
Your Irresistible Offer 

[Instructor] Time to start mapping out your irresistible offer. So there is at this stage, no need to create 
a sales page, all we're doing here is simply outlining your slides. So, you will share your offer during your 
celebration party, and so this is why we're focusing on this now, because this is going to form the core 
part of your launch content. But what I want you to do, before you start crafting this out, is to step into 
your most successful version of you, that person who's already had that wild launch success. If you knew 
that your launch was going to be the biggest success ever, then what decisions would you be making 
about what goes into the offer right now? The problem is, most people will do this from a place of, I'm 
not good enough. With those feelings of, I guess, lack of self-worth, really coming to the forefront 
instead of saying, yes, this is going to be amazing, and I'm going to create the most amazing offer 
possible. Doesn't mean it has to be big, but the one that gets you where you want to be. And some 
people will shrink away, they'll go, well, I haven't had much success with this yet, or, I'm new to this, and 
so what they do, is they make their decisions based off them not being a success. And because of that, 
their offer doesn't work.  

So it's kind of a counterintuitive way of mapping out an offer, especially when you haven't had that 
success yet, or you've had a failed launch, and there are so many things that stop us from creating what 
we really want to create, most of the time fear. Now, as we record this, we are in the middle of the 
Coronavirus challenges, and so globally, we have issues, and you may want to revisit your offer to make 
sure that it takes into consideration some of the environmental things that are going on right now, but I 
think even if we weren't in this current stage, there are always reasons to re-look offers, changes in the 
industry, economic changes, and so yes, although we are in the middle of the Coronavirus right now, I 
still think that this is an important thing to look at every single time you launch. Do I need to make any 
changes to my offer that's going to help me get better results? And ultimately, to help your people get 
better results. That's why we're doing what we're doing. So if now you're watching this, and it's like crazy 
Coronavirus, you may need to adapt your offer, and that's okay. And so, I'm going to take you through 
some of the important things that you need to consider when you are mapping out the offer. So first 
and foremost, focusing on where they are right now, and where they want to be. What is their ultimate 
vision for themselves? And a golden rule with launches, is the offer needs to disappear to create the 
urgency for people to buy. So for some people who are like, well, my offer is available to buy all the time, 
in which case if that's you, we probably need to rework some things. But I also think that taken into 
consideration that ultimate result that you want to get for people, that maybe something that you've 
got that you want to repackage, something you want to turn into a better offer to help people get to 
where they want to be.  

So for example, one of the things that we did was we took one of our existing offers, which was a course. 
It was called, The Challenge Launch Toolkit, and we moved that into a membership model. And so it was 
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repackaging this course we'd already got and moved into a membership, because we recognised that 
people wanted access to our products, and to do it at a lower price. So rather than creating a new 
course, we created a low ticket membership, and split out that content. So, repackaging what you've got 
is a great way to create a new offer for a launch. It could be that you've got something you've already 
made, a premade offer, and when you launch, it turns into a live coaching experience.  

So, we have a self-study version of Let's Launch Together that we sell often, and when we do our 
launches, we're selling a live coaching experience version of Let's Launch Together, for people to go 
through with us. So the methodology is the same. The course is the same, but because we have the live 
coaching experience that runs alongside it, we get people amazing results with this, but we don't do it all 
the time, because it'd be huge, it would be way too much to do. The coaching, so you don't even need to 
have anything creative to do the coaching offer. No pre-recorded content needed at all, you just need 
to turn up. Yes, you need to have a programme outlined, yes, you need to have a very clear 
understanding of where you're taking people from and to during that experience, but you don't need to 
create anything if actually what you're doing is delivering a live coaching standalone product. Or maybe 
this is time to launch something new.  

