
STEP-BY-STEP GUIDE TO

Launch A Successful
And Profitable

Membership Site

Free Guide



©2019 North Results, Inc. 2

THE ULTIMATE GUIDE TO 
STARTING A MEMBERSHIP

What You’ll Discover in This Guide

“When you’re running your own successful business, 
you get to decide the rules of the game.” 

STU MCLAREN

How to Know if a Membership Site is Right for You 

How to Choose the Best Membership Format for You 

How to Start a Paid Membership Site (Even If You 

Don’t Have an Audience)

3 Simple Rules for Naming Your Membership Site

How to Be Known as an Expert and Build Trust

How to Quickly Grow Your Audience (Without Wasting 

Time and Money)

How to Choose a Pricing Model for Your Membership 

Site

The Best Content Strategy for Your Membership Site
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    WELCOME 
TO THE TRIBE!

I don’t take it lightly that you’ve downloaded our guide! And I can assure you that our team 
has been working nonstop to make this a game-changer for starting your membership. 

That’s why I’m so excited. This first step marks the beginning of YOUR journey. So take 
comfort knowing that you are exactly where you need to be and you’ll be surrounded 
by an absolutely incredible group of people who will support you to the end of that 
journey. If that sounds too good to be true, think again — we have a free, private Facebook 
group with the most positive, supportive, and successful membership leaders at all 
stages of the journey. 

It’s the perfect place to get feedback, make friendships, and ask questions.  
You can join right here!

Now one thing you’ll notice about the TRIBE community is that we are very “hands-on”. 
We know that entrepreneurs backed by a supportive community see much greater 
rates of success than those who go at it alone.

Thankfully, you’re NOT.

You’re now tapping into a community full of wisdom and insights as it relates to 
launching, growing and scaling highly profitable membership sites. That’s why I  
encourage you to stop by and get to know your fellow TRIBErs. They are incredible  
and the communities they are growing are incredible too.

and the TRIBE Team

YOU’RE
AWESOME

https://www.facebook.com/groups/1805697889716800


3 Simple Questions to Make Sense of Your Market

 1.  Who Are Your Customers? 
 2. Do You Have a Community?
 2. How Will You Produce Content?

Decision Time for Your Membership Site
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It’s one of the first questions people have when they start thinking about 
launching a membership site: Will a membership work for my market? 

Most importantly, how do I know if people will pay me month after month 
inside of a membership? 

Well, that’s a good question—and one you probably want to figure out before 
you get started. 
 
So, how do you know whether your market is a good one for a membership 
site? It really boils down to three important questions to ask.  

Simple Questions to Make
Sense of Your Market
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01. WHO ARE YOUR CUSTOMERS? 

It’s critical that you focus on your customers and clients—the people you 
want to serve. Start by looking for these four things:

 •  Common characteristics, especially ongoing problems or concerns.
 
 •  Habits that people want to develop on an ongoing basis. 

 •  Skills that people want to master over time.  

 •  Places where people are already gathering together around your topic.

  bottom line
      It starts with the people you want to serve. If they’re looking to solve an ongoing 
     problem, develop new habits, or master a skill—and they’re already talking about it—
     you’ve got great indicators that a membership site will fit your market.

02. DO YOU HAVE A COMMUNITY? 

The second thing to focus on is your community—or your opportunity to build one. 
If you’ve already got a community and a following, that’s awesome. 

If you don’t, the good news is that it doesn’t take much. In fact, there are a lot of people 
who launch their membership sites with just a few hundred people.
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03. HOW WILL YOU PRODUCE CONTENT?
If you’re already producing content for your audience, that’s awesome. 

There’s probably so much of what you’ve already done and are doing that you could 
repurpose and restructure inside of a membership site.
 
If you’re not producing content for an audience now, you’ll want to double down  
your attention there to create content on a more consistent basis before you start a 
membership site.

But don’t let that stop you from getting started. If you already have customers in your 
market and are ready to begin building a community, you can begin moving toward a 
membership now. 

It doesn’t take much content to get going. 

  In fact, too much content can be a problem.

     
You don’t necessarily have to be the one producing the content, you can tap into 
content that’s already available or get access to people who can do it for or with you.

Levi Kujala
runs a guitar membership. Of the characteristics 

listed above, which one do you think his market 

really nails? You guessed it... people looking to 
learn a new skill.

