Seven Systems of a Growing Membership Business

Module 7 Strategy System
Lesson 5 — Acquisition Strategies

Welcome to this lesson on acquisition strategies. Acquisition strategies.
What | want to do is | want give you some different strategies that you can
utilize to acquire new members. The first one is this. It's the test drive
strategy. It's the test drive strategy. Now, underneath it all, on your action
sheet there, you going to see some different blanks. Let me just go ahead
and give you those blanks upfront and then we'll talk about them all
together. When it comes to test drives, you can do the 7-day test drive, the
30-day test drive, 60-day test drive, and 90-day test drive. I'll tell you why
it's those increments there.

Let's start with the 7-day test drive. | recognize for some of you in your
membership business, 7 days may be too little. Just like when | talk about
90 days, some of you might say, well, 90 days is too long. | understand
that. We can answer any questions you have about it on our coaching call
but | can tell you that you need to utilize some of these test drive strategies
and test them out in your membership business and give people a taste
test of your membership program.

Let's talk about the 7-day test drive. Now, this would be an opportunity
where you can let them come into your membership business and you
begin the assimilation process with them, just like you would any normal
member, and let them get a full taste of the membership business within
the first 7 days for free. You give them that free taste test. | really do want
you to utilize this assimilation system as part of all of these test drives,
whether it be 7 days, 30, 60, or 90. Run your assimilation process just like
they're a member. As a matter of fact, really, the only thing that sets them
apart at this point is they just haven't paid their first membership fee for
your membership program. | want you to do everything that you would
normally do. | want you to send them and follow up with them in the first
hour, the first day, the first week, the first month, when we talk about 30
days, | want you to do everything that you would normally do for a new
member, to help them overcome and get the first taste of your membership
program and overcome that first billing cycle that they're going to hit.

So 7 days, test that. See how many new members you get and where it
goes from there. Then test it against what would be the 30-day. Now, some
of you might say, "Well, what about a 14-day or a 15-day?" If you're going
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to do 14 days, you might as well just do a 30-day test drive and be done
with it and let them test it for a full 30 days. During that, again, run your
assimilation system, run the process of engaging them and trying to build a
relationship with them, and get them that quick win that we talked about
previous in one of the previous sessions, and see if you can help them get
engaged in your membership program within that first 30 days.

Then, for others, 60 days is a good one. | really, | know this sounds difficult
for some of you maybe, but | really do like the 90-day test drive. Here's
why. By 90 days, usually they are fully engaged in your membership
program. They're fully engaged. they're already utilizing the resources and
tools, they're engaging with you or other members, they have some
relationships that have been built, they're not willing to experience that pain
of disconnect that we've talked about previously. They want to have their
membership. At that 90-day point, it's a really good place for them to fully
experience what | would call is a full season of membership. It's a 90-day
season of that membership to where they can experience all the different
facets of your membership program.

Now, again, | know some of you, you're pushing back and you're saying,
"But we can't do 90 days. We can't do 60 days or 30 days. We can't even
do 7 days." Well, | want you to think about it this way. Again, how much
does it cost you to get a member? You spent all this money on marketing.
Consider this part of your marketing budget. That when they say yes, in the
midst of this test drive or this free trial, that you're then reinvesting
marketing dollars to keep them as a member. The marketing doesn't stop
in the process of this free trial. You continue to market to them and the
sense of them knowing what the membership is all about, that you're
assimilating them and getting them relationships and results with the
membership. You've got these test drives in place where people can get a
taste test of your membership. That's one acquisition strategy.

Another acquisition strategy that you can utilize is when you start a new
membership program. You start a new membership program. Or it could be
that you just change the name of a membership program. Then you're
going to have different levels in your membership business and where you
maybe used to call them a gold, a diamond, and an elite member, or
whichever, you're now going to just change the name. Guess what? You're
going to give everybody a founding membership rate under that new name.
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Let's say, for example, you are renaming your membership program and it
was going to be called the gold membership. Just go with me on this. |
know you're probably thinking, "Well, gold is already what it's named" or
whatever. You're giving it a new name. It's called the new gold
membership. Well, | want you to do a marketing campaign to get new
members and say that you can be a founding member of the new gold
membership and you're going to receive it at this discounted rate. And it's a
discounted rate at that level. The rate does go up after the deadline
because now the founding member rate is done. It's over. The deadline has
come.

By the way, obviously this really works good for those of you who are
launching brand new membership programs that you are going to go in and
you know that eventually you want your membership rate to, let's just say,
it's going to be at $99 a month. Well, you could do a founding member rate
at $49 and they will only invest $49 a month for as long as they are a
membership. Their membership rate will not go up. It will go up for
everybody else because they're no longer a founding member after that
deadline. You would promote the founding member rate as part of that new
membership program or that new membership name that you've created.

Another acquisition strategy that | want you to utilize is | want you to utilize
what | would call is a scarcity principle and that is a limited number of spots
available, that you're going to limit how many people can come in at this
level. Now, you might be saying to me, "Well, but we offer our membership
throughout the year" or "We offer our membership ongoing". Well, you
could say we're going to offer a membership for new people. We're going to
give them something from our content catalog or we're going to add an
additional service just for these new members and we've only got 10 spots
available. The next 10 new members are going to be able to receive this.
The next 20 members are going to be able to get this. We've got a limited
number of spots available in this new membership level that we're creating
and we're only taking the next 15 members available.

| want you to utilize the scarcity principle in all of your marketing in some
way or another by saying there's a limited number of spots available and
you're only going to accept that many members up until that deadline and
utilize an additional piece from your content catalog, whether it be a service
or a resource, by which you're going to say only these people are going to
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get it when they respond. So only 50 people, 30 people, whichever, you
make up the number, whatever you want, to have as part of that.

Now, closely related to the limited number of spots available is | want you
to always have a deadline. As a matter of fact, | would say you don't have
an offer without a deadline. Every offer has a deadline. When you promote
your membership program, | want you to promote it having a deadline. It's
limited to the next 30 people. They're going to receive this ... Only the next
30 people are going to receive this with their membership and they must
respond by the deadline of whatever deadline you want.

Now, | like for it to be a short deadline like within 30 days or 15 days, so
that way you can really market to it and drive it really hard. | don't like long
deadlines in the sense of the next two months or the next three months, the
next number of people. If that were the case, | would just shorten it and
make the number smaller and to maybe come back and change up the
offer again and maybe add something different and then now it's the next
20 people who will respond by that deadline. Make it a small, short
deadline that you're going to drive people to. Every offer has a deadline.

Then, as part of your acquisition strategy, | want you to have a
reacquisition strategy, that lost member strategy. Now, | know we talked
about that just previously in the last session, but | want you to have it here
as well that you're going to have a reacquisition strategy where you're
going to go after people who have canceled their membership within the
last two months. You're going to do a special marketing campaign just for
those people or those people who have canceled their membership in the
last six months or the last year. You're going to send them that boomerang
bailing that | talked about or some other creative marketing piece and
you're going to put them in a marketing sequence, a three-step marketing
sequence, to try to get them to come back and you're going to reacquire
them.

Now, keep in mind they've already experienced your membership. You
could offer them some sort of other offer and it doesn't maybe necessarily
have to offer the test drive with it. You could make that a really good offer
because they've experienced it and they know the value that your
membership program provides.
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All of these different acquisition strategies give you an opportunity to get
new members and, at the same time, reactivate canceled members.
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