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FEBRUARY CONTENT CALL: 
THE PREMIUM OFFER 

Recording Transcript 

You're going to love what we're sharing today. I've tried to put it into something super 
practical. I get excited every time I teach content; I'm really giving you the best stuff 
that was a game-changer in our business. This whole notion of creating premium offers 
was the master turning point in my business. Quite a few years ago, I started to 
transition. Before I had been stuck in a bubble of considering all clients as created 
equal. I was in the classic model of trading time for money. I had an hourly rate though I 
thought I had created these fancy packages that were not entirely in an hourly rate. The 
truth is it still was - I just happened to be in a higher hourly rate. I thought that that the 
only way to scale and grow my business at that time was to start to push up my fees. 
Essentially anybody that was coming into my business was paying the same rates and 
the same fees. They all had the same level of access to me, the same quality – though 
not the same content. It was highly customized for every single different client that I 
was working with. They were getting this high-end, high-caliber approach - the best of 
me with access to me whenever they needed. They could phone or email, they would 
bump into me at social events or out walking my dog and ask me questions. I would 
dread sitting down next to people I knew because they would be picking my brain.  

That was kind of the way my business ran in those earlier days and at one point I 
started to figure out that there had to be a better way. Other people were more 
advanced than me – in completely different businesses including property developers, 
landscape gardeners and interior designers, etc. They were considerably further ahead 
than I was in business. Actually the sponsor that helped me get into the law firm when I 
landed that deal was always giving me business guidance on the side and the piece 
that everybody kept saying was you just can't scale that enough: you're great, we love 
your enthusiasm, we love what you do, we love what you say but frankly you've got 
yourself a job. This is not a scalable model.  

This was tough to hear back then because I was very enthusiastic. It was everything 
that I had. I felt like I had to work so hard to create but that whole notion of scale really 
stuck in my mind. I know again in my heart of hearts that I wanted to serve more people 
and that was the track that I was trapped on. Frequently, I would find myself with way 
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too many clients but my income was stuck because I was on an hourly model. I was 
just starting to look at growing my business. I realized that it actually wasn't about me 
building my coaching skills back then; that's where I was investing a lot of my time and 
energy and resources. I mistakenly thought that if I could just become a better coach 
and better at my craft, then my business would miraculously build and solve itself.  I 
was in that transition of realizing that I need to think differently. I found myself in this 
whole different world of leveraged programs and premium pricing, working with ideal 
clients, packaging services, etc. It was somebody taking the blindfold off me and I had 
become present to a whole new world and a whole new way of thinking about my 
business.  

It was absolutely overwhelming. I realized that I had to rethink this thing: I didn't have a 
clearly defined niche and I had never thought about the concept of an ideal client. All I'd 
ever thought about was charging by the hour and then grouping those hours and 
service together. I would sell a package of six sessions and for me that felt like a 
package but really it wasn't; it was just six times my hourly rate. It was a start in the 
right direction. I needed to completely turn my own business model on its head. That 
wasn't exactly overnight. I had times that I felt like I had a full practice and wondered 
how to start to transition out of this and build this new model with my own concerns 
around not losing what I’d gotten so far and hanging on for dear life. It was going to 
require not only thinking a bit but really redesigning my business and positioning myself 
in a very different way. I'd been positioned really generically prior to that. I would go 
under titles of life coach, performance coach, corporate coach, executive coach, etc. 
They were all generic and I would change the titles depending on the audience. This 
meant that now I had to rethink my whole value proposition and the structure of my 
business.  

At that time I was at a conference in early June and I’d started to integrate this into my 
business and by the time I launched my first premium offer it was November of that 
year. It was June to November - so probably about 5 months - and I never went back 
once I had made that.   

Before I dive into how you can start to think about this for your business, I really want to 
throw some seeds to you. Initially you may get triggered today depending on where you 
are in your business. You may think, “This won't work for me. My market doesn't work 
like that.” I’m asking you to be open today and to ask yourself the question of how 
might this fit – to be able to approach this whole notion of premium offer. If this this is 
really something that's going to be speaking to you, I want you to set the intention of 
how and when it can fit into your business. Some of you are already doing this because 
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you've been with me for a long time. Some of you are on the brink of putting this into 
your business and it really could be next week - but for others, you might want to set 
your intention to say second quarter or second half of the year. The invitation is to not 
throw out all the ideas today. Be in that place of curiosity and look at where this could 
fit.  

