
 

 

Pa
ge
1	

Host Lisa Sasevich – “The Queen of Sales Conversion”  
Introduces Stephen Dinan & Sponsor Trace Haskins 

Lisa Sasevich: Hello! This is Lisa Sasevich, excited to welcome you to How To Sell 
To Women. I’m known by many as the Queen of Sales Conversion, author of The 
Invisible Close sales system, and I’m excited to learn right along with you for the next 
three days proven ways to honor women, serve women, and inspire women clients to 
say yes. 

I have with me over the next three days the most amazing leaders, the most amazing 
master teachers, men and women, that are making millions in their own businesses with 
either a large percentage of women clients or all women clients. They’re going to share 
with us their secrets of how they attract those women clients, inspire them, and also 
influence them, in a way that is service-oriented and from the heart. 

We are starting off today, on day one, with a very exciting guest, somebody that I have 
learned from over the years and have also had the honor of being able to share my 
work with. And I will tell you, before I introduce him, that all of our master teachers not 
only have they been selected because they have created incredible reach, incredible 
difference, and incredible businesses serving women at the highest level, but also 
they’ve agreed in advance on these interviews to share the gift of what they’ve learned, 
on the course, so we can all stand on their shoulders and be able to take it further, 
faster, with what we’re up to accomplishing. 

Also, with each of our interviews before conclude, each of our teachers will share a gift, 
a complimentary gift, that you can use to take their teachings even further in your own 
business. So make sure to stay tuned for each of our interviews so that you can be a 
recipient and take each of their gifts further. 

Today it’s my honor to introduce you to Stephen Dinan, the CEO of The Shift Network, 
and a member of the prestigious Transformational Leadership Council and Evolutionary 
Leaders Group. As a former director of membership and marketing at The Institute of 
Noetic Sciences he was the driving force behind the Shift In Action program, which grew 
to 10,000 paying members and the One Minute Shift video series, which was seen by 
more than one million. 
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He’s also the author of Radical Shift, and a forthcoming book, Sacred America. Stephen 
directed and helped to create the Esalen Institute’s Center for Theory & Research, a 
think tank for leading scholars, researchers, and teachers to explore human potential 
frontiers.  

I was fortunate enough to meet Stephen, as I have been to meet so many incredible 
thought leaders in this industry, out on the speaking circuit some years ago, and his 
wonderful wife Dava, and got to know them both on a business level and personally. It’s 
just an honor to kick off today with such an amazing, conscious entrepreneur. Stephen, 
thank you for being here with us today. I really appreciate it. 

Stephen Dinan: Thank you so much for inviting me. I feel like the honor is to be 
featured by you. You’ve been one of the most influential people for us in being able to 
grow our own business. It’s very much a mutual admiration society. 

LS:   Thank you. I feel like that’s my work is to lift up you amazing 
entrepreneurs so that you have the tools to be able to invite people in, to say yes to 
themselves with the transformation you provide.  

Let’s talk about the transformation you provide. I’d love for everybody to understand a 
little bit more about your business and really what you guys are up to, and then we can 
dive more into the specifics of selling to women. 

SD:   Great. I’ll share a little bit. The Shift Network we really created 
because we recognize it’s time for us to really upgrade to a new consciousness on 
planet Earth, that in turn creates a new culture. Our goal is really to create a collective 
shift in consciousness that leads to a healthy, sustainable, peaceful, and prosperous 
world.  

We do that in a number of ways. We do a lot of large telesummits, then we have 
courses and trainings to help people grow spiritually, grow personally, grow in their 
professional lives. We also have women’s programs that specifically are about women’s 
empowerment. So we’ve created, I think, 20 different telesummits now and we’ve 
launched over 100 different programs with a full range of teachers. 
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Our core is really recognizing it’s not just a personal change, that we’re looking at 
almost upgrading the entire operating system for planet Earth. When we talk about the 
shift it’s a shift that’s very personal and very global at the same time. 

LS:   Every time you say planet Earth, and maybe this is intentional, but 
all of a sudden I realize I’m like this smaller piece of a bigger pie. When you talk about 
planet Earth it makes me suddenly conscious that there are other planets. Because you 
just don’t hear people talking about planet Earth that often, unless you’re watching a sci-
fi movie. I love it. I feel like it puts me and where I stand and where our planet stands in 
the universe, into perspective. Which we need every once in awhile.  

SD:   Part of the reason I say planet Earth is because part of what I think 
we’re moving into is really seeing ourselves as one human family. That we are seeing 
ourselves moving from a nation-centered or individual-centered or tribe-centered 
consciousness, to really seeing ourselves as one planet. That we’re one global culture, 
that we’re one family. There’s a oneness that links us into this larger ecosystem.  

And as we start to really live that, then we become citizens of planet Earth and really 
live and act and operate in a way that is taking good care of the whole world, rather than 
just our own little slice of it. 

LS:   Yeah, that’s beautiful. So it is intentional. When we look at The Shift 
Network, you guys are reaching people all over the world. Right? You’ve got many 
countries represented. 

SD:   Yeah. We’ve had about 450,000 people participate in some free 
event. We’ve had about 21,000 people become customers, and probably of those 
21,000 I think there’s 170 countries represented. 

LS:   Wow. You’ve got me beat. I’m in 134. How many are there 
anyway? Do you know? 

SD:   I think around 200. There’s definitely some outliers, we’ve had 
some interesting places. Like Qatar. Random. There’s always little African countries that 
are probably still coming along. 

LS:   It’s amazing to be sitting at home and see those people jumping on 
to your programs from countries that you don’t even know how to pronounce. It’s such a 
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testament to all that’s going to be shared on this series about reaching out and 
attracting clients. And specifically here we happen to be talking about women clients. 
But 170 countries, Stephen. Have you let that in lately? 

There’s a human being on planet Earth over in this country you don’t even know where 
it is on the map, and they’re getting your email and coming on to your summit, and 
being impacted and transformed by you and by what you’re doing. 

SD:   And it’s fascinating if you think about it from the whole spectrum. 
There was a fellow in Nigeria who was using our peace summits to play to women 
refugees fleeing from some sort of sectarian violence. And there was a woman 
entrepreneur in Kazakhstan who was participating in our enlightened business 
programs and really trying to create enlightened business in Kazakhstan. I love that.  

LS:   Wow. That’s cool. Let’s talk about the makeup of women in these 
450,000 people that are participating in your events. These are mostly virtual events. 
What would you say is a percentage of women to men that your business is attracting 
right now? 

