[bookmark: _GoBack]Chalene Johnson: Oh and before we begin, just decide now. We are talking about the lessons learned from my last launch, the Marketing Impact Academy 2.0 and by the time you are hearing this episode, we have probably already closed registration but I invite you to get on the waiting list. You can do that by going to marketingimpactacademy.com. So today on Build Your Tribe, I thought I would share very honestly and frankly some of the successes and some of the – well I wouldn’t call them failures but lessons for sure that we’ve learned in our last product launch and that is the launch of Marketing Impact Academy 2.0, huh boy, oh boy! Did I have to eat some crow this week?

We also were able to clink some champagne glasses. There is a lot to celebrate but there is also a lot to reflect on and some changes we need to make and some things that I really want to share with you because I know as business owners, we kind of watch each other and we see people do things and we – we don’t always know. Hey did that work out like was that a good thing, was that a bad thing and when we don’t know, it can be dangerous. It could be risky anyways to try that ourselves.

So in full disclosure, I thought I would share with you some things we did differently, those things that worked, those things that we definitely learned some lessons from and in Build Your Tribe true fashion share my answers. Off to the show.

Male Speaker: Welcome to Build Your Tribe with your host, Chalene Johnson.

Chalene Johnson: We are recording on my pink microphone…So the very first question I have is from Hillary who asked affiliates, what did you do differently with affiliates? Really great question. So last year I believe technically we had like 50 affiliates and last year, well technically I say 50 affiliates even though we allowed 100 affiliates to sign up, I know, right. So – and there are – if you look at what other people do you know because that’s kind of how we learn, right. We look at what other people do. You, you know go wow, well that person was really successful. So we should probably do that too and I look at other people in my space and most of them have a lot of affiliates, some of them hundreds and hundreds and hundreds of affiliates. Some of them thousands of affiliates.

Last year we decided, well you know let’s do that. So last year, we used a lot of affiliates. We only used affiliates that we personally approved. It actually applied, they were real people who had gone through our program. Some people will allow anyone to become an affiliate because that’s what they do. They have a loyal tribe of people who trust them and you know, usually it means that they have vetted the programs because they are not going to recommend something that makes them look bad. So we decided last year to use about a 100 affiliates and it was crazy because of those 100, there is like 50 of them that really truly know the program, know you, have the right kind of lifers and they are smart and they’ve done it before and they are easily to work with but there was another large percentage of that group who it was the first time they had been an affiliate, they hadn’t gone through the entire program. Just prior, they had maybe recommended somebody else’s program that was similar.

So there was a lot of I don’t want to say conflict but their messages were conflicting and we just decided you know, oh and then what happened worse after that, then what happened and this is really common is that, this is – and I don’t know if you guys even know this but I didn’t know it before I got into this space. There are programs and people who I learned a lot from and I loved going to their seminars and I loved going to their workshops and I loved using their online products and then when I found out – I was recommending tons of people to go to it anyway and then when I found out I could be an affiliate for them, I am like, "This is fantastic because I am like kind of forcing all my friends to go through this anyways because they need to learn this." That makes sense.

I should definitely be rewarded for that. This is cool and then I learned that most people when they do a Send for You. That’s what it’s called. So if you have an email list, let’s say you have 5000 people on your email list, right and I ask you if you’d like to be an affiliate for me and you send notification to your subscribers, your fans, your customers, you send a certain number of emails out saying hey, here is this thing, here is how I know about it, here is my opinion on it, here is my link. It is customary practice that you then or that person I will send. Does that make sense?

Now it’s not written in stone and no one is going to make you sign the contract but it’s just kind of expected that if someone sends for you, you are required to send for them and I don’t want to call it – is it tit for tat but a lot of people say that you are supposed to basically – let’s say I have a list of 50000 and you have a list of 5000, then what’s fair is if you send to your list of 5000, then I should send to 5000 on my list. Does that make sense and that’s how it’s supposed to work and I didn’t know that. Dang it! I wonder if Kristin is watching and she can reschedule that call for me. I am going to be in trouble.