I want to first share with you five hot principles that really work when starting to think 
about this premium offer. These are some of the key mindset shifts that I had to go 
through. One of the top pieces that I had to get my own head around was this notion 
that the premium offer is not for everybody. It is absolutely not for everybody. It's not 
that we're going to be super generous and create something that everybody's going to 
want. The reality is it will be for a much smaller exclusive group - an elite group. It is 
absolutely not for everybody and that's the whole idea behind the premium offer.  

At the time that I was going through this, there were some statistics that were being 
thrown around that seemed to be fairly consistent. They talked about the Pro Rate 
Principle. Often when you stop to analyze practically any results that you are getting, 
you'll find that 80% of your results are coming from 20% of your efforts. Sometimes it 
goes the reverse and we're generating 80% of our clients but only getting 20% of our 
results. That's when we start to think, “I'm working so hard and I'm never getting 
ahead.” Using that Pro Rata Principle, it's really estimated that in any business 20% of 
your client base would want a premium offer. If you start to look around across 
industries you'll see where it exists already. It really does apply to anybody’s business 
or practice. Airlines have traditionally done this between first class/business class and 
flying coach. How few people are going to be taking first class? When you see the 
differentiation in price, you realize that's also where an awful lot of the money is going 
to be made: from that first class service.  

Another example is hotels. Most hotels are set up with those standard rooms all the 
way up to the executive lounges and the Presidential Suites and Junior Suites. With all 
of those different levels of service that exist, there is always going to be a group of 
people that want those high-end best view suites when they're traveling. Think about it 
at concerts. I see this now even with my own son. He's 21 and he and his girlfriend love 
going to festivals with hundreds of thousands of people. Often they're trying to work 
out if they can afford the VIP ticket with special things like access to the DJ, access to 
the stars or photo opportunities, meet and greets, all those extra goodie bags. It's 
across the board. It's estimated that 20% of your clients would want it if you were 
offering it.   
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One hot principle for thinking about your premium offer is it must be a win-win for you 
and for your clients. If there is anything about your premium offer that doesn't leave you 
feeling really excited and wanting to create it then it's wrong because that's the whole 
notion behind it; that it's a win for you. I'm not just talking about financially here. 
Financially it has to make sense - but it's more energetically that you're going to feel 
excited and that your clients feel excited to step into it too. You're going to be able to 
deliver the type of service that's going to really help them get the outcome and the 
result so they feel really great about being in that premium space with you.  

Another top principle is positioning. When you have a premium offer, it totally shifts 
your position. I couldn't see that until I started to create the new offer and the new 
program. Then it seems blindingly obvious. When you're selling something that looks 
very similar to everybody else in your market, you're basically competing with rates or 
how things look. It's difficult to differentiate yourself. You must have a commodity – 
otherwise I could just go down the road and see if I can find somebody else that can do 
this cheaper for me. Once you start to have that premium offer as part of your services, 
there's a natural perception that accompanies this that we can all lean into. We’ve got 
to do this with integrity and make sure that what we're offering is quality - but there's an 
underlying belief that really prevails that you get what you pay for. Of course there's 
always exceptions for that; we've all had experiences where we've forked out a lot of 
money and been disappointed - but if you know full-well that you're delivering a quality 
service and that you are going to be serving those clients to the best of your ability in 
integrity when you have a premium offer, it will naturally position you as an expert. 
You're no longer the commodity that's down the street; you are a trusted advisor. 
People immediately think that you must know what you're doing. Just to be 
commanding those fees, you’re seen as serious. You're taking yourself seriously. 
You're taking your business seriously. You're taking your clients seriously and it gives 
you some level of authority.  

One of the biggest advantages for me personally about offering a premium offer is the 
fact that it causes me to have to step it up. I really raise my game in mindset, in 
marketing materials, in how I present myself, in the content, with the people that we 
would work with, etc. It's very naturally a step up. We've got to raise our game and 
continue to. It's not one step taken and then we're done. This model will help you 
create leverage in your business and scale. That was that piece that I was getting that 
feedback around in those early days. You may dream of that bigger business but the 
model is wrong and you cannot leverage and scale from here. There comes a point in 
the business where we all need to be working smarter not harder. There are only so 
many hours in the day and if you have a vision to serve more people then leverage is 
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something that you must be looking at achieving. Leverage is simply where you can 
serve more people - touch more people, impact more people's lives - but you don't 
have to increase the amount of energy that you're putting in.  