SD:   We don’t track it on the 450,000, but in terms of customers it runs 
probably 75% women, approximately. We’ve never done the actual analysis. But part of 
the reason for that is that as we talk about this upgrade of the operating system of 
planet Earth women are really leading the way in so many different ways, because 
we’re coming out of 5,000 years in which the masculine consciousness has really 
dominated. As well as men, politically, socially, and a lot of other ways. So in order to 
balance and make whole the new culture and consciousness we need much more 
feminine values and we need much more powerful women to create this sense of 
wholeness. 

As women’s values and consciousness becomes more equal in the larger sphere that’s 
how we really begin to create a healthy, happy, and peaceful planet. 

LS:   Awesome. What do you think just the average man out there not 
necessarily done any particular personal development or consciousness listening work, 
thinks when they hear that kind of talking? That women are leading the way and we 
need more feminine values. Being a man yourself, obviously a man with a high level of 
consciousness, a human with a high level of consciousness, I’m just curious. I’ve never 
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asked that question before, but I always wonder if there’s men listening, what are they 
thinking when you say that? 

SD:   That’s a good question. I haven’t really gotten much push-back on 
things like that, because I think I’m not in circles where people are really wedded to 
masculine dominance.  

If there’s a sense of masculine superiority then there might be more threat by that. But I 
think the truth is that what I’m seeing is that we really need to come into sacred balance. 
We need the sacred masculine, we need the sacred feminine. We need to have men 
and women in balance that there’s a complementarity of design, of who we are as 
beings biologically and energetically, psychologically.  

When we’re out of balance nobody really wins. We want to have a whole and healthy 
culture. In order to make the shifts that bring us back into the wholeness and balance 
it’s like we do need women to really be in more positions of political power and business 
leadership, like you are and so many of the people who are attending this summit. That 
there’s a way of doing that that it’s partially about getting women into the positions of 
power, but it’s also about bringing feminine values, feminine psychology, feminine 
energetics, really, into the larger whole. 

And that happens with men as well. Men are actually happier and healthier with an 
integrated feminine side, versus having to be this kind of hyper-testosterone, steroidal 
ideal that we inherited that we have to kind of conform to and be walled off from other 
sides of our self.  

LS:   Yeah. I love that. I’m so glad I asked that next question, because 
even though it sounds initially like we’re saying women need to get out in front and lead 
the way, but it’s about getting to a balance. Just because we’ve been so imbalanced 
before, is what I hear you saying.  

SD:   Right. 

LS:   I think that that takes that phrase that we hear so often to a next 
level that gives people a next level of opening to it. Thank you for that. 

You have clients all over the world, nearly half a million people having participated in 
your events, 75% of your clients are women. What are some of the ways that you are 
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attracting, I’ll say women clients, but really clients in general of whom most happen to 
be women, so that the folks listening that would love to grow to that kind of size and 
reach can kind of direct themselves toward your top strategies. Like if you only had to 
use two or three, how are you attracting clients. 

SD:   Well, I think the first principle is really to be deeply authentic about 
why we’re in business. I think that women are sort of wired to think more and care more 
about the larger whole, whereas men tend to be more protective of themselves or the 
smaller family. 

When we really articulate and share our higher purpose and our mission in a place of 
authenticity and vulnerably, then that is more attractive, I think, to more women. Once 
we do that, if we’re also showing up with a lot of transparency, a lot of vulnerability, a lot 
of authenticity, it tends to deepen a relationship over time. 

I think that women in general tend to be more relational. If we think about the way we 
position for the world the goal is always to establish a relationship with the right people 
that we are here to serve. If we do that in a way that really shows up fully with who we 
are and our authenticity and with a fair amount of depth, a fair amount of playfulness, a 
fair amount of vulnerability, versus a more sterile kind of traditional business 
communications. Think of a traditional business communication. It might be coming 
form a corporate address, it’s not coming from a person. It doesn’t have a picture 
associated with it. The languaging tends to be a little more sterile and self-protective. It’s 
more focused on what’s the deal, what’s the offer, versus actually establishing a real 
relationship. 

The more sterile kind of communications don’t actually work nearly as well, long-term. 
Because you want to create a feeling of a rapport across the email lines or across 
whatever medium you’re communicating with people, so there’s a sense of a real 
relationship that’s not only beginning but deepening over time. I think that’s really one of 
the foundational shifts that I see. 

The authenticity is really the driver of success, and magnetizing the right people. 
Because you’re being transparent about your deeper purpose. You’re not keeping that 
to the side. You’re not just pretending you’re just about filling courses. You’re really 
about changing the world in some substantial way. 
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I think women, in particular, respond to that authenticity, to that sense of a higher 
purpose that’s for the larger good, as well as there’s an opportunity to really establish a 
kind of virtual relationship with somebody that they might not ever get to meet in person.  

LS:   That’s true. I like to say we have our 3D relationships, and then our 
2D where there’s maybe a video or something that seems 3D, and then we’ve got our 
almost the 1D, just the emails and the ezines.  

I love what you said about magnetizing the right people with your authenticity, really 
putting your purpose out front. I know for my own journey the more I get in touch with 
that, the more I share it, the more I magnetize the right people. What you’re saying is 
very consistent with my true experience.  

As far as a little bit more of the tactical part, when you have that deep authenticity about 
why you’re in business and you’ve got the initiative to take it out of the sterile and really 
into the relationships and the vulnerability, what are some of the actual practices? What 
specific strategies do you like to use online, offline, for attracting those people with that 
authenticity? If it was one or two, what would you use? 

SD:   One thing that we tend not to do is to use a lot of the sort of 
gimmicky language, or high pressure language. Sometimes there’s the stereotype of 
Internet marketing that everything has to be in capital letters, then bullet this and 
exclamation that, and put this in red, Act Now. And a lot of this is there’s a level of 
premature urgency.  

I think that, especially if you’re marketing to women, it’s like if you think about romances. 
It’s sort of like women have a slower build than men, so there’s an art of building energy 
in an attractive way.  

What you want to do is not try to feel a deal or close, but you want to deepen the 
relationship so that it becomes a natural, almost effortless, next step to take the next 
level of relationship. Each level of relationship, first getting on an email list, deciding to 
participate in something live, making a lower-end purchase, making an introductory 
purchase, making a higher-end, each is a step deeper in relationship. 

That takes a little time to cultivate. You’re wanting to have a sense that each stage of 
the process is another level of cultivating the depth of connection. Part of that is 
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generosity, that we’re being generous with what we know, up front. And you’ve really 
pioneered the path here with how to do that with introductory calls and offers and 
telesummits. That’s also how we started with 40 days of 40 spiritual teachers from every 
major lineage out there. 