So we've already talked about this in a previous module, there is a beta launch lesson that you can go 
through. You can test your idea and create is as you go. Essentially, you'll get paid for testing your own 
idea, which is amazing. So, the low hanging fruit offers for me are always things that you've already got 
that could be repackaged. It could be something you've got that's standalone, turning it into a live 
experience. Because it's live, because they get coaching, it also means you can command a higher price 
for it. Not having to create anything at all to a coaching offer. And then you can also do a beta, which is 
testing an idea and creating it as you go, just the minimum viable product. So, not trying to create all 
the bells and whistles, but what's the minimum product that I need to create that's going to help people 
get the result I'm promising? And then you're going to take that data, take that feedback, and turn it 
into your final, polished product later on down the line. So your offer, what we're working on today, is 
the basics of your offer, which is going to go into your slides. So no sales pages, we're not worrying about 
anything like this right now. That's all tech, we'll deal with that later on down the line, but I want you to 
start mapping this out, 'cause it does form a part of your celebration party. So, these are the basics of 
your offer, these are the things we're going to include, there probably will be things that you will include 
that I haven't talked about, there will be some things here that you probably won't need to include, and 
that's totally down to you.  

So number one, the promise, what specific results are you promising with your offer? The benefits, what 
are the big benefits of your offer? In a minute we're going to look at benefits versus features, what's the 
difference? But you still need to talk about features, we're going to talk about that. We're going to talk 
about pricing and bonuses. So first coming up, we've got the big promise. Let's firstly talk about the 
difference between benefits and features. Now, I'm going to use the analogy of an umbrella. So, we have 
this lovely umbrella. Is it an umbrella? And this umbrella has benefits and it has features. So we'll talk 
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about the features first, 'cause it's easy. It's got a carry case, it's got a handle, it's got a beautiful design, 
it's got waterproof material. These are all the things, that if you were going to go onto an eCommerce, it 
would list out these things, the features of it. But features don't sell most online offers, benefits sell 
them. So what is the benefit of having these features? How does this improve my life? How does this 
give me a result? Well, we know umbrellas can keep away UV, keep you dry in the rain, keep you cool in 
the sun. Obviously, I don't use an umbrella in the sun, but some people do . So, those are the big 
benefits, this is how it's going to change your life. This is how it's going to give you a result, this is how it's 
going to transform you. These are the things that are going to make this worth buying for you. And if 
we're only ever selling off features, we need to add more and more and more features to try and sell it, 
and actually what happens then is we confuse people, and we don't give them a real reason to buy from 
us. So, I'm not saying that when it comes to sharing your offer we won't talk about features, 'cause we 
will, but when it comes to the promise in particular, it needs to be a benefit-driven promise. So mine for 
example is, zero to launched in 12 weeks, more fun, more ease, and more success. So actually, I do talk 
about a feature here. Zero to launched in 12 weeks. But there is an element of specificity there, and I'm 
specifically saying, I'm going to take you from zero to launch in 12 weeks, I'm going to do it with more 
fun, more ease, and more success. So, what's the benefits of launching with me? Well, you're going to 
have more fun doing it, it's going to be easier, I'm going to take away the stress, and you'll have more 
success because of that. So, you need to draught out your promise. Now, I will be honest, you might not 
get this right first time, you might not get this right after your first launch, it might be a few launches 
that you just refine and tweak your messaging over time, but the more specific you can be about the 
result that people get, and the big, big benefit to them, the easier you're going to find it to actually talk 
about your offer. Part is looking at the benefits and features as it relates to the whole offer, not just the 
benefit-driven promise. So again, we'll come back to the analogy of the umbrella. One of the most 
important parts of your celebration party, and actually sharing your offer, is talking about what are the 
big benefits that you get when you sign up for this? So, we talk about the three key parts of what makes 
Let's Launch Together special as a programme, and we talk about the strategy and coaching because 
that's going to help you identify and stay focused on the most important things to you in your launch. 
It's going to mean you're not spending time faffing. We're going to give you training and templates so we 
can take off lots of the tasks away from you, so you get better results, but also we're going to help free 
up your time so you can work on the more important things. And we're going to give you accountability 
and support throughout the programme that's going to stop you wasting time on the unimportant 
things. Now, many of you who will have gone through the Best Launch Ever bootcamp recently, the 