Frequently what we've seen in our business is the time equation goes down 
considerably when you're really starting to build out that model. It frees up so much 
energy. It's often going to be a lot less effort. Ultimately it will result in higher income for 
you as well - but more importantly there’s going to be greater client satisfaction and 
clients getting great results.  

Those are five hot principles that drove my decision to look at building that premium 
offer. You'll see that we've put a document that's called “Building an Extension Model 
for Scale and Leverage.” It looks like a pyramid. You may have heard me teaching 
about this other times; I sometimes have called this “the perfect pyramid.” What we 
ended up doing is really turning this model on its head. With this premium offer, there's 
a lot of confusion in the marketplace. A lot of people are teaching that in order to build 
your business you actually start with an entry-level program. You may have heard it 
called a low-end offer. A low end offer in today's world can be anything from about $7 
to $500. It will be in that ballpark. A lot of people are teaching that that's how you get 
people in. You get your numbers in that way and then once you've got the numbers you 
invite them to go up through that model. We turn the model on its head – the opposite 
of what other people are teaching. We never bought into that model in the first place. 
Why would you start at the bottom? Why can't we just go straight to the top and get 
some of those premium finances first? They're ultimately going to be paying a lot more 
and they're going to be more invested. They're going to get better results and working 
with them is going to be a lot more fun rather than trying to sell all of these low-end 
packages – and we can start to actually build out that model later if we want to.  

Up until this point we still have never really had a substantial lower-end offer. Everything 
that we have done is in a higher-end premium way because we haven't felt the need to. 
It's a lot of work and a lot of energy. The whole idea behind this is really that we start to 
build it from the top - not from the bottom. It very naturally builds in what we call an 
Ascension model. There will be people later on that would come into a lower-end offer 
or a group program. Then they will start to see that they want that level of service and 
they want that level of contact. They can actually see a path to get there. This is a very 
natural desire in the right clients; it's that 20% that we really want to go premium.  

I’m going to share with you a quick example. We've built our model in our business for 
a very long time with Premium One-to-One Consulting and coaching packages and 
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we've done that very successfully for about the last 5 years. We've done that with a 
one-to-one model because it always meant just one conversation with one person to 
get a premium plan as opposed to all of the dynamics of groups. This can also work in 
groups - we also have a premium offer for groups as well. Beneath that, one of the 
things that we have in our business model are what we call intensives and these are our 
VIP day when we work very intensively one-to-one or in a small group with people. 
That's when they're going to get those results in a very intensive day.  For me, the next 
level down from there would be a group leveraged program. ACCELERATE is a perfect 
example of that. We have two levels within ACCELERATE. There is actually a premium 
level inside of the program where people can work with me privately as well but 
ACCELERATE is a highly leveraged group program. An entry-level program may be a 
self-study program, something that's on the web that people take themselves. Our 
entry level program at this point in time is something like the Boutique Business 
Intensive or we do a workshop to teach people and then we make an offer into those 
different programs.  

This model can change and be adapted for every different business- but I want you just 
to start to think - What are the levels currently in your business? Is everything created 
equal? Is it time to start to think about that premium level? Let's go to the next 
document here. When we start to think about creating that premium offer, it really is 
about looking at the client and what they want now. It has to be a win-win and typically 
speaking when you do a premium offer this is the place where your clients may have 
the most access to you. It may be that they can call you whenever they want to or 
they've got regular calls with you. For some people, their premium offer may mean that 
they're doing the work for their client. It might be actually putting together marketing 
materials and doing the work for people at a much deeper level. Always you want to 
think about why it would be important to you. First and foremost what would be 
exciting for you around creating a premium package? You want to have happen with 
that package an opportunity to dream big. Why did I want a premium package? 
Because I could see that I simply couldn't scale my business and I kept bumping up 
against my own ceiling. This wasn't a mindset ceiling; this was a real feeling of no-
more-time in the day, no more space to take on more clients. It was about first and 
foremost freeing up time and being able to make that jump in my income to take the 
business to the next level. Then it really became a feeling that this would be so much 
more fun to work with these clients more intensely- but to actually work with less 
clients.  