By starting with generosity that builds trust and rapport. You’ve established a 
connection, and wow, you’ve already been gifted by somebody. Then you let that 
deepen a little bit further. Then you take the next step of wanting to work in a paid 
capacity and transitioning to being a customer.  

But each stage of the process, I think it’s really important not to do a hard sell. The hard 
sell kind of psychology came out of the more masculine way of doing business, that 
we’re essentially in a competitive world and we’re trying to drive and push our agenda 
faster and essentially dominate customers psychologically into buying things. That kind 
of psychology doesn’t tend to work very well with women. I think it also doesn’t really, 
overall, work very well with people in general who are more sophisticated now. 

People are more sophisticated about wanting to establish rapport, relationship, and get 
to test out what your offers are at different stages. There’s a very clear way of 
segmenting what your expertise, or your blessing is as Tim Kelly likes to say, so that 
you can lead in with what can you give away to the most number of people for free in a 
way that establishes some level of connection, and then gets them on an email list 
where you can build an ongoing relationship.  

What then funnels the excitement into an introductory offer, before a paid offer, that is 
going to be a natural sample of what you can teach and the transformation you can 
deliver in that arena, that then is going to lead to the next step. I think you’ve done a 
really masterful job with also using limiters and bonuses in a way that’s not high-
pressure, but sort of like a carrot that encourages people to act. 

There is the psychology where if there’s no reason for an action it’s easier to delay 
making the decision. But if we create a little bit of a carrot to make a decision now, 
whether that’s a lower price point or an extra bonus, then people are more likely to take 
that next step. You don’t have to do it from a high pressure standpoint. It’s just like well, 
tune in, and if you’re feeling called to this next step we have a special bonus for you if 
you do so today. 
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It has more of an enticement quality, versus a pressure quality. I think that that’s really 
key.  

People like this, like the element of surprise, as well. And I think women particularly like 
surprises, gifting, exchanges, things that have that kind of fun quality to them. And so 
when we’re doing a campaign we launch about a course a week, so we always do an 
introductory call. We always have a special offer that they get just when they sign up by 
midnight, so anybody who’s on the live call gets an extra bonus for hearing that call and 
signing up right away. 

We usually have three bonuses for each course, sometimes more, so that there’s that 
sense of the extra value added. Even the psychology of bonuses is appealing to the 
kind of gifting psychology. It’s like oh, not only am I getting this core transformation but 
there’s some gifting going on on top. And that creates a different kind of relationship 
versus just selling a product. It’s like you are instilling that sense of exchange and 
generosity. 

LS:   I love how you brought up surprises. I can tell you, as a woman, 
and having you just say the word surprises I’m like perked up. Tell me more about 
surprises, how do you use surprises. I need to think about surprises. 

SD:   Yeah. We often do that in the middle of a campaign. We’ll think 
about what’s a late bonus that we can add, sort of like a surprise bonus that might be 
four or five days before the start of a course and hey, this just in. It’s always thinking 
about what’s a little something that’s a little magical, or a particular meditation that they 
could listen to on a Sunday. We get our course leaders to say okay, what would be a 
great meditation that people could do. 

Throughout the course of a campaign it’s like to lead people into a course we’re thinking 
about some of the bonuses, the surprise things that we can offer. And then also sharing 
really vulnerably about the different aspects of how somebody has touched and moved 
us. I think all of those things are really key because it makes it interesting to engage the 
campaign, because you don’t know what’s going to come next. There’s always a little bit 
of a sense of drama in the unfolding.  

We’ve started experimenting a bit with what’s called open loop emails, where you start 
something in one email, but then you don’t get to find out how it resolves till the next 
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email, or the next email. I confess that Dava and I do watch The Bachelor, it’s one of 
our secret little pleasures. And it’s amazing how they’re so masterful at working the 
tension. What they always do they’re doing all these open loops that get you hooked for 
the next episode. 

Part of that is just natural human psychology. It’s like oh, what happens next and you’re 
curious about the storyline. When we’re messaging we’re thinking about how do we 
develop that storyline that’s interesting, that’s compelling to people, that’s going to lead 
them into the next step. 

LS:   That’s really great. It’s funny, yeah. I think the current bachelor, or 
the one that just went, his name is Juan, and my boyfriend’s name is Juan. So he’s all 
over the news and it’s in my consciousness. It’s really funny you brought that up. 

I really love what you’re saying about both the surprises and the open loop. It’s fresh. By 
the way, you’re the first speaker on our series so I should tell everyone, if you hear me 
clicking away in the background I take action sheet notes for myself and my team, and 
then we include them in our VIP upgrade package, which I’ll tell you about before we 
conclude. But they’re like my personal notes of things that I want to make sure and 
come back to, and then also notes that I give to my team each day so that I can say 
hey, these are things I want to make sure that we are gaining in our business out of 
these interviews. 

Definitely looking both at where we can add surprises in our promotional cycle, because 
I think it gives people a flavor of how you’ll be when they buy from you. I think women 
like positive surprises.  

There’s suggested activities on each of the action sheets, so I’m putting in where can 
you add a nice surprise in your promo cycle or in the delivery of your program. Kind of 
like adding this unexpected Sunday meditation that you shared.  

Also, I think they tie in, create an open loop in your email so people are enticed to see 
where the story goes. Or you could say the next surprise. I love that. 

What have you found with these open look emails? Have you been doing it long? 

SD:   We’re just starting to do that. There’s a great psychology in it, so I 
think that what we’re doing, we’re experimenting with doing it with a writing teacher 
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who’s doing writing as a spiritual practice. He’s sharing a bunch more of his own 
authentic journey, which went through being HIV positive and being devastated by that 
and going to India, and his whole spiritual path. He worked for Andy Warhol for awhile. 

There’s all these intriguing little nuggets that you get caught into the story. And he’s also 
demonstrating that which he’s going to be teaching, which is writing as a spiritual 
practice and how you can use writing as a way to transform yourself. 

And so I think that’s a great example. We’re planning on doing it more, but we’re literally 
just starting to experiment more with that format. So how do we do that to create with 
each potential product. Since we’re launching a lot of things every week, we don’t 
always have the time to think through how to do it for every campaign. But the better 
we’re doing that the more emotionally engaged people are in a sequence of marketing. 

I think that that’s really important. Because if you think about it, there’s all this 
competition for mind-share and attention out there. How do television shows, for 
instance, how do they grab you with their attention? It’s often a little manipulative, but 
it’s like you’re intrigued to learn more. You’re intrigued to take the next step. 