Love to Launch Planathon, and the Standout to Sellout launch bootcamp. So, our past three launches, 
you will have seen us talk about the big rocks of why people get distracted, why they don't have success, 
because they're focused on the wrong things at the wrong time, so we use the analogy of the Jar of 
Launches. Well, how does that relate to your offer? Well, when I'm talking about the offer, I'm relating 
the big benefits back to things that they've already learned. Excuse me, so, the strategy and coaching. 
We help you stay focused on the big rocks. When we talk about that as the biggest benefit of joining 
Let's Launch Together, we've already talked about this, and we've reinforced it throughout the whole of 
our coaching. So, one of the things you might find when you're talking about the big benefits is that, 
you 
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need to go back into your workshops and add in an extra topic to reinforce the value of your offer. 
Because it's all well and good, you then announcing the sale of your offer, and you're talking about the 
big benefits, but if you haven't done a good enough job throughout your launch of reinforcing these 
lessons throughout, you're not going to convert someone into a sale. So, when we're driving home the 
three big benefits, and I really want you to focus on three because if it's more than that, it's just hugely 
overwhelming. So, the three big benefits of your offer. You want to relate it back to something they've 
already learned from you. So remind them what they learned. Reinforce the lesson taught, and relate it 
to the big benefit that they get. So, let me give you an example of this. So, we talk about one of the 
most important parts of Let's Launch Together, is that we give you a 12-week launch plan, and that is 
going to help you stay focused on the most important things to you. When you're focused, as we've 
already talked about, one of those launch pro mindset tips, when you're focused on the right things at 
the right time, you get more done and you have more success. So, what I just said then focus is that, this 
is the most important piece of what we do. I've already talked you throughout the whole other workshop 
about the importance of this, they're already convinced of this, they've already had the insight that if 
they want to have success, they need to stay focused on the big rocks. So, when we can relate the big 
benefits of your offer back to things that they've already learned, they see even more huge value in what 
it is that you do. So when you're mapping out your big benefits of your offer, you may need to go back, 
add in an extra topic into your workshops to reinforce it, but by always relating it back, we're no longer 
feeling like we're salesy. It's a really obvious next step. If I had not talked about the big rocks of launches, 
and the importance of staying focused, or I'd not talked about the launch believe cycle, when I then talk 
about that during my offer, there's a disconnect, there is a disjointed approach. But if we can be really 
intentional with weaving this into the whole launch, and making this a huge part of our launch ethos, and 
our messaging, and those lessons, and we're always reinforcing it throughout, by the time we get to the 
sale, and we're selling this as one of the big benefits, they're already convinced. You are already the 
solution to their problems. So, this is as really, really important part of your celebration party and 
sharing the offer. So next, we do actually want to list out the features. The features are important 
because people want to know what's included. So again, relate things back to the umbrella analogy. The 
features, carry case, handle, beautiful design, and a waterproof material. Well, for each feature, we want 
to have an easy-to-understand title first and foremost, we also want to explain the feature. So here, a 
12-week launch plan. You're going to get an easy-to-follow launch plan with a day by day, week by week 
plan of what you need to create, when to create it, and how to move through the six stages of the 
launch, feature, with more ease. So that's the benefit, this is going to be easy because you have a launch 
plan. So when we're taking people through the slides, this is actually off our sales page, we take people 
through the slides, we go deep on talking about the benefit of this. So instead of you sitting there 
faffing, trying to figure out all the things with your launch plan, I'm going to show you how to do this 
step-by-step so you're not able to deviate away. I will also cross-link that then to the big rocks. And so, 
what you'll see throughout my launch is, is that I'm always weaving in these benefits, but I'm always 
relating it back to things that they've already learned. So what people see that, that when they see your 
offer, they're seeing how it benefits them but also, because they understand why this is important, you 
have to do less selling which to me always feels great, like we don't want to have to sell. People are
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already 90% convinced that you are the solution to their problems, but when we can remind them the 
value of what it is that they get when they take that next step, and that we've already weaved it into our 
launch materials, it makes our job so much easier, and this is how you can command much higher 
conversation rates. Okay, so the next kind of basic thing we need to cover is pricing and payment plans. 
I cannot tell you how to price your offer. That is totally down to you. Pricing is probably the most 
challenging thing, you'll often feel like it's guess work, that you're plucking a number out of the air, I 