I personally was in a place where I was feeling very scattered and sort of stretched 
between everything. I was aware that I wasn't serving all the clients to the best of my 
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ability and so I felt that I can actually work with the clients that I feel really excited about 
and work with them more intensely and more deeply. The dreaming big starts to really 
tap into what it is that you really want. What is it that you're looking to create - 
especially for a premium offer? I'm going to share with you again really transparently my 
own thought process because at the time I was hearing people say things like they had 
clients that pay $25,000 year.  I was the girl that was charging $1800 for six sessions so 
you can imagine the stretch for me to hear $1800 and $25,000. It felt like trying to land 
on Mars. There was something about that number that started to feel exciting to me. I 
would love to think that one day I would feel good enough and qualified enough that I 
could stand in my power and really charge those types of fees. Truly my dream big 
back then became that I really wanted to be working with these high-end clients and 
wanted to be able to one day aspire to charge in that $25,000 range. Did I start there? 
Absolutely not but I started to dream big.  

Another part of that dreaming big was wanting to host events. I knew that I wanted to 
build leverage and I knew I wanted to eventually run a group program. I wanted to go to 
some nice locations and start to travel and see different places so that became part of 
that dreaming bag.  Dreaming big was also about the kinds of clients that I really 
wanted to work with. That's when it started to shift in my mindset.  

We’ve also got to be really clear about what do we not want. I was so tapped out with 
everything that I was doing I wasn't going to create a premium offer and have people 
calling me every single week for example. They could have access to me whenever they 
want but I wasn't going to commit to four hours of coaching every month. I knew it 
wasn't necessary and that would have represented a nightmare for me because that 
would have represented charging a lot more but actually having to deliver all this time. 
I'm really locked in and I would feel as if I had these golden handcuffs on. Another 
nightmare would have been around having the wrong types of clients: very needy 
clients, very demanding clients or disrespectful clients. That would have represented a 
nightmare for me back then.  

Why would you want to create a premium offer? The biggest reason that most of you 
mentioned – including the five or six people that I spoke to – is that you get to learn 
more. You get stretched, you get excited and it pushes you to that edge. You deliver a 
better level of service and that's why you'll never go back. It's a sense of your growth 
and contribution that becomes a very healthy addiction. You're just going to want more 
of it because now you really do develop your expertise. Take a moment to quickly jot it 
down. What do you want? Dream big. I want you to go with the very first idea that pops 
into your mind. If you could create that fantastic premium offer, what would it look like? 
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What are some of those ideas? What would you want? Is it one-on-one? Is it groups? Is 
it a high-end premium leveraged group? What types of clients? Is it in different 
locations around the world? Perhaps your dreaming big is not leaving your house at all; 
you want to run your business from home, serving people around the world. Just jot 
down some ideas.  

Conversely, put down a few ideas of what would be a nightmare. For example, having 
the wrong people at a premium level. It’s not just about affording your services; having 
the wrong people at that high level is a nightmare. They'll be entitled and disrespectful 
and they can ruin it for everybody else. You may have some other ideas. What would 
really be a nightmare that you just don't want to have at that level? 

I want to switch to the Premium Offer Builder. What we've got to start to do now is 
think about who it is for. You’ve started to get some ideas about what it is that you 
want; think about now who. Currently perhaps you may or may not have them in your 
world. That's totally okay. I had premium clients in my world when I first started out 
building the program. I started to see that there were some people that were in my 
world at the time that I couldn't fit into my program. When you think of your premium 
clients and who they might be, you may have some names of people that you are 
already working with that you love working with - and would like to work with at a 
deeper, higher level that’s more engaging and exciting. If you haven't got a clue at this 
point and time because they really don't feel like they're in your world, that's totally 
okay. We're just going to put “Client #1,” “Client #2,” “Client #3,” etc. You may know 
people that you would like them to be like. You may know a guy named Paul who is 
really cool: he runs a great digital agency and you'd love to be helping him with his 
online marketing or whatever that might be. Even if they may be like somebody that you 
know, just put some names down. Who are your premium clients or who might they 
be? I don't want you over thinking it; the first things that pop up - probably three to five 
names maximum - is all you need at this point in time. You may be working with made-
up names.  