When you start playing a guitar, you don’t know 

anything. You don’t know about the chords, frets, 

strumming patterns—none of it. In the beginning, 

his members start off with the basics, but then 

over time, they want to move on to mastery. As  

anyone who plays guitar knows, you can always  

get better. So Levi found a great market for a  
membership site.
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04. CAN YOU SOLVE A PROBLEM? 

Another unique way you can evaluate your audience is to ask if there is a way to make 
something they’re doing more convenient or easier. Is there a complex problem you 
can resolve in a simple way on an ongoing basis? 

  example 
   A membership site for meal planning helps people who want to solve an ongoing   
   problem and eliminates the question of what to cook for dinner.

If you find an ongoing problem you can solve for people, you probably have a great 
market for a membership site.
 

 

Wendy Batten
helps paint store owners—talk about a niche within 

a niche! 

When she launched her membership site, she had 

an audience of only 453 people — and welcomed  

59 new members right off the bat, producing 

$2,800 of monthly revenue. Crazy, right?
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 01.  look at your customers 
   
 Is there an ongoing problem you can help solve, skills you can help them master, 
 habits you can help them develop, or ways you can make life more convenient   
 for them?

 

02. look at your community
  
If you’ve already got one, that’s a huge jump start. If you don’t have one yet, 
it doesn’t take long to build an audience or a following. 

  

03.  look at your content
 
You want to be sure you can produce content for your audience, but don’t get 
overwhelmed by the task. A little content goes a long way.

How do you know 
if your market 
will support a 
membership?



The 6 Main Membership Site Models

 1.  The Publisher Model
 2. The UPS Model
 3. The Coaching Model 
 4. The Community-based Membership Model 
 5. The Drip Membership Model 
 6. The Combo Model

How to Decide Which Model to Use?
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Not all membership sites are created equal. The one you pick will not only 
make your customer’s life so much better, but it will also make yours better, 
too!

Don’t just follow the crowd—leverage your unique business strengths to find 
the perfect fit for you and your audience. 

There are six main membership site models you can use. 

So let’s explore... 

6 Membership Site Models 
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01. THE PUBLISHER MODEL
The publisher model is similar to a magazine approach: each month brings a fresh 
batch of new articles.

The difference is in the content amount. Instead of pages and pages of content,  
you’ll want to focus on a few pieces of content each month that really help your  
members make progress.

We know that seems counterintuitive, but in this case, more content actually  
overwhelms your members and leads to higher drop-off rates. 

We recommend that you limit the membership site to four primary pieces of content, 
with one single focus per week. 

     QUESTION TIME
      If you’re using this model, what are your four pieces of content going to be?

02. THE UPS MODEL 

Imagine you’re delivering a package each and every month. The items may not be  
different each time, but they bring consistent, reliable content to customers who  
need it. 

What’s a digital version of the UPS model? It could be a meal planning membership 
where each month, members receive a set of meal recipes, instructions, and grocery 
lists.

The UPS Model gives customers the security of knowing exactly what they’re going  
to receive, making your content part of their day-to-day routine. 
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03. THE COACHING MODEL
In this model, your personal involvement is key. A coaching model can work in terms of 
group coaching, as well as one-on-one coaching. However, you’ll want to keep scalability 
in mind. 

If you’re offering one-on-one coaching, what would happen if you added 100, 500, or 
1,000 members? Would you still be able to provide the experience in the same way? 

 NOPE! 
   But if you’re doing it in a leveraged way where you’re providing coaching to a group of   
   people, or bringing on other coaches, then it absolutely can scale well. 

04. THE COMMUNITY-BASED MODEL
 
In this model, people pay month after month to be in a community with other 
like-minded individuals. This model is really powerful, because once relationships are 
developed, your membership site becomes the glue that brings people together and 
keeps relationships strong. 

 

Marianne Kane
launched to a tiny audience of 250 in the kettlebell 

workout market for women. Of the 250, 53 women 
joined her membership right away. 

The point is, you don’t need tens of thousands or 

even thousands of people. A few hundred is all you 

need to get started, which is awesome news as you 

consider whether your market can support a  

membership community.
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05. THE DRIP MODEL
What sets the drip membership apart is that at the start, you’ll have a curriculum of 
content that gets “dripped” to your members one day, one week, or one month at a 
time. 