I think that that principle works especially well with women’s psychology, because in 
being intrigued it has an element of the romantic. You’re doing it sort of like a romance 
with somebody, it’s like you’re kind of getting to know, intrigued. What’s the next level 
that’s going to peel away? You’re kind of revealing different levels of truth and honesty 
and vulnerability as you go. 

That keeps leading to a deeper level of connection and to a deeper level of trust and 
relationship. And ultimately, part of why that’s really important, is that you want people 
to not just become customers, you want them to become brand advocates. You want 
them talking about you and your work, in the world, to other people. Like hey, you really 
want to know this.  

The other aspect of women, women are great viral marketers. Once they’re passionate 
about something, much more so than men, they will share about it to their friends and 
allies, their Facebook following. That whole getting people all the way to the level where 
they’re just super excited is great for your long-term business, long-term brand, and also 
really being able to take the transformation that you’re offering to a wide audience. 
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LS:   Is there any specific things that you do to take advantage—in a 
good way—to utilize the fact that we women naturally are such great spreaders of the 
word and viral marketers? Like are you making it easier for women to be that way, 
spreading the word about what you’re doing. 

SD:   I think it’s a basic principle behind adding Facebook links or Twitter 
things. We’ve started doing that now on our introductory call pages so that people can 
easily share it with their friends. Or we’ll encourage them to invite their friends in an 
email. Occasionally we’ll do things where you can bring a friend and get a discount if 
two people do it or more, together, so that that can kind of build on some of the viral 
marketing. 

We do have an affiliate program, but the affiliate program, when people are just word of 
mouth, can also work cross-currents a little bit. Because it feels like oh, they’re 
marketing so that they get payment back. They might not actually feel good about doing 
that to just their friends. They might do it to a wider list. We’ve never pushed on our 
affiliate program, either. It’s sort of if people happen to be drawn to want to do it then we 
make it available, but we’re not pushing hard on that aspect. Because you want people 
ultimately to be joyful about sharing, rather than just oh they’re doing it because they’re 
going to make some money from it. We want them to just be excited and overflowing, 
like hey I’ve got to let my friends know about this. 

That’s part of the advantage of doing things that are free. We’re launching a body 
intelligence summit, and people are like oh that’s really cool and interesting, nobody’s 
ever done that. When you’re doing something novel like that, that’s not just what’s been 
seen or done before, then it’s easier to share. 

LS:   That’s awesome. In playing on what you said, we just started in 
fact, everybody here you’ll receive our Sales Nugget, our Invisible Close e-zine every 
two weeks and you see this. Stephen, I know you guys get it. We just started. In the 
article we’ll actually pull out a sentence that is Tweetable. In the article it’s highlighted a 
little bit with that little Tweet bird next to it. Kind of like you’re just starting with the open 
loops, this is just a new thing that one of my team started doing in our e-zine. 

People are always looking for quotes to Tweet, and especially women, like you said, 
they love to share. So we thought what if we actually just pulled some out. We just 
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highlight them, put the little bird next to it, and because that bird is so well known it 
automatically puts it in their brain. Like oh, I should Tweet this.  

SD:   The other thing you can do in that same vein is Facebook. The 
things that tend to get spread the most, actually, are quotes on a really pretty picture. I 
think the combination of left brain and right brain, that’s another thing I wanted to 
mention is I think beauty is really important to bring into everything you do if you really 
want to attract and work with women clients. Even if you’re doing something that’s just 
purely business oriented.  

You’ve been very great with that. It’s like you have a lot of very beautiful things that you 
put out, and very elegant and very sexy sometimes, and you’re working with a business 
audience. We don’t have to put on the sterile jumpsuit model. I think part of what 
women are really wanting is to be fully expressed women in whatever arena. So if it’s in 
the business you don’t want to just be the pantsuit businesswoman. Women want to be 
vibrant, they want to be sexy, they want to be playful. They want to bring all of the full 
spectrum of the femininity into the way they’re doing business. 

When we encourage that by also having imagery that speaks to that, that’s vibrant, 
that’s fun, that’s alive, it’s not just a bunch of people sitting around a board room, we’re 
sending the signal that yes, this is a place you can be all of yourself. One of the ways to 
get things to be more virally forward, especially on Facebook, is to take a great quote 
that’s meaningful and put it on top of a really cool image. Those are the things that tend 
to spread far and wide, because it’s very easy to share. It’s something that shows up in 
people’s feeds, they’re like that’s cool, and they hit like or forward it to somebody else. 

Again, we haven’t done this as systematically as we want to, because we’ve just been 
stretched on growing to where we are in four years. But as we get more in the loop on 
things we want to keep building more and more of that so that you’re having things that 
appeal to the sense of beauty, the sense of playfulness, that make it easy to share. 

The same thing is also on the other front, is audio tends not to go very viral, but video 
does. So either the image with a quote, or a fun, short video that really offers some 
powerful nugget. Those are also really powerful. I know you’ve done a lot of that 
yourself. 
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LS:   I love this. You’re only supposed to get three suggested activities 
from your action sheet, Stephen, and we’re up to four. You’re packing on the value 
here. I’m not going to choose, I’m just going to go for it and put them all in.  

But I love this, because these are things that I can just do right now. There are quotes 
that we send out that we could easily couple with a pretty and interesting, a funny, an 
attention-grabbing picture. And you’re right. Those are the things, when you’re scrolling 
through on your phone, that catch your eye and that you might take a minute to send to 
a friend. Super simple, but when we’re talking about the woman client, really you have 
to just get down to what do are we really doing in practice.  

Everything you’re saying makes so much sense. I’m curious, because you are a man 
that is just really done the work and taken the interest to be super-sensitive to the 
feminine and to women. And so I’m wondering if you’ve stepped on a landmine 
accidentally with what doesn’t work with women, or you’ve just experienced things 
because you have so many women clients and of course you and your wonderful wife 
are in such great connection.  

What have you seen or done, and we’ll forgive you, we’re all trying new things. But if 
you’d be willing to share so that we don’t step on those landmines, kind of the no-no’s 
when it comes to selling to women. 

SD:   That’s a good question. I’m not sure if I can totally differentiate, but 
it does seem that the idea of the premature close, like trying to close people in too 
rushed of a way. It’s like there’s a way in which women in particular don’t want to feel 
rushed into something. I think that that’s something that the male psychology tends to 
focus more on the goal and trying to get to the goal as quickly as possible. You can 
think of it as like we’re trying to swim our way to that goal. 