You want to think about what it is that they have in common. This is particularly 
important if you are thinking about building a high-end group program where you’re 
going to be bringing them together. It's not as important if you're doing individual one-
to-one because it can just be highly customized and that's how you're working with 
these people. For now just start to look at what some of the traits that they have in 
common are depending on what your client base looks like. It may be revenue levels, 
length of time in business, size of business; those might be things that they have in 
common. It could be other traits like they're all pretty competitive. You start to think, 
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“This could be fun. All my ideal clients are competitive. It could be a good recipe for a 
program.” You may discover that they all love to give back and pay it forward and have 
philanthropic hearts - something that unites them. It may be that they're all in the same 
industry or it may be that they're all struggling with the same thing that keeps coming 
up time and time again. 

Think about what you would want for yourself in a premium level program. Sometimes I 
think that what we want for ourselves is what we could be giving our own clients. We 
look in that mirror and say, “I'd love to have that. If I were that premium client, I would 
want to have that thing.” For example, they might want to have more access to me. In 
my case, they might want to understand some of the secrets behind the business - 
behind the curtain things that you wouldn't normally share publicly. They might want to 
be rubbing shoulders with other people that are playing that game at a bigger level. 
Maybe they want to have my eyes on their work or their marketing language in their 
copy on their website or looking at campaigns. Access is often knowing that they've got 
the support and where they can go whenever they need it. They don't want to have an 
appointment; they want to know that they've got that support when they need it. I want 
you to answer for yourself if you're in a premium level program - what is it that you 
would want that would be really attractive to you?  

The next thing you want to think about now for your clients is how they would want to 
have those services delivered. Sometimes this one can be a little bit tricky; we've got to 
think about the win-win here. We don't want to be delivering a service to somebody 
face-to-face. If you have to travel all over town to drive to all these different clients and 
deliver face-to-face service and you really want to be delivering it virtually, you've now 
got a conflict. Start to think about how they would want to have it delivered. What is 
that win-win where you make it right for yourself as well? Just give me an example. 
When I first started my coaching program, the first offer on the table was that I would 
be traveling to all of these different countries and delivering high-end highly custom 
one-to-one face-to-face coaching. I discovered that I would have to travel to ten 
different countries to do that and I just didn't want to. Instead I offered that virtual 
personalized one-to-one - but it also meant that I built in an awful lot of flexibility. I 
knew my clients had very demanding schedules that could change at a moment's 
notice. They often did need to reschedule but I was able to build that in so that we had 
that win-win. When you start to think about your premium offer: Is it going to be virtual 
over a conference line, over Skype or Zoom or video conferencing? Is it going to be 
blended? Our ACCELERATE program is very much blended. We've got lots of different 
modalities. Is it something where your ideal client would love to be hopping on a plane 
and flying off to some luxury high-end retreat with you? Perhaps having some sort of 
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experience or adventure? Does it need to be long-term on the high-end or do you think 
that your clients are more intensive and they’d love to fly in and spend the day or a 
couple of days with you intensively and then they're done. I'm throwing out lots of 
different models here. It might be that they want to have access to you in that high-end 
one-to-one so that they've got access to troubleshooting and consulting but they also 
want to come together and meet other high-end clients in a kind of masterminding or 
community-based type of program. A lot of times the high-level value is the 
connections that we build that become really important.  

These are some different ways to think about delivery modes. I want you to start to 
write down some examples there and think about that win-win. What would be exciting 
for you? We wanted to move around and wanted to start to be in different locations. We 
were starting to think even bigger around that and for our clients that's exciting. My 
business helps me to do that. What would your 20% of clients really like? It’s about 
really understanding what's important to the client. For the CEO of the law firm I used to 
work with when he was a managing partner in one of the Regional Offices, my delivery 
mode of coaching to him was actually over a two-hour hike up in the hills of 
Switzerland. He later told me that it was the highlight of his week. There was no luxury 
location; we were out in nature and it was important to him. I was focused a lot on 
fitness and health back in those days and peak performance so we incorporated that 
into those coaching sessions. Sometimes those clients want to be out in nature. They 
want to do something that's really different that helps them connect back with 
themselves. Think about those things that you might be craving yourself; it is a mirror 
for what your clients might be wanting. You can start to think creatively about how you 
would put those into your delivery modes. I want to start to give you ideas of how you 
start to piece together this program. We've put together the Premium Offer Planner for 
your different businesses. You're going to have different elements. YouTube easy ideas; 
a lot of them have been taken out of my own business. You're going to need to put in 
those things that are relevant to your own business model.  