don't think you should ever price based off sell-worth. When someone tells you to charge what you're 
worth, I spent years undercharging because I didn't think I was good enough. So then, when started to 
see that I was actually getting results, I started to price based off the results I was getting for people, so, 
based off the value that you bring. Don't price yourself based off the value that you think you are, 'cause 
most often we will undercharge and not charge our worth. And there's some people can charge 
completely like, way above what their programme is actually valued at. So, I can't tell you how to price, 
this one's down to you ultimately. But when it comes to pricing your offer, don't do an early bird 
discount. You can, sometimes, and I often do this, for white list folks, I'll do like a flash sale, and I will 
honour maybe some old prices that they can get because they're on my white list for it. So, but I don't 
want you to have like a public discount, that's definitely not what you want to do. It's okay for white lists, 
if you don't have a really good bonus that you can give, but don't use this in your launch. You're teaching 
people that you discount your stuff, and we really don't want to get sucked into that because then you're 
pricing based off commodity comparison rather than the actual value of what it is that you do. So, don't 
do an early bird discount, you want to remove the bonuses instead, and one of the things that I love to 
do is offer a payment plan. Some people don't like this, some people will say, I don't want to wait to get 
paid, and that's fine. That's totally down to you, I know the value of my offer and what I do, and I also 
know that people get amazing results, so I don't mind people not paying me until after we're done, in 
fact, what you'll find with most of my offers is the payment plan is extended passed the amount of time 
that they spend with me in a live experience, and I'm happy to do that because I believe so much in what 
I do. Some people feel like that's too much risk, and I totally understand that. It can be hard sometimes 
to recover payments after a programme is finished. In all honesty, I get a very, very small amount of 
that, and I would rather do this based off trust rather than making my decisions based off fear, because 
that for me is definitely one of those things where I'm saying to the universe, I trust in my results, I trust 
in the results I get for the people, and I trust that people are going to pay, and for that reason I attract 
the most amazing group of folks. I feel like if I was to be really, really strict, like no, it's got to be all done, 
got paid in advance, I wonder how that might affect my conversion rate, definitely, but I also wonder 
how that might affect my personal feelings towards what we do as a company. I want people to come on 
board and to build that trust with us, and I think that if I wasn't to offer those extended payment plans, it 
would make it really hard for the people who just don't have that trust yet to take that leap, and that's a 
shame because in my world, there're a lot of really bad marketers. So they're my personal opinions on 
paying in full and having that payment plan in place. Some people don't like to do it, and I totally respect 
that. For me, it's an ethos of our company that we want to make sure we're taking care of people who 
maybe been burnt in the past. So that's why we offer them, and that's why we offer them passed the 
time that they actually spend with us. So, paying in full. What you can't do with this, and especially in 
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the UK, you'll need to check your local guidelines, is what you can't say is the price is, let me bring you 
an example, the price is 1,297 pay-in-full, and if you want to spread the cost, it's going to be 1,482. That 
phrasing is actually saying well, we charge you more for spreading the cost. And essentially, what you 
become then is a credit agency because you are allowing people, you're charging a fee for people 
spreading the cost. And so the way that I do this, to get around that is, I say the price is six payments of 
247, 197, whatever the payment plan is, and if you pay in full, if you're an action-taker, if you're fully 
committed, I'm going to give you an amazing discount. So typically, my pay-in-full discounts are around 
13 to 15%, sometimes up to 20$ depending on what the offer is, and I like to do this 'cause I want cash in 
the bank. Cash is king, and I won't have to deal with admin and missed payments and all that jazz. So, 
that's how we structure those. So, obviously in the UK, there is some strict guidelines, you can't be a 
credit agency unless you're a registered credit agency, or using a credit agency. So, we have to make 
sure that we're not penalising payment plan folks, but we are offering a pay-in-full discount. Well, we're 
also saying is that, I used to really struggle with pricing. It was my most challenging thing, and 
particularly when it was related to my private consulting services. So what I would do, is start out with 
what I felt comfortable with, and every time I sold it, I would increase the price. And you can do the 
same thing with your launch. If right now, this is like maybe the first one or two times you've done this, 
you don't have the results yet, you haven't really got the testimonials, and you're feeling a little bit 
unconfident, start with what you feel comfortable with, add on 10% because we always undercharge, 
and then every time you launch, you're going to increase that price over time.  