And so the psychology is a bit in that mode, and so to be effective in really working with 
and honoring women, it’s like it means reining in some of that impulse and being more 
patient, and allowing things to evolve more naturally.  

I think that probably where we’ve erred in campaigns, like I was thinking of one 
campaign where we decided to do a one week campaign because we thought that the 
psychology was better, which means we packed more into that one week. But the end 
result was the campaign itself was not very strong because it didn’t have the time to 



 

 

Pa
ge
15
	

cultivate the relationship. Even though the introductory call was very strong, the 
campaign ended up kind of falling well short. It created a little too much urgency and a 
little bit of rush involved.  

I think that’s also been true on intro calls that haven’t done well. Sometimes there was 
too hard of a push on the sale. Again, it has to flow in kind of a natural, graceful way. It’s 
like okay, now you’ve got to go to that page and buy now, that kind of urgent energy 
tends to create a negative pullback. It’s like thinking of a romantic dinner where you 
want to savor it, you want it to go on. You don’t want it to feel like you’re just rushing to 
the conclusion. 

LS:   Yes. I think all the women on the line are nodding their heads. And 
the guys, you guys know it too. It doesn’t always go play out that way on the course. But 
isn’t it amazing? You know my background is six years of teaching women to 
understand men for another great company. It’s amazing how really I just didn’t know 
how much I was being prepared for all the work that I would be doing in how to close 
sales without being salesy. There’s a lot of crossover, and you’re hitting a lot of the 
marks right now. 

I really appreciate what you said about it. I hope everybody really took note that it’s not 
that you’re not going to offer the close or the bonuses or the surprises, like Stephen 
shared. They use all of those things. It’s really supportive to inspire people to act now 
instead of thinking about it. At the same time, there is a romance cycle that he’s sharing 
about. We don’t want to jump in prematurely before being generous, enticing, all the 
great words that you’ve used. 

I think you’re really showing a really nice balance, which is obviously why the reflection 
is that you have such a beautiful, successful, contributory business of not just saying 
well we’ll just let people find us when they want to. You’re using the tools, but you’re 
making sure to balance it out with being generous and creating the relationship and 
seeing people and building and nurturing. 

Thank you for that. 

SD:   I think one thing, also, if we’re going to do a lot of Internet 
marketing, it’s important not to get too wrapped up in conversion stats. That’s a little 
esoteric for people maybe, but it’s like if we’re only thinking about what percentage of 
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people bought a product this cycle, if we get focused just on whatever that next target 
is, I think that sometimes you can undermine the fact that all these other people you’re 
building relationship and rapport with.  

Even if somebody doesn’t become a “customer” in one cycle, it might be if they feel 
really gifted to and if they’ve had a positive experience of going through a cycle with you 
without buying, then they may be more likely to do so in the next cycle. You don’t want 
to, in a way, push too hard towards a certain result in one cycle of offering something 
that might undermine a future relationship, or a future success, so that they burn out. 
You want people to feel like they matter, even if they haven’t taken the next step is what 
I guess I’m trying to say. 

LS:   Absolutely. And I think that ties in with why you want to always 
provide an amazing value, whether they buy from you or not. I have so many clients that 
five years ago were on maybe a strategy session phone call when I was more selling in 
a one-on-one model, that didn’t buy from me but had such a great experience they’re 
back now in our Mastermind five years later at five times the investment. 

That’s critical. He’s hitting so many high points here. No wonder you’re our opener! 
You’re really setting the stage for some pretty high-bar interviews to follow. And I want 
to make sure, Steven, that people can go further with what you do because all of these 
principles that are so useful to all of us, you’ll see them in action and you’ll feel them in 
action when you tap into what The Shift Network has to offer. 

Stephen has put together an amazing complimentary gift for you to be able to work 
further and get more of an experience of what his company is providing. It’s called The 
Nine Foundations For Building An Enlightened Business: What Every Entrepreneur 
Needs To Know. I’ll let him tell you more about it in a moment, but first you can follow us 
on over to www.selltowomen.com/stephen. Stephen, can you say a little bit more about the 
Nine Foundations For Building An Enlightened Business? 

SD:   Yeah. What I did with this was we’ve done three enlightened 
business summits where we had 70 or 80 of the top business leaders in the world who 
are really operating from this kind of a perspective, like how do we really create 
enlightened businesses that really heal the world, that honor customers, that create 
positive cultures. You’ve been featured in it, Lisa, many of your allies like Tim Kelly, 
Marcia Wieder. All these folks have been featured. 
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What I’ve tried to really do is distill out what are the core themes and common threads 
of how to create enlightened business, from really finding your unique blessing to 
building a culture that is really really enlightened, at all levels in your business. How to 
market in a way that really has authenticity and depth. How to make your business an 
extension of your higher purpose. 

So going into different foundations of how to build your business from a more 
enlightened standpoint. It’s not just my insights, I’m really doing my best to synthesize 
the best of what’s out there and do so in about 60 minutes. It’s a lot of value. 

It’s a little fast-paced, I probably talked a little quickly. But you get a lot of value and 
since it’s a recording you can always play it back. 

LS:   Yeah. I have personally had the honor of being featured in the 
series that this is drawn from. It’s so good that I ended up not only, of course, 
contributing, sometimes I contribute my part and I’m out of there, but I was learning 
before, I was listening after. We were putting team members in. So you definitely want 
to take advantage of this awesome gift, www.selltowomen.com/stephen.  

Let me set this up, because this is an opportunity for all of you listening. I know that we 
were originally going to have 12 master teachers, four a day, and the response of folks 
wanting to pitch in and contribute was so huge we’ve got six per day. Including, as you 
know, myself earlier today. If you missed me, or you’re going to miss any of our 
amazing folks coming up, we’ve got Natalie Ledwell from Mind Movies, and Ali Brown 
who’s had amazing success, Margaret Lynch, Wendy Stevens, Jeff Vacek, Roger Love, 
if you don’t know who these folks are you can go to www.selltowomen.com and hover 
over any of their pictures and get to see exactly the amazing careers they’ve had. If you 
can’t make the whole thing for the next three days I don’t want you to worry during this 
series. 

Right now if you go to www.selltowomen.com/upgrade, I’ll give you the little secret. The 
cat’s out of the bag. You save $100 on what it will be after this training series is over. It’s 
just $97 to have every one of our speakers, the MP3 recording so you can listen to it on 
your power walks in the morning; the transcripts, Stephen probably busted out 10 tips in 
a row there, I couldn’t type fast enough, it’ll be in the transcripts so you can just go right 
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to what you wanted, exactly where you wanted, without needing to listen to the whole 
thing if there’s some words you want to capture, specific steps a lot of our trainers will 
give.  