I have a call I forgot was scheduled at 2:30. It will be really bad of me not to take it. It only takes 5 minutes, I forgot. Dang it! I hate it when that happens. Can I come back? I will have to come back because it would be rude not to take this call. I know, it was really hard to schedule it. Okay I got to go do the call. It should only take 10 minutes and then, I will be back and we will talk – Don’t let me forget that we are talking about affiliates because I have to talk to you about whether or not you should do a 2.0 for your program. I got to share all that stuff with you like there is a lot of mistakes and a lot of smart things we did this year – I mean like insanely smart like you know we are up 600%.

We have 600% more people registered for the Marketing Impact Academy this year and I want to tell you what we figured out has done that but I got to take this call. [Music] Where I left off was, last year, we had almost a 100, I believe close to 100 affiliates most of whom didn’t really end up doing much for us but maybe like 50 of them were people who had gone through the Marketing Impact Academy, they’d figured out how to build the business, they had used the tools to build their own business and they were successful with this. So they were going to be like the best people to talk about it and they were the people we were most comfortable having as our affiliates but to be honest, there are a whole bunch of people on there who frankly become like affiliate – being an affiliate marketer is their business and so they would you know market their own program, market our programs, market programs that are very similar to our programs and so I think the message gets muddied and I am not a fan of that.

Then, the next problem was, it requires a lot on your staff. This year, we decided for SMART Success, let’s not use any affiliates because I want people if they are going to be talking about SMART Success, I want people to know that they are talking about it because it freaking works and I think when someone is an affiliate, you sometimes wonder like okay, so are they talking about this because they are an affiliate, are they talking about this because they love it.

So we decided, even though it would probably dramatically affect our results, we weren’t going to use any affiliates for SMART Success and there are other people in my industry who are you know, their success, the numbers that they use to sell programs are huge and it’s in great part because they have a huge, huge, huge affiliate army if you will and we are like, yeah but there is always a cost. You know what I mean. Like that’s a headache too. I mean you just have to look at what’s good and recognize that things are usually fair, right.

So no matter how big things are, you just have to imagine like the things are fair too. You know what I mean. Like so there is always headache. So this year what we decided to do was to only pick like a handful. Basically I think we have like seven handpicked affiliates and they had to be people who we know live, breathe and eat Marketing Impact Academy that they’ve helped other people go through it, that they go through it routinely, that they are regularly going back and checking on the modules, that they have applied it to their business and that their businesses have grown because of it.

And we only decided to take on basically seven affiliates. So that was our first decision, 7 versus 100 and we knew, yeah, it’s probably going to affect our bottom line but how valuable to us is it that our staff wouldn’t be overwhelmed. So an example of that would be someone like Tiffany and there is many other examples too but we wanted to make sure it was easier on our staff and that the people who are affiliates, now this is different. This is just my personal opinion. I didn’t learn this from anybody. It just seemed like it made sense to me. And so I am like, I don’t want anyone to be an affiliate unless I know them, I like them and I would want to introduce my tribe to them.

Like so, I know that’s weird because I don’t think most people operate that way and in the past, true confession, true confession! I’ve used affiliates in the past that I don’t agree with their marketing techniques, how they conduct themselves in real life. I don’t agree with their ethics, I don’t agree with their values but they had a huge list and that’s just the truth and we were like, "Hah! Can you believe? This person wants to be an affiliate for us. Can you believe it, ehh?" And you know, it’s like, well they are selling our program. So there is no risk in that right, but I don’t know. It just – it still didn’t feel right. I don’t know how to describe it.

You know what I mean because it’s not like we were exposing our list to them. It was more they were taking people who were on their list and exposing them to our stuff. So that shouldn’t be a bad thing but for whatever reason, maybe just I don’t like dealing with those kind of people. And then I later learned as is the practice, I am just going to give you guys the dirt right now. I am just going to give you guys the dirt. A lot of people in this online space have this expectation that if you have promoted something of theirs – I mean if they promoted something of yours, you owe them equal promotion and I don’t like that and I don’t expect it.

You know I don’t know if it’s yuck, I don’t know if it’s yuck. I don’t know that it’s bad, I don’t know if it’s icky and it seems fair, right. Like if I have done something for you and your business, you should maybe think about doing something of – to reciprocate in yours. I don’t know that it’s yucky but it just felt like I hate owing people something. Are you with me? Nobody hates owing someone something more than my husband. Bret won’t take a favor, he won’t take somebody like paying for the check. Bret won’t let somebody you know say, "Hey, you can borrow my truck."