When we are going through building out our program, we start to look at the type of 
content that we want to be teaching and know our clients need to learn. What is the 
type of content? Interestingly, one of the things that we discovered in our particular 
business model is that the higher the level there’s far less content. We don't have to 
have such a robust curriculum when we’re teaching content because at those higher 
levels it starts to be more about real troubleshooting problems and masterminding 
around things. We don't always have to think in terms of content. You might want to 
think about if your content is going to be delivered by webinar or teleconference or 
Zoom. Those are different platforms - but content could be that you have guests. You 
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have put together a hell of a program and you're going to bring in some guest speakers 
that are going to share some fabulous content and learning.  

What we're going to be doing in STELLAR - our higher-level program - is to teach a 
tactic to the rest of the program. What really works in their business? They're going to 
share it with a 10-minute talk. That's a different way of sharing content. You may have 
video. That's a different platform for sharing content. You may want to start to think 
about zero content. At that high level, there are programs that exist that have zero 
content; it's really that you are facilitating more and the group itself is actually creating 
the content. It becomes very self-generating. Start to think about different ways that 
this could be and start to stretch your thinking and the boundaries of what's possible. 
Also always keep in mind for those ideal clients, what do you think that they would want 
in an ideal world? You want to ask them. Another way to form content is to interview 
your clients. What is that number one concerning question or problem - that nut to 
crack that they want solved? Then you can start to think about what is the frequency of 
delivery. Is it four times a year? Is it once a month?  

Keep in mind you're busy and you have a lot of things going on. Often it's less is more. 
They want the shortcuts. They want you to go through information and cut back and 
simplify it so that they can quickly integrate. That becomes far more valuable than 
overloading in terms of content.  

The next piece is modeling where you are consulting with your clients and coaching 
them - whatever that modality is, where are those meetings? It could be with group Q & 
A calls like ACCELERATE. It could be one-to-one. The one-to-one does not have to be 
frequent. It might be that you have a quarterly check in with your clients. When we 
started to restructure some of a client’s programs, she had a quarterly check in with her 
very high-level clients - very strategic. It’s not speaking with them every single week.  

It might be that you want to have things like masterminding or peer consulting and 
coaching. That can be a great way to advance a program. It might be facilitation - 
answering some of those questions, helping to guide people where you're more 
developing a process than you are developing content and really upholding the space 
so that your clients get the results. It might be that you want to have facilitation taking 
place at retreats - like an intensive weekend at a luxury hotel or fantastic location. You 
might want to have that one-to-one. This can work extremely well. Even somebody that 
I'm working with at the moment said she doesn’t want to have to speak every month. 
She said, “Don't take this personally but I don't want to speak every month. I just want 
to know that I can speak to you when I need to and then I'm good.” The one-to-one is 
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there but it's more as needed. With the right client, it won't ever get abused. You might 
decide that you're going to give them your cell phone and say you could just text me if 
you need me and we'll get on a call.  

Think about building contacts and communities with that premium offer. That's 
something that's very important in our business model. We have a business model 
where we want to build community. You may say, “This isn't what I want to do” or “I 
just want to do it part of it.” Obviously we use social media. We've got a Facebook 
group where people can ask questions and stay connected. We blend face-to-face as 
well through different events and programs when we come together for something like 
the ABI or the STELLAR Mastermind. You may want to think about social dinners or 
social events. We met with a client yesterday and she was talking about how she had 
done something similar for client appreciation and how much everybody loved it 
because they got to meet people in person. It really helped people to reengage or to get 
more excited about the next year. Sometimes we can create smaller peer groups inside 
our community where you may be helping the facilitation of those peer groups and 
getting people to match and come together; for other people that's your role and 
beyond that they self-manage.  

Alternatively, you might want to be creating experiences for your community. I know 
people have been renting high-end catamarans for their VIP clients. That was very 
successful. Other people do days at racetracks or taking them into a top company and 
doing a team building inside of another brand like Google. It's thinking about those 
experiences that you might want to be sharing with your clients. Create that premium 
level experience. What's the frequency? Always think about that. Is it something you're 
going to do just once and that's it or is it a year-long program? Start to really map this 
out in terms of looking at the calendar. Where on our calendar is that coaching and 
consulting? Where is building community? What we start to do is realize it's not all 
completely separate things. We'll do a social dinner at the same time as our program so 
it's kind of in the same block.  

Those are lots of different elements there for you to think about. There will be more 
you're going to have. We've got a couple of boxes that are blank if there are some other 
ideas that you can think about in terms of putting together your premium offer.  