And then my action sheets. I have a gift for being able to distill down key points and 
strategies from each speaker and summarize them so that you have a fast, easy way, 
sort of the Cliff Notes, to have everything at your fingertips.  

The other thing that we also include is the free gift from each speaker, the link to be 
able to go in, see what it is, grab it for yourself, so that just because you had to miss 
someone doesn’t mean that you’ll miss getting their free gift.  

All of that, it’ll be $197 after the series, is only $97 right now today, while you’re on the 
series. And you can go to www.selltowomen.com/upgrade and pretty much just have the 
whole thing in your success library forever. 

We will be continuing on actually. Stay with me, I want to introduce you to one of our 
sponsors right now. You will get to see, if you saw the super cool video with the doodle 
art and you want to know what’s behind that and why are those popping up everywhere, 
I’m going to give Stephen a big hug goodbye and then I’m going to introduce you to the 
amazing guy behind that awesome promotional video. Then we’ll be going on today with 
a huge lineup. Just check your email and you’ll see the times and exactly how to access  
us over the next three days. 

Stephen, big hug. Thank you so much. You gave and gave, as you always do. 

SD:   You rock, Lisa. You’re such an inspiration for all of us so thank you 
so much for putting on this summit. Hope you all have a great time in the next few days. 

LS:   Awesome. Thank you.  

Sponsor Trace Haskins 

LS:   And now we are going to bring on our next awesome guest, who is 
also one of our event sponsors, who is the man behind the really awesome animation in 
the video you may have seen inviting you to this event. I’m really excited to introduce to 
you our sponsor Trace Haskins. 
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Trace empowers you to reinvent your business with actor, comedian, and film producer 
Steve Martin’s advice: be so awesome they can’t ignore you. Affectionately known 
around the world as The Doodle Video Dude, Trace is the COO of Proven Success 
Strategies, an organization founded to empower people in transforming their lives, 
businesses, and results, through simple, proven strategies. 

Trace is a master at online audience engagement, as well as coaching men and women 
to break through personal barriers to multiply their results in personal levels of 
happiness and income. He leverages nearly two decades of web marketing and 
business development experience across more than a dozen different industries, 
ranging from health, wellness, and personal development, to technology and real 
estate, and has helped his clients produce millions of dollars in sales while making their 
impact on the world.  

At the core of everything Trace does, his focus is on empowering people to become 
abundantly aware of how important confidence, passion, ambition, persistence, and 
creativity are to achieving success. After sleepwalking through life he was awakened by 
an unstoppable desire to play a bigger game, because the cost of playing small, wasting 
his life away, became far too high. 

And perhaps most importantly, Trace discovered how to get out of his own way and 
help others do the same so they could impact a worldwide audience by connecting with 
them deeply. His extraordinary flagship program, The Doodle Video Dude six week 
online training course teaches people not only how to multiply their income and sales 
conversion with doodle whiteboard animation videos, but also how to set a goal and 
vision for themselves on a big life picture scale while unlocking a creative side of 
themselves they never knew they had. 

Alaskan born, Trace enjoyed 15 years in the California sunshine before recently moving 
to Austria with his wife, where they are enjoying the European entrepreneur lifestyle.  

So, all the way from Austria, hello, Trace! 

Trace Haskins: Hey, Lisa. Thank you so much for having me. It’s wonderful to be 
here. And great introduction. 
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LS:   Yes. I wrote the whole thing myself, as you can tell. I’ve been 
observing your life for the past 15 years and that’s what I came up with, so I hope you 
like it. 

TH:   I love it. You’ve been following very closely, it’s great. 

LS:   Thank you, I appreciate that. I pride myself on the details.  

So, Trace, obviously for most people who’ve found their way here they got to 
experience a great little introductory video from me on the SellToWomen.com opt-in 
page. Not everybody got it because in the beginning, like most good marketers, we split 
test. So some people saw a page with it, some without. But I know that you’ll be having 
a special free gift for them all soon where they’ll be able to see more samples of what 
we’re talking about here. 

But it would be great if we could just start out with you explaining the unique 
transformation that you offer. And let me just ask you, would you say a majority of your 
clients are women, that you work with? That might be a good question to ask first, so we 
can get a sense here. 

TH:   That is an excellent question, yeah. Historically speaking I’ve been 
in the game for quite awhile now, and it’s been about 50/50% men and women. I love 
working with women because they’re so much in touch with their passion and their 
purpose. Typically speaking they’re really out to make a difference, so I love working 
with them. But I’d say it’s probably about a 50/50 split down the middle, historically 
speaking. 

LS:   Okay, great. I’m sure all your clients, and of course we’re focused 
mostly giving people insight into how to attract, convert, honor women clients. What is 
the unique transformation you offer with your work? 

TH:   To put it extremely simply I help women be so awesome that 
nobody can ignore them. I have this little obsession with the Steve Martin quote right 
now, be so awesome they can’t ignore you, and so I try to put that into everything that I 
do. Whether it’s creating one of these doodle whiteboard animation videos, or designing 
some sort of a marketing campaign, or even inside the coaching and training that I give 
to my beloved women clients for either starting their own business or bringing their 
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existing business to the next level. I allow women to be really who they are and also to 
become who they want to be. Which, in turn, empowers them to attract great things into 
their lives and their businesses.  

Now, when I say I allow them to do that, I want to make sure everybody understands my 
definition of that word. As a man it’s not my position to “allow” or disallow anything, but I 
went through a training program during my late teens and I was introduced to the 
concept which has really transformed my life, which is what it means to create a space 
for people to be. This is great for men and women, or whoever, but especially with 
women. It’s great because, when I use the word allow, it’s like there’s a lot of people, 
especially in the high-spirited, highly competitive, over-achiever business world of 
business building, who actually create a lot of noise and are really so focused on 
themselves that they don’t create a space for anyone else to get on there. They just 
create noise. 

That’s not good for anyone. I think it’s really important that people, whether they’re 
designing a marketing campaign or if they’re working on personal goals, or anything that 
they’re doing in business, really powerful when we talk about business and selling, to 
create a space for both yourself as the seller to be as well as your customers, who 
you’re selling to. 

Back to your question of what transformation do I offer women, as women I think you 
have many strong desires. Some of them are conscious and some of them are 
subconscious. Sometimes as a woman I think that there can be confusion about exactly 
what you want, especially on whether or not you’re actually deserving of what you want 
in the first place. You might be asking yourself, as a woman, who am I to want X, Y, or 
Z. 