So, I am not going to tell you you need to go out there and charge x amount, that's totally down to you 
to what you charge, what I will say is this. We often undercharge, so put another 10% on, and don't be 
afraid to increase it over time and do what helps you to feel comfortable and confident. I'd rather you go 
into this feeling happy and in a really good energy because of how you priced it, rather than going into it 
with loads of doubts because then you're energy is going to be in a different space, and I don't want you 
to feel like that. So, don't do discounts, encourage the pay in full with a discount, and step it up each and 
every time so you could get to the price that you want. Okay, the next part is adding in bonuses. I 
always get loads of questions on this subject. So, bonuses are optional. They're awesome, they really help 
to boost your conversion rates. So, adding in some bonus products or services into your core offer, it is 
going to create urgency to buy because you can have bonuses that disappear. But they also are most 
powerful because they overcome objections, and I'll give you an example of this in a minute.  

So, we need to consider what's actually stopping your person from buying in, and there will be lots of 
different things that stop them, but we can create bonuses that make it easy for them to say yes to you. 
My number one rule when it comes to bonuses, if it doesn't help my person get quicker, easier, and 
better results, it doesn't go in because the problem is, people will try and inflate their bonus stack, the 
value of their bonus stack, by adding in lots of stuff that isn't necessary. So, I saw someone promoting 
ClickFunnels awhile back, and I'm sure I preshared this example with you in this course because it's a 
powerful one, and they were selling as an affiliate, ClickFunnels, and it was a $97 a month offer. And he 
added in $20,000 of bonuses that were completely irrelevant. And I was looking at them going, that's 
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not going to help me do this. And it was so icky and gross, but if it doesn't help your person get quicker, 
easier, and better results, and genuinely, just because you think it might do, doesn't mean it needs to be 
included, it actually has to help them get to where they want to be faster, then you simply do not 
include it. It's more confusing and unbelievable, and it does make your offer unbelievable if you add in 
loads of extra stuff, and it causes analysis paralysis. People are looking and they can't actually make a 
decision because there's too much stuff to consume. So, we want to add in stuff that helps, that helps 
get the sale, but only if it helps your person get quicker, easier, and better results.  

So, let's look at some examples. So, the first example is when you're doing your celebration party live, 
one of the things you can do is just super fun, I love doing this, is for the first five, three, 10, however 
many people you want, for the first people who buy, you can give them an extra special bonus. This 
helps you create early momentum and buzz. So, typically, this will sell out in minutes on my celebration 
party, 'cause this is something valuable, a private call with me to help you get started on the offer that 
I'm selling, is an amazing way to pull people in, but the reason I love this is 'cause is rewards action-takers 
and the people who've been waiting to buy from you, people who I would call maybe your super fans. So, 
the first 10 people to buy can get something amazing from you, you don't have to create something, it 
could be a call, it could be a session with one of your company's mentors, you know, there's so many 
ways of doing this. Ultimately, give them more of what they want, which in most of your cases, is going 
to be you. They're going to want more of you. But I also love to do, for everyone who joins in like the 
first 24 hours is a fast-action bonus. This is to reward the action-taking, super fans, the people who've 
been waiting for you, literally sat there with a credit card going just open cart, I'm ready, I'm ready! 
Giving them something super juicy. So, the same bonus we actually do every single launch is the first 24 
hours, everyone who buys will get the early bird bonus, which is my launch debrief. I love this bonus 
because it's kind of the behind the scenes. And when I think about what people want from me, they 
want to know like all the juicy details of what goes into a wildly successful launch, and if they'd been 
watching my launches, they will want to get access to that like insider's knowledge. Obviously, not 
everything I put into this goes into our courses and products. Some of the things we do are experiments 
and tests and I certainly don't talk about my financial results during my courses because you don't care 
about my results, what you care about is yours. But when I do my debriefs, I go into all of that and 
people are fascinated. So, I always do this first 24 hours, fact-action bonus, and it's super fun, and 
because I do this every time, it's like an easy bonus, we know that this works really, really well. But 
objections can be different.  