None of that. Bret will never, ever, ever accept a favor or even someone just doing something nice, he is always like, "Ahh, now we owe them," and he hates that feeling and so he’s passed that on to me and I am uncomfortable with it too.

I don’t like owing people things like I guess it’s because when I do something nice, it’s because I am doing something nice. It’s not because I am expecting you to owe me later, you know and I do think a lot of people expect that when they do something nice for you, you are going to do something nice back and so that’s business and that has been one of the toughest things for me to get used to in business, is that it's just business. It's not personal and to try to figure out how to maintain what's important to you with your values and your ethics and not do business with certain people because you just don't like them.

It took me a long time to figure out; I can do that if I want. I might not move ahead as fast as I'd like to because everyone says, "You should be working with this person." Everyone says, "Oh, this person is great but they have dah – dah – dah and they've got a big list and they've got all this reach and they know so and so and so and so and so and so." And I’m just like, "Yeah. But it doesn't feel right." So, I’m okay with growing smaller. I personally believe you are rewarded when you do things for the right reason in the long run. Maybe not in the short term but in the long run, you are. Always.

I haven't seen it, disproved in my own life but I will say it is sometimes a slower process and so you probably notice if you're on our e-mail list we have sent for promoted, if you will, a couple of things this year but just because I like those people and I like their books. Like we didn't send for any big programs this year and frankly you can make a ton of money. I know people make six and seven figures for being the right affiliate for the right program and we didn't send for any of them this year because I’m like, "You know what? I want to help out some people like Lewis Howes with his book. I love that guy and I love he shared his story and when his book comes out, we're not going to ask him to send for us. Let's just blast his book because it's a great book and it's a great message and people need to hear this and let's just do that and that we were in affiliates for, we just wanted to help him.

And my friend Natalie, her book is coming out and I love Natalie and I want to help her, so will help people with that book as well but I just want you to know that's a common practice. It is a common practice that in affiliate marketing, the people who send for you typically there is either reciprocation that you're expected to send for them and/or there's that and then there's also the expectation that like if they sent 5000, then you should send 5000. I know not everybody operates that way but some people do and that just that – I didn't know that when I first got into this, I was like – and then the people are like kiss your butt all year long, "Oh man. I can't wait to help you with the promotion of this thing that you have. I cannot wait to help you. Oh, this going to be great. I'm going to help you. I'm going to help you. We're going to blow it up for you. My people need this thing. Yes! Yes! Yes!"

And then, you're like, "Okay, hey, well now, our thing is available so--"

And they're like, "Yeah. We're busy."

And you're like, "Oh. Hmmm. What was that? That was difficult to understand."

So this year we decided to only go with I think we went with seven affiliates and it's been really nice on our staff because we know every one of them. Like, I have every affiliate’s phone number in my phone. The people who I like. The people who I know. The people who I genuinely would love to introduce you to if you don't already know them and that's made a big difference because they matters and part of business isn't just making money. It's about doing things that feel right and they feel right. That's the best I can say it. It just feels right and I don't always factor money into that. I just go, "Does this feel right?"

"Yeah, this feels right." And so we made that decision.

Then the next decision was to go live on Periscope and to spend a considerable amount of my year, the last six months. Doing a live broadcast almost every single day, with rare exception. That has been my focus that I have gone on either a live Facebook or a live Periscope almost every single day, for six months. Then in the true mindset of SMART Success, I had to follow my own rules and know that if I’m going to put something on my plate, I have to take something off my plate.

That meant I had to take something off my plate if I was going to do a live broadcast every day, so I decided to turn my podcast time, the time that was going into studio to record my podcast and instead I said, "I'll just take it from here."

That way, I am not adding something to my plate and combining two things and it worked out great. That has increased the size of our list pretty substantially but I don't think that's what has really made the difference because this year we've had, I think, Bret as he had mentioned this year our launch for Marketing Impact Academy is up 600%. Did I just say that? I did. It happened on day one and I'm like, "What? This is a mistake. This is an error. There's no way we're up 600%. It won't maintain." And it has. I mean, there was like one day and there were up 300% over last year but we've been up 600%.

So, I attribute that to live streaming number one and potentially, two more factors I’m going to share with you. I don't know if it's one of these or all three combined but live streaming where I’ve connected with business owners so if you go on my Facebook wall, I still tend to attract a ton of fitness people there. But here in Periscope, y’all aren't interested in fitness. Y’all just want business and I love that. So, that's number one, is live streaming every day.