On top of that I believe that most women have a strong desire to feel accepted. Again, 
for a lot of women, I think that the world has probably, at one time or another, told them 
that they’re not smart enough or beautiful enough or brave enough or sexy enough or 
powerful enough, in general there’s just something wrong with them or maybe there’s 
something that’s inadequate. One of the things that I love about life is that you can 
choose to take on any goal for yourself that you want.  

In working with women over the years I’ve made it kind of one of my goals, when 
appropriate, to help those people dispel those myths inside themselves that women 
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typically run through their minds, and actually empower them to embrace who they are, 
give them a space to be, at the same time while still striving and studying and achieving 
their massive goals.  

But not to do all that because others are telling them that they need to or that they’re 
inadequate, but really because they feel deep down inside that they were born to be 
and become whoever they are and whoever they want to be.  

I know that I’m speaking a mile a minute here. But when you consider that I’m known as 
the doodle video dude, you’re probably asking yourself, well holy guacamole, Trace, 
how do you do all of that with women inside what it is that you offer? The answer to that 
great question really lies within how I work with and communicate with the people and 
the women that I interact with on a day to day basis. 

I always feel like I’ve had a strong feminine side to my personality, and because of that I 
feel like I’ve felt many of the same feelings that a lot of women do. Like self-doubt and 
inadequacy and feeling not good enough. When it comes to playing a bigger deeper life, 
for example as a business owner you’re networking with people, you’re marketing 
yourself, and you’re going after these big huge massive goals.  

I think in a lot of respects I’ve been more like a woman than a stereotypical macho man, 
because as a result of these personal experiences that I’ve had. Because of that I feel 
like I have a great ability to understand what many women go through, and as a result 
share a deep level of empathy with them.  

That, in turn, puts me in a powerful position to communicate with women and meet them 
on the level that they’re presently at. And then, once I’ve met them there, help them 
push themselves higher. 

Specifically in the entrepreneurial space, if the woman I’m working with has already 
achieved this level of personal fulfillment and self-growth, which I love encountering in 
the world of business these days because there’s a lot of them and I’m sure there’s a lot 
of them on the call right now, that type of woman she’s usually on a mission to help 
other people do the same thing. Which is to overcome these things that have gone on 
inside of her, overcome the [inaudible 56:04] for a better way to put it that the external 
environment can put on her, and then help other people do the same thing.  
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So when that happens, and it happens often and it’s a lot of fun and it’s lovely, then we 
just have a jam session and we play jazz together when we’re creating doodle videos 
and marketing campaigns and optimizing sales conversions and all that fun stuff. 

LS:   That’s awesome. Well, let me say any guy who uses holy 
guacamole is striking the perfect balance for me. You’re modeling what you’re saying, 
it’s not just all words, Trace. It’s right here on the court, which I really appreciate. 

And I have to say, too, that working with you to create the video animation was really 
fun. I just realized there may be some of you who are like what is a doodle video? You 
may have seen these. They’re popping up because big companies are using them. I just 
saw this awesome one for, I think it was Honda. It can show in many ways, but I’ll give 
you my consumer definition. 

It’s a video, and a lot of times a promotional video. That’s how my first use was for this 
series, was a promotional video. It has animation in it that sometime you can see the 
hand drawing. Words, graphics, and it’s sped up really fast in many cases. It’s more 
attention grabbing. In fact, you know, sometimes I’ll keep watching just to see what the 
animation is going to do next. 

Is there anything you would want to add just to make sure people know what we’re 
talking about when we say a doodle animated video? 

TH:   That’s a great description. I think the best way to picture it is you 
have a white video screen, then you’ve got a picture of a hand, usually holding a marker 
or a pen or something like that, and then [inaudible, audio cuts out like it was hung up 
57:54] come on screen. They’re really effective in marketing and really in educating and 
anything that involves communication, basically.  

But while we’re talking about sales, creating a sales message and getting people’s 
attention, literally yanking them into their computer screen or their TV screen or 
whatever they’re watching, and making them pay attention to what’s on the screen. 
Because it just engages the brain, they’ve been proven to multiply results up to 800% in 
terms of conversions when you compare it to plain text.  

It’s just a really engaging medium that I’m sure hopefully a lot of people are familiar 
with, because they’re getting more and more popular. There’s still a lot of niches that 
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aren’t using them yet, and because of that it’s even more powerful in those areas where 
they’re not used as much because there’s tons of opportunity there. It’s still such a 
brand new thing. 

LS:   Yeah. Awesome. I’m sure you guys have seen them, or you will be 
seeing them popping up more now that you can be on the lookout. 

Real quick, Trace, what have you found is effective in inspiring women clients to say 
yes? 

TH:   That’s a great question. I love that question. This might sound kind 
of strange, but I think women are a diverse species. Can I call you a species? That’s not 
offensive right?  

LS:   Yes. Well, it’s funny that you would say that because, as you know, 
we just had Stephen Dinan on of Shift Network and he kept referring that we inhabit 
planet Earth. So we’re definitely starting out on Day One with a good consciousness 
that we are on planet Earth, we’re not just alone out here in the universe, and we are a 
species. So I think it’s a perfect lead-in after Stephen. 

TH:   Okay, that’s great. That being said, I know so many different types 
of women. They have completely different personality types, different goals, different 
mindsets, different backgrounds, and extremely varying levels of life experiences. When 
you’re selling to women you have to really figure out who your target woman client is, 
and then speak to that particular profile or avatar, or whatever you want to call it, in your 
marketing and in any kind of conversations you’re having with them. 

Now, when you talk about a sales conversation you need to keep in mind that there’s 
multiple modalities to conversation. It includes what you say, what you write, the images 
you use, or if you’re using video how your video’s made. And in person it includes more 
advanced things like body language and fragrance, and even tone of voice. What you 
need to do is meet them where they’re at, and then you need to validate and or make 
them aware of whatever current problems that they have that you can help them with. 

And then show them a solution that you have for them that offers an instant 
psychological transformation that they can see inside their mind. Which in turn will 
inspire them to say yes to move to the next step. 
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To say it simply, you basically psychologically and emotionally need to first get to first 
and second base before you hit third. You’ve got to kind of walk them down a little path 
there, if that makes any sense.  

LS:   That idea also came up with Stephen, that we were talking about. 
Let’s have a little foreplay before we go for the home run. You know what I mean? 
Romance, warm us up, first base, second base. It’s funny how all these different 
analogies, but the relating obviously important. 

