 You	could	do	a	bonus	Q&A.	I	mean,	I	would	look	at	what	sort	of	tools	
that	you	have	that	you	know.	

Lisa	Phillips:	 I	do	have	a	lot	of	content.	

Scott	Whitaker:	 Yeah,	I	mean	I	would	just	deliver	extra	content.	I	wouldn't	wanna	deliver	
extra	time	because	time	is	at	a	premium.		

Lisa	Phillips:	 Yeah.	That	is	true.		

Scott	Whitaker:	 We	only	have	so	much	time.	I	wouldn't	wanna	promise	time.	I	would	
wanna	promise	tools,	resources,	some	sort	of	training	other	than	
whatever	would	require	of	my	time.		

Lisa	Phillips:	 All	right.	That	sounds	wonderful.	I	guess	I'll	take	the	bait.		

Scott	Whitaker:	 All	right.	Sounds	good.		

Lisa	Phillips:	 Thank	you.		

Scott	Whitaker:	 Okay!	Thanks	Lisa.	All	right,	any	other	questions?	Press	*1	if	you	have	a	
question.	If	not	...	I	will	do-	

Emily	O'Hearn:	 I'm	not	seeing	any	other	questions	at	this	time.	Oh!	Perhaps	we	do!	

Scott	Whitaker:	 Lisa's	got	another	question.		

Emily	O'Hearn:	 Yeah.	Hold	on,	let	me	bring	her	in	...		

Scott	Whitaker:	 All	right.	We're	just	waiting	on	Lisa	to	come	back	into	the	queue	here	...	
All	right	Lisa.	You	there?		

Lisa	Phillips:	 Oh	you	could	tell	I'm	really	excited	about	this.	

Scott	Whitaker:	 Yep.	Go	for	it.		

Lisa	Phillips:	 Do	you	have	a	group	online	where	the	other	people	who	are	in	this	
program	I	could	post	questions,	like	a	Facebook	group	or	something?	I	
didn't	see	...		

Scott	Whitaker:	 You	know,	I-	Yep!	
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Lisa	Phillips:	 The	people	who	are	in	this	program	are	there	and	it'd	just	be	nice	to	...	I	
like	working	with	you,	but	it's	always	nice	to	see	other	people	who	are	
trying	to	improve	their	memberships	as	well.		

Scott	Whitaker:	 Absolutely.	So	here's	the	thing	on	that.	I've	got	a	couple	of	groups.	I	have	
not	gone	public	with	them	yet,	because	I	wanna	make	sure	that	Emily	is	
able	to	manage	and	I'm	able	to	manage	on	the	background.	Plus	I'm	just	
trying	to	also	think	through	what	I'm-	What	I've	seen	happen	is,	is	that	all	
of	a	sudden	people	come	in	to	these	groups	and	then	it's	all	about	
promoting	their	own	membership	and	trying	to	get	people	doing	that.	
Lisa,	I	know	you're	not	that	type	of	person.	Most	of	the	people	here	
aren't,	but	I	got	to	think	through	the	community	aspect	of	that	just	a	
little	bit	more	to	make	sure	that	we	got	the	ground	rules	in	place	to	make	
it	happen	but	...	it's	on	the	horizon.	Emily	has	already	created	the	
Facebook	groups,	so	if	you	go	out	there	and	search	"Membership	
Multipliers"	you're	gonna	start	seeing	some	of	these	groups	out	there	
that	just	aren't	promoted	yet.		

	 One	of	the	things	I	do	want	us	to	be	able	to	do	is	I	do	want	us	to	be	able	
to	promote,	in	the	sense	of	"Hey,	here's	my	lead	magnet.	Can	I	get	some	
feedback	on	it?	Here's	my	landing	page	with	my	offer.	Can	I	get	some	
feedback	on	that?"	And	start	having	members	supporting	each	other.	

	 So	it's	coming.	We	just	haven't	done	it	yet.		

Lisa	Phillips:	 All	right.	Thank	you	so	much.	

Scott	Whitaker:	 All	right.	Sounds	good.	Yeah,	Lisa.	It's	great	to	have	you.	

	 All	right,	we	are	up	against	the	hour	here,	so	what	I'm	gonna	do	is	I	am	
gonna	save	this	lesson.	I'm	getting	seven	lessons	from	an	entrepreneur	
who	sold	his	business	for	$35	million,	and	...	I'm	gonna	save	that	for	our	
next	time.	So	if	I	can	tease	you	a	little	bit	for	our	next	Membership	
Multipliers	call.	As	always,	these	calls	are	recorded	and	placed	in	your	
membership	site.	Plus,	we	send	you	the	members	bonus	kit.	

	 I	wanna	thank	Emily.	Emily	makes	all	that	bonus	kit	happen	...	does	a	
phenomenal	job	with	everything.	The	articles	and	the	newsletters,	all	the	
transcripts,	everything.	So	you	get	the	transcript	of	this	call-	the	coaching	
call,	the	expert	interview,	everything.	That's	gonna	be	coming	in	your	
bonus	kit.	As	soon	as	we	get	the	recording	back	from	the	conference	call	
company,	it'll	be	up	in	your	membership	site.		

	 So,	as	always,	I	wanna	thank	you	for	being	a	Membership	Multiplier.	Lisa,	
who's	in	the	Membership	Maximizer	group	is	here,	so	I	wanna	thank	
everybody	for	that.	I	am	about	to	jump	on	a	plane,	go	to	Charleston,	
South	Carolina	from	Nashville.	I'm	looking	forward	to	getting	home	after	
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being	on	the	road	for	the	past	four	or	five	days.	I	don't	even	know	how	
many	days	I've	been	on	the	road,	I	just	...	been	on	the	road	for	a	little	bit	
here.	

	 Thanks	everybody.	As	always,	if	you	have	any	questions,	don't	hesitate	to	
email	those	in	and	it	is	my	privilege,	my	honor	to	be	able	to	serve	you	
guys	and	you	ladies	in	being	able	to	help	you	multiply	your	membership	
and	help	you	grow.	Thanks	for	being	on	the	call.	Those	listening	by	ways	
of	recording,	thank	you	and	we'll	talk	to	you	soon.		

	