So, I learnt this at Business by Design, so I went to James Wedmore's event back in January of 2019, 
and he was talking about how there are two different types of objections, and I loved the way he 
explains. He explained it way better than I could . We have universal objections, so they're usually thinks 
like time, money, it could be things like confidence as well, and then there will be objections that are 
specifically related to your product. So when it comes to launches, some of the key objections that I see 
are I don't have the tech skills, I don't have a product, I can't wait until 12 weeks to make money, and I've 
not had success in the past anyway, so why's this going to be any different? So, you can actually use 
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bonuses to overcome objections to the sale. And one of our common ones is I want to join, but I don't 
have enough money right now, and also I need to make money fast, I can't wait for 12 weeks. So our 
mission cashflow training not only overcomes the universal objection of time, but it also overcomes the 
product objection that I need money right now. So I love, love, love including this bonus.  

So when it comes to money, that's why we offer a payment plan, because we want to overcome that 
objection to people not being able to join. So, you've got a workbook attached to this lesson, and some 
spaces in there to start listing out all the objections. So start off with the things that everyone says I 
struggle with, maybe one of the common things you hear is money, I hear that all the time. I don't have 
time, I've got too much on right now. But then product specific to what it is that you do. What are those 
things that people say I can't join, because this thing's stopping me. It's no tech skills, don't have a 
product, need money right now, and failed launches are our most popular ones. And I want you to come 
up with ideas for your bonuses. You don't have to create any of these, you don't have to have them ready 
in advance, you can deliver these bonuses later into your programme, but for me, it's all about flexing 
that creativity muscle. It's about thinking about things a little bit differently. But also, you can try 
different things with different launches. It may be that you come up with a really amazing idea, that 
right now you don't have time for, but that what you've decided to do, is move it forward to your next 
launch, you're going to do it next time around.  

So, I want you to start writing these down because the ideas it gives you, is so powerful, and you can 
bring them in later on down the line. But you can also overcome objections with your client stories. I'm 
going to talk about this in a separate lesson, but you will have many different stories, and you can get 
really good at collecting testimonials by asking people this one simple question. Before you started 
working with me, what was the number one thing that was worrying you? And then after we finished 
working together, how did that perspective change? What that person is going to give you when they 
answer those two questions, is the objection that they had and how you helped them to overcome it, 
and you can weave those into your story, some of those stories will be everywhere, you'll put them in 
your celebration party, you'll share them when you open cart. So right now, I don't want you to create 
those, what I want you to do, is to come up with some ideas of what the objections are, and if you have 
any stories that can help you overcome those because we're going to weave those into your celebration 
party, into your whole marketing campaign.  

So, it's important to remember, this is not about creating a sales page. You're simply outlining your slides 
so you know how your content is going to flow. Things will change, you'll weave extra things in, you will 
add in new sections, new pages, new lessons, and this is why I haven't had you create tonnes of stuff now. 
Just by creating the outlines, and then moving forward once you're sure of what that structure is, you're 
going to save so much time. Right, let me find my slide, here we go . So, what you need to focus on now, 
is mapping out your initial offer. Don't worry if this is going to change over the course of the next seven 
to eight weeks, that's absolutely fine. All we're doing right now, is getting the clarity so we can move 
forward with more confidence. You're going to write out the specifics of your offer, and if you need to, 
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you're going to go back and add the new slides to your workshop plan. Do you remember we were 
talking about the big benefits? And for me, the big benefits of my offer were these, and then I had 
lessons in my workshops that related back to this. Now, what I wasn't doing is in my workshop saying big 
rocks. This is super important, oh don't worry, I'm going to teach you about the big rocks next week 
when I sell my product, we're not talking about the product, but we want to create that link between 
what it is you're teaching, and them realising that you are the solution to their problems, then when you 
present the offer, and it gives them all the things that they now know to be important, is the most 
amazing way to convert people into buyers.  

So, it's #DoTheWork tie-in, you want to map out your offer, and your slides. Get the clarity, use the 
workbook, write out the specifics, and add in the new slides, and you will have the foundations of an 
irresistible offer. We're going to refine it, we're going to work on it, it's always going to be something 
you're working on, and it takes many launches to get to that most perfect offer, it'll never be perfect by 
the way , but it will certainly be irresistible, and that is the stage that we want to get to with your launch. 
So, I'll see you in the next lesson.
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