Number two is we really focus on our testimonials and instead of me telling the story of Marketing Impact Academy, we decided to allow that story to be told by our most successful students and I’m happy to tell you that this year we are having a success contest and we are going to – for the Marketing Impact Academy student. We're going to have five awards but the top winner is going to get $10,000 in cash plus they're going to receive, Bret and I personally mentoring them for a year. That's a $20,000 mentorship program. We're also going to give them their own personal podcast appearance plus will blast them out to social media which has about a five million reach.

We're going to give that to five people who are in Marketing Impact Academy. This year, we start together on Monday and we'll have different categories but they need to be people who are able to make an impact with their business. You know why? Because their stories are so powerful, so this year's winner is Carlos and I think you guys may have seen his testimonial video. He's a gentleman who was a full time soccer coach and decided to market his expertise in helping parents understand what they would need to do in order to get their kids in a position to win a scholarship.

So, Carlos, we've already been working with him. He's this year's winner and this year, in addition to his cash award, he'll be mentoring with Bret and I personally and we're excited to help him with his business. You know, we used to take applications and work with a pretty sizable group of people and then we decided not to do that anymore. We decided it would be fun to just reward people who already know our workers, like our doers. Our people are like, "Just show me the steps, coach. Just show me the steps." He was so touched and excited and it's fun to work with people like that. It's fun to work with people like Tiffany. It's fun to work with people like Nicole and it's fun to help people's businesses grow and allow them to see things that they sometimes are too close to it to see and I get obsessed with this stuff. I sees things in people's businesses and I just go berserk.

Because I’m like, "You got to call me. You've got to call me, because I just thought it was brilliant idea. It's going to change everything for you. You've got to call me." And I start freaking out. You can ask Bret. I don't want to say I’m psychic, because that's kind of silly but I do have a gift of seeing what's going to happen someone's business like way before they see it, and maybe it's because we're all too close to it. That's like my hobby.

I'm sure there's people on here right now who are in the Marketing Impact Academy and you know I’m up in your dish. I can already see things like I'm already up in people's dish. I've already very private message a ton of people. I'm like, "Okay, so I don't know if you've picked up on this but you have this-" Yeah. Anyways, I’m really excited for those of you who are in the academy and I know a lot of you've been asking about the scholarships that we award for MIA but we – this is another thing we learned, we don't award the scholarships until after we close registration. 

Here's why. I want people to win those scholarships who had already intended to pay for it, who are already fully invested because when you give something to someone and they aren't personally invested in it, they don't use it.

They're such rare exceptions to this. I mean it's so rare. I have dear, dear, dear close friends who I’m like, "Oh, my God. I can see everything your business could be and I so want to give you Marketing Impart Academy right now. I so want to do this. And I can't because I love you. If I give it to you, it has no value."

It's too easy to quit. It's too easy to spend two months in and give up. Because when you make that kind of investment, you hold your feet to the fire. Don't you? So the number one reason why I think we grew or increased 600% this year is number one I start doing live streaming almost every day. Number two, testimonials. Number three is we decided to veer from the traditional launch formula.

Now, the traditional launch formula, I learned from studying – other people who do it like Brendon Burchard but the person who has really created the blueprint for launching a product is Jeff Walker, and Jeff Walker is the creator and developer of a program called the Product Launch Formula. We've studied – I mean, trust me. I am a very, very good student. I’m going to be going to Arizona next week for Product Launch Formula. I am a student of Jeff's and I study his academy and I go through my notes and I look at his videos before I film.

But this year we decided to – while we use many of the foundational practices of Product Launch Formula, we also decided to apply our own infomercial knowledge and not just the infomercial knowledge but also the knowledge that I have of my lifer. So you know your lifer really, really well and you also know their psychology and their mentality because they're like pretty much just like you. I know me personally, when I’m in somebody's launch and, "I’m waiting for that second video and I’m waiting for that third video. I’m waiting for that fourth video and I just want to buy it." I get frustrated and I forget.

Then sometimes I’m like, "Okay, I’m annoyed now. Now, I’m annoyed after I wait for four videos." It's in the fourth video after all this teaching in multitude of content that year then allowed to enter the program.