TH:   Yeah, exactly. I think men, typically speaking, can sometimes forget 
some of that stuff and so it’s really important to stay grounded and realize how men 
operate. This is all stereotyping, it’s not 100% always the case, but typically men and 
women they have different behaviors. So as a man selling to women you need to 
definitely keep in mind the way that the woman likes to dance and be romanced a little 
bit before you do the jump to the solution. 

You jump to the end goal it’s like you’ve kind of got to work your way up there. 

LS:   For sure. And I like what you said, we’re very like-minded on that. 
We talk about our PSPS, problem solution, problem solution, and that’s probably why 
we gravitated to doing this work together. 

What would you say doesn’t work, from your perspective, with women? In the realm of 
selling to women, serving women. 

TH:   Yes, we’ll keep it on topic.  

Kind of like I mentioned a minute ago, there are so many different types, or sub-species 
if you will, of women. I don’t know that there’s one universal answer to that question, 
other than to say that if your message and your brand and everything about you and 
your company and your products and services don’t align with the personality traits and 
goals and beliefs and desires of your targeted women clients, then you’re probably not 
going to get her to say yes.  

You really need to hook her in by her reticular activating system, or RAF. 
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LS:   Your Skype line cut out after you said you really need to hook her 
in, and then I think you said something about a reticular activating system but you’re 
going to have to repeat that. 

TH:   That’s right. I have a tendency to go a mile a minute, which is a little 
much for my Internet connection. 

Basically I was saying you need to hook her in by taking advantage of her reticular 
activating system, or RAS. If you’re not sure what that is go Google it, it’s a really cool 
thing. I’m sure a lot of us on the call are probably familiar with it since we’re in sales. 

But basically you want to put something in front of her that interrupts her busy day and 
makes her lean in. And then once you have her attention you need to be so awesome 
that she can’t turn you off. We were talking about the doodle medium earlier, it’s a great 
medium for doing that, but you don’t need a doodle necessarily to do that. You can do it 
with any medium you want. But it’s important that that’s part of your marketing.  

To put it simply you really need to do your research and meet your woman client at her 
present level, wherever she is with her busy day, whatever she’s got going on. And then 
once you’ve got her, you’ve grabbed her, you want to bring her where you want her to 
go. If you do things right and you’re doing your research and your targeting properly, 
where you want her to go should actually really be where she already knows deep down 
inside she wants to go. 

If you don’t do that, it just won’t work. 

LS:   That’s for sure. And I think the key that you’re sharing here is the 
research. So many people are just out there guessing. Serving, asking, having one-on-
one clients, doing one-on-one sales calls whether they buy from you or not, it’s really 
some of the best ways to hear where your clients are. Which just can enhance all of 
your marketing along the way. 

And speaking of enhancing your marketing, what I’m really excited about is that our 
listeners get to learn more about you and your work, really in an experiential way 
through this really generous free gift, free training that you’re offering here. I want to 
make sure you all can get your hands on it. We make it easy for you. 



 

 

Pa
ge
27
	

You go to www.selltowomen.com/trace, again you’re listening to Trace Haskins. What 
you’re going to find is a webinar that is all about how to create a powerful sales script. 
Five, six, and seven figure copy-writing secrets. Trust me, as the queen of sales 
conversion, I can tell you you want to have a structure. Getting your hands on a 
powerful sales script, and, Trace, I’m assuming this is something you use when you 
empower your clients to do their videos and their doodle animations with you. I’d 
imagine it’s almost a necessary thing for you to be able to get the job done. 

TH:   That’s correct. It really, Lisa, is the foundation behind everything. 
You can have the most awesome video, you can have the most awesome website, you 
can have the most awesome retail space if that’s what you’re in, but if you don’t have 
the right messaging behind it all that flashy stuff isn’t going to do you any good.  

That’s what this webinar is all about. I do share this webinar with my coaching students, 
as well as my clients who I work with to do production services for the doodle 
whiteboard animation videos. It’s a really really powerful webinar where you can learn 
all about how to reach into the mind and the eyes and the heart and the soul of your 
target audience, using the science and the art.  

And I actually have a clever analogy for that, I call it the balsamic vinegar and olive oil 
where basically you just use sales and copy-writing techniques and really do it in a way 
that connects with people. That’s what this webinar is all about. 

So yeah. It would be great, I’m sure. Hopefully everybody will enjoy it and get a lot out 
of it. It’s a three hour webinar, guys, so it’s jam-packed. Definitely go check it out. Like 
Lisa said you can go to www.selltowomen.com/trace and learn all about that. Hopefully 
you can watch, listen, employ, and enjoy. 

LS:   Watch, listen, employ, and enjoy, I love it. They’ll get instant 
access. And this is straight out of your $2,000 Doodle Video Dude online course, so I 
think it’s just super generous. 

Thank you for knowing that this is an audience that you want to serve, and coming to be 
both a teacher and a sponsor for our event.  

Again, everyone, we’ve got a packed day today. You can access more from Trace at 
www.selltowomen.com/trace. If you missed my own special tips and training this morning, 
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I shared the things that I feel really were responsible for taking us to the Inc 500 two 
years in a row in a very short period of time. Or Stephen Dinan, as you know, that came 
right before this. Or you’re just looking at the lineup over the next three days and going 
oh my god, Natalie Ledwell from Mind Movies and Ali Brown and Blair Singer and 
Margaret Lynch and Mary Morrissey, and you’re like I don’t know how I can make all 
this, I just want to remind you, don’t worry. 

We’re putting together a VIP package. If you just know you want to hear everything, but 
you’d rather listen to it on your power walk, which is kind of my strategy, you can grab 
that VIP upgrade package any time during the series for $100 off, so it’ll only be $97. 
And you just go to www.selltowomen.com/upgrade, as I shared earlier, and you get the 
MP3’s, you get the transcripts, you get the action sheets, plus you get the links to the 
free gifts of all of 18 teachers. 

If your day doesn’t allow you to be with us solid for three days, give yourself that treat. 
And you save $100 by doing it now during the series.  

I just want to thank you, Trace, for all the value you’ve provided long before the series 
even started. And everyone, stayed tuned. We still have Susan Harrow, Roger Love, 
Michelle Schubnel, Natalie Ledwell, and that’s just today.  

I will see you. Just keep your eye on you inbox where we’ll be guiding you through the 
series, holding your hand the whole way through like we always do when we are 
supporting you in learning how to get your work out into the world in a much bigger way. 

Thank you, Trace, and thank you, everybody. I will see you on the next call.  

TH:   Thanks, Lisa. Have fun guys. 

 

 

   

 