So, what we decided to do is to serve our lifers in much the way my brain works which is like, "Hey, if I want to give it to me now, just tell me what it is. Don't sell me. Explain to me what it is. Explain to me what it does. Explain to me why I might need it. Tell me what's included. Tell me how much it costs. How I pay for it? Tell me what I need to do if I don't like it. Tell me what my options are if this was a purchase I should have made. If it's not right for me, tell me what to do. Do that all in one video, kind of like an infomercial. Like an infomercial is thirty minutes and you basically – you hear what the program is, you see a screen of basically everything you get and then the rest of the infomercial is somebody else telling you about the program, the people who went through it.

So, I looked at what we've always known in infomercials and followed a very specific formula for our videos and this year our team we put together what is very much like an infomercial and rather than me telling people about how awesome Marketing Impact Academy is, if you watch one of my fitness infomercials, you won't even know it's mine. Like you won't see me on TV very much. You'll see the people who have had success with it and obviously, I spent a lot of time on camera. Obviously, I can be pretty convincing. Obviously, I’m very passionate about the programs that I create. So why is it every infomercial I’ve ever done, you don't see much of me because the person who created that thing isn't the best person to sell that thing. That's why.

It doesn't have the same weight and the same value, if I tell you it's awesome. It has far more power and far more value and it's more interesting if somebody else tells you it's powerful. the other reason why is because of this, because you look at whoever it was that created that thing and you say to yourself, "Well, of course it works for you. You're you. I'm looking for someone who looks and sounds more like me."

What happens when people see a testimonial is they see themselves and therefore, they believe, "If it work for him and he's a lot like me, it would probably work for me." So that made a really big difference for us this year and because of that, we are up 600%.

Do you want to hear about my big mistake? Lesson. Lesson learned, because I really feel like I need to explain this because I know how I am. I look at other entrepreneurs and I'm like, "Oh, should I be doing that, too?" Okay, so far everything I share with you was a good idea.

Here's the piece where we have a major, major learning lesson. I had to eat crow and I really want to know about it because I have friends who are entrepreneurs who are like, "Hey, should I be doing that, too?"

And I'm like, "No. Triple dog no."

So here's what happened. I recognize that there's a lot of students in Marketing Impact Academy who had built a list, who had understood finally attraction marketing, who had learned how to build freemiums and recognize their expertise and they had all of the pieces of a very solid foundation for their business and they understood their expertise and they understood that they had a product to develop but in Marketing Impact Academy. I had taught them how to develop a product and how to sell a product or move a product or get people to act on a product without selling. That was not in the Marketing Impact Academy.

There is that assumption that most people would figure out what they should develop but we didn't spend a lot of time teaching people what product to develop next so that you're serving people not just what they want, but what you want to give people too, because let's face you guys, if I asked my customers, "Hey, what would you guys like for me?"

They would still be telling me right now, "We want $19 workout DVDs from you." If I were to ask my students, if I would ask my following what they want for me, that's what they would say because they didn't know I had something more valuable to offer them. They didn't know that I had something bigger than weight loss to change their freaking lives. It's kind of like Henry Ford.

Henry Ford is often quoted as saying, "If he asked people what they wanted, they would have told him we want a faster horse." But that's because they didn't know that they wanted something better. So, I realize, I've got to create another training system. I've got to teach people product development, because we've made so many mistakes and we figured sell so many things and we've created things in the wrong order and we've created programs that were too big and we had to break them apart. We created programs that were too small and we've created programs that I thought people would love and nobody wanted it. We figured this out and we figured out how to select names and how to focus group and because of my experience in infomercials, I know how to do test groups and focus groups and test groups and focus groups make for the perfect products.

That we're not creating this test tube product in your kitchen that you think, "Oh, man the world is going to love this. Everybody is going to want this." Then you produce it, nobody wants it. Maybe, it's the name and maybe it's the product and maybe it's a lot of those things but I want to teach people this because this is what I’ve been mentoring privately a lot of case studies and people who are graduates at Marketing Impact. So, I’ve got to create a course. This is a whole another beast. I’m going to create a course to teach people this – product development and product sales.

However, if I create this program, I know what people are going to do. They're going to buy this without knowing the foundation because as I’ve always said, "Don't you dare create a program. Don't you dare go selling something until you have clearly defined your lifer. Who it is you want to serve? What it is you want to give people not just what people want from you but what is it you want to give people? What do you want to leave as your legacy? How do you build your list? Then, once you figure that out, once you've built your list, once you know your lifers are, once you know the legacy you want to leave, once you figured out who it is you want to serve, then and only then can you create or should you create a product.

So, my fear was that we kept going around and around about this subject that at Team Johnson is – and there are members of our team are like, "Well, who cares that's people's – you tell everybody that. That’s their problem. If they don't, figure it out. If they don't know and you've told them a million times they need to have a list and that they need to know who their lifer is and they buy this product development and infomercial sales program, that's what we were creating and if they buy that Chalene and they haven't bought Marketing Impact Academy, that's their bad."

And I'm like, "But I know. Everyone's going to do." It's going to bug me.

Because they won't have success selling or moving product unless they've gone to Marketing Impact Academy so what do we do? So, we toyed with creating that program and not allowing people to buy it until after they have been through Marketing Impact Academy. In other words, having a prerequisite like you have to been to MIA before you buy the product development and infomercial sales program.

But then we kept coming up with exceptions like, "Yeah, but what if somebody already has a list." Like there are people I know already have a list but they really don't know much about sales psychology, and they don't know much about that infomercial formula and they don't know much about product development and focus groups and testing but they do have a list and they do have lifers, so like, they have to buy MIA, like they shouldn't have to. If they've already got all that figured out.

So, we kept coming up with all these like exceptions and then I kind of put my foot down at our dining room table. We were all sitting around the table and I said, "I think, they need to go together. I think that we include them. I think that we put the program inside of a program like we did Marketing Impact Academy and we just attach another full blown program to it."

Then we said, "Okay, but now how much do we charge?" How much do we charge of those two programs together? While we have to at least take it up $1000 because this is going to be $1000 program.

And I’m like, "That's going to be a hard sell and it's a lot."

So, we decided to call it Marketing Impact 2.0 and what Marketing Impact 2.0 is really $3000 worth of programs. That's an understatement. It's really $1000 program and a $5000 program.

I just want to put it out there that it's a lesson learned and in hindsight, here's what happened. Major customer service nightmare because people weren't clear because it was difficult to explain like you just heard the whole back story and it's super confusing. It's super confusing to explain the stuff. I mean, I’ve gone over and over and over trying to explain to people why it's insane and why it's so amazing but it's kind of confusing number one.

And number two, is by calling it Marketing Impact 2.0, we didn't know what to call it because it's really two programs bundled together for the same price as Marketing Impact. So, it's really not enhanced because Marketing Impact Academy is still available.

You can still buy MIA 1.0 and we're still doing updates for it. A lot of the updates are the new content that we're putting in 2.0. So, you can see like, I don't know that I’ve got this messaging right and lesson learned, I agree now with my staff that it has created a lot of extra work for me. A ton of customer service problems. It's been a nightmare and what we probably should have done in hindsight is offer the two programs separately. I don't know, we may do that moving forward. We've talked a lot about. It is confusing. Who does it benefit? Obviously, it totally benefits the customer. I mean, but if you crunched the numbers, it wasn't the wisest business decision on our part.

We are in discussions about making them available to everybody. Let's say you have Marketing Impact 1.0 and like six months from now you're like, "You know, I really would like to develop my own product and learn how to sell it. But do I have to get 2.0?"

And we would say no. We would offer you the separate academy on product development and sales. So, I just want to like honestly share with you our thought process. That's how it went down. It was me stomping my feet and saying, "I know, I think this is going to serve our people and I think it'll be easy to explain and I was wrong." It was not easy to explain.

I thought people are going to jump up and down and be like, "What? Are you kidding me?" And some people did. I got thank you cards today in the mail from people who got it and I got flowers sent to the office – who gets flowers sent to the office after somebody makes a huge investment like that, then they send you flowers so like a lot of people did get it but a lot of people didn't get it. Like they didn't understand.

I thought people would be like, "What the heck?" Like freaking out and we did not get that reaction.

Here is the reaction we got, "I don't understand." That is the lesson learned. What would I do differently? I probably would have separated. I don't know if I would have separated them because I when I get stubborn, I get stubborn. But in hindsight, it would probably have made more sense to initially just separate them and given our MIA 1.0 students like a big discount on the upgrade.

And then the new students who are enrolling in 1.0, we should have said, "Hey, by the way, if you think any time in your future, you would want to learn how to develop your own products and how to sell them without being sales-y, you might want to and we could offer it as an upsell, in hindsight, because I had a friend who is like, "Okay, so I’m going to do this too."

And I'm like, "Do not." Girlfriend. Do not do as I did. It was not the smartest move. Scrape move for our customers but very, very it did not go as I had intended.

I was like, "People were pissed. What? You're kidding me, right?" And that made me mad. I know, and then I did a Periscope and I was like, "Really? So, you don't get this? You don't understand more than I, then I don't have time for you?"

I got annoyed because they just didn't understand. They didn't understand what it was because it was very hard to explain that it was two academies in one for the same price. I know, it's confusing. Because people don't like change, number one. And number two is I did a terrible job of explaining it. Because I thought, too much information would make it more confusing because you have to remember. I'm explaining it to people who have been my students for a long time and I’m also explaining to people who have just met me and they've just been following me for like the last six months and so it was like, how much information do they – like sometimes there's too much information.

I did not do a very good job explaining it but if I had then, we would have been inundated. We were inundated with calls and questions and complaints and I was like, "Wow, we were just trying to be nice, y'all."

So, any who, I don't suspect that we'll offer these two programs bundled together again. I doubt it. I just think it makes much more sense to separate them. It makes sense for from our standpoint and so, a couple things I want to say to you. Number one is language. Now, notice, I've said that this is a lesson learned. If I told you it was a mistake, that confuses people so if I said, "Hey, you guys. Me putting these two programs together as a Marketing Impact 2.0, that was a mistake." That's the wrong verbiage to use and you'll never hear me use that verbiage. I’ll say, it was a lesson learned, or it was an error on my part.

But you won't hear me say it was a mistake because when you say those things to your customers, it's really important to be honest and transparent but also to make sure they have confidence. If I were to say it were it was a mistake, which is semantics, but if I were to say that, it gives people the impression that the program is a mistake. When I tell my story and I share with people the fact that ChaLEAN Extreme was a program that works and gives people amazing results but it didn't sell on TV, that's how I say it. That's important.

If I were to say Chalene and I noticed by making the mistake of saying ChaLEAN Extreme didn't work. What I mean is it didn't work on TV but other people here it didn't work so I just bought it and so you're telling me it doesn't work. You see, it's what we hold onto it. It's word choice.

So then, I had to really learn to tell that story and say – and I start by saying, "ChaLEAN Extreme, that program works and people get amazing results and people are buying it to this day and is teaching them how to strengthen but it didn't sell on TV." See the difference?

It's really, your word choice is very, very important. The words that you're using to market your programs are everything. For those of you are in the Marketing Impact Academy, I’m going to teach you how to know what those words are and what words to avoid because you can find three words that all mean the same thing, but two of them repel your customers and one of them sticks.

So, I'm going to teach you how to use those words and to find those words because often, you and I as the expert, none of those words offend us or repel us. In fact we want the most powerful of those three words but our customers aren't where we are so they aren't ready for some of those words.

For example, do you guys want to just give you one of the lessons that's in Marketing Impact 2.0? Part of the sales modules? You want to hear this? Here we go. It's a golden tip. Write this down. You're going to love this. I love it! I love it! I love it! And let's see if you guys picked up on I did this.

Whenever, I’m trying to decide how to name a program or the words to use to market a program, I will go to my Facebook page or wherever you have the biggest social media following and you pick three ways of saying the same thing. So, I will go to my Facebook page and I will say, "If I could help you with one of the following, which one would it be?" And I actually did this. I actually did this. I went to my Facebook page and said, "Which of the following would you most want me to help you with?"

Number one, how to get people to take action. Number two, how to serve people without feeling sales-y. Number three, how to crush it in sales. All three are the same thing. By a landslide, do you know what people voted for on my page?

By a landslide, they said, "How to get people to take action." By a landslide. Now, what I did was very intentional. Those of you in Marketing Impact are excited now because I’m going to show you exactly how I chose those words. The first option, there was no mention of the word sale or sell or sales-y. Nothing. It was just how to get people to take action.

The second choice came in just a little bit firmer. "How to serve without feeling sales-y", and the third option came in strong. "How to crush it in sales".

You could see the first – I would probably pick because I’m like, "Take me to your leader. Take me directly to the gold. Serve it to me straight." Me personally, I might have been attracted to "how to crush it in sales", even though I don't like to sell. But by polling my audience, I learned from that poll, by a landslide, they don't like the word "sales". But they want people to take action.

Now, had Grant Cardone – I should actually challenge him to put the exact same poll to his Facebook family because I guarantee – I shouldn't guarantee, I would guess, I would be willing to make a wager that 90% of his audience would say, "How to crush it in sales." Because that's who he attracts.

It's very, very important that you know how to name and market your programs or your people even if it is the car they need, if they think they want a faster horse and you're marketing to them a car, they don't even know what that is and they're not interested in changing the oil. They're not interested in tires are going to go flat. They just want to get from Point A to Point B faster.

I’m going to teach you that in the Marketing Impact Academy how to select the right words and how to market things so that it works for your lifer. Not somebody else's that you're watching, you're trying to do what they do. You really have to understand how to serve your lifers and not in the way that the people who you're watching or other people in your space are serving their lifers because their lifers are very, very different.

I thought, I would share those lessons with you and hopefully you've taken away the fact that it's most important that you don't just wing it, that you test this stuff. I really should have brought it to my lifers and talked it through and I should've shared our thoughts and our direction. I should have done a beta test for our product development. I mean, we've been testing it but I should've done a beta test on selling that course independently.

We've already been testing all the modules and how to create a baby offer. We've done all of the case studies but I hadn't done a beta launch to see how that program would do standing on its own. I combined it with a hypothesis and I never believe in today's day and age, you ever need to do anything based on hypothesis ever again because of this. Because we have the ability to check with our audience and say, "What do you want? What do you prefer? Here's what I’m thinking. How would you position this? How would this benefit you? What questions might you have?" All of those things.

Dr Mcayla is an example of one of our case studies and she's one of the people you will learn in the new Marketing Impact Academy on how to launch a beta program as a baby offer. It's taking your very base level lesson of what could be a bigger academy and figuring out how to price it, how to name it, how to market it, what words to use, what words to avoid, how to make the program better? All those things.

Anyways, I thought I would share with you some of our lessons learned. We have been blown away by this launch. It's insane. Gratitude doesn't even begin to express how blessed I feel to have so many people excited and taking this leap with their business and make an investment in themselves and promising to stay focused and to do the work. I can't wait to see who wins those coveted spots next year. I want to give you of that $10,000 check and I want everybody to hear your story on my podcast which is now at over – I think we are over thirteen million downloads. I want to give you that press. I want to put you on my face. I want to blast your business and I want you guys to tune and see those students who this year we're featuring their stories.

One of which of course is yes, Ms Tiffany Bymaster. Oh, sorry, you guys know her as Coach Glitter, but if you tune in, you will see those stories. I'm going to show those stories and you can see some of them right now by going to chalenejohnson.live.

You know, it's another thing, if you are a debbie-downer, whiner-complainer, I refund your money and I kick you out of the group. I may do it politely. That group is golden and I protect it with like a Ginsu knife and a karate kick.

We have no time for people like, "I’m – then I don't know this isn't seem to be working. I just don't have time because my husband and then the dog and--"

That's okay, I understand. Here's your money back. Bye-bye now. Bye-bye. Yeah. You don't have to pray on it. Check it out. Go inside but if it's not for you I don't want you in it. I'll give you your money back. You can spend a whole month in there and go, "Yeah, I'm not ready." Fine and will give your money back.

All right, guys. I got to go. Thank you for listening. Great to spend this time with you. Go check it out. You want to check it out? Go to chalenejohnson.live. All right, guys. Bye.

This episode is a special episode brought to you by marketingimpactacademy.com.

It's an online school that we open up registration to just once a year. If you want to build a better online business, if you don't want to be a slave to your laptop or your phone or to feel like you're constantly on social media, if you don't want to waste a ton of money developing websites or spending money on SEO experts, I invite you to check out marketingimpactacademy.com.

If we have already closed registration by the time you hear this message, don't worry, we'll put you on our list and you'll be first to be notified when we open up registration next year. To learn more and to take advantage of my free teaching videos, go to marketingimpactacademy.com and of course I'll include a link in my show notes.