No matter when somebody joins the membership, everybody starts on Day Zero.
Then the next day they get Day One content, Day Two content, etc.   

06. THE COMBO MODEL
 
As you review the first five models, you might be asking yourself: do I have to choose 
just one? 

   Nah. 
   You can create your own combo model.  

   You may have a little bit of publisher, you may have some coaching in there, you may   
   have a place for community—you don’t have to tie yourself down to one model. 

In fact, combining the models actually increases your retention ratio and everyone’s 
experience as a whole. 

So if you can combine a few of these models, it certainly works in your favor. 
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01.  Your Audience 
   
Ask yourself: what will help my audience make progress easier and faster? 

What is the best way to serve them to help them get the result that they’re after? 
Because at the end of the day, when your audience is winning, you’ll be winning.

02. You
  

If you don’t like interacting with people, it doesn’t make sense to choose the 
Community-Based Model. If you’re not used to creating ongoing content, the 
Publisher or UPS model will give you grief.  

There will always be ways to create content, coach people, and build a community 
—even if you don’t like those things, but you need to factor those in right from the 
start. Because once you begin, your members will know if you aren’t interested or 
passionate—and will likely leave. 

Remember, if you understand your unique strengths, you can’t really go wrong! 

How Do You 
Decide Which
Model To Use? 

The big question becomes, how do you decide 
which model to use? It really boils down to two 
factors: your audience and you. 



3 Questions to Help You Find and Serve Your Market 

 1.  Identify the Audience You Want to Serve
 2. Find 5 to 10 Problems in Your Market
 3. Start Serving People

What to Do When You Already Have an Audience

 1.  Pick a Date
 2. Cast the Vision
 3. Invite Them to Become Founding Members

Even If You Don’t 

     Have an Audience
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So you want to start a membership site? 

awesome!  

Now… what do you do first?

Typically, the first follow-up question is: do you have an audience, or not? 
How you respond to this answer will make or break your chances of success. 

If you don’t have an audience yet—and we all have to start there—there are a 
few things that you absolutely need to start your membership well.
 

 

3 Questions to Help You Find
and Serve Your Market
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01.  IDENTIFY YOUR AUDIENCE 

First you must determine who you want to serve. Because in order to communicate 
well, it helps to know who you’re talking to.

If you started speaking a little English, a little French, a little Mandarin, a little Japanese 
—hoping to spread your net wide—you’d end up attracting no one and confusing  
everyone.  

Because here’s the reality: when it comes to marketing, the more specific you are about 
who you want to serve, the easier it is for you to attract them.

     Here’s the reality:
      When it comes to marketing, the more specific you are about who you want to  
     serve, the easier it is for you to attract them.

02. FIND 5 TO 10 PROBLEMS IN YOUR MARKET 

Without this knowledge, it’s going to be difficult, not only from a marketing standpoint, 
but also from a content delivery standpoint. 

A little bit of research goes a long way. 

How do you find problems? You go into places like Facebook groups, Google groups,  
or wherever your market gathers. 

Pay attention to the questions people are asking. 

 •  Where are they getting stuck?
 
 •  What are they getting hung up on? 

Those are the 5 to 10 problems that you want to identify.
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03.  START SERVING PEOPLE
You now know that, when going into a market, the more specific you are with who 
you serve and how you help, the easier it is for people to refer you. 

So the best way to become known for something specific is to start serving in that 
space. 

Start showing up. Start helping people. 

Once you’ve identified the problems that the market faces, now is your opportunity to 
get in there and start solving them. You can help people with your own advice, or you 
can help people just by pointing them to advice of others. 

We talk about this a lot. In fact, if you’ve ever listened to the Marketing Your Business 
podcast, (if you haven’t, what the heck are you waiting for?) download Episode 79, 
where we talk about making easy sales.

 

 SUSAN GARRETT
is a dog trainer—and a world class one at that. But 

when she first started, she did not focus on dog 

training in general, which is an enormous market. 

What she focused on was dog agility, a segment 
within a segment, and was able to speak specifically 

to that market. After all, it’s not the common pet 

owner who wants to train a dog to be more agile.

Even when the founder of TRIBE, Stu McLaren, started 

a membership site, his goal was to help all business 

owners. But that was so broad and general, it was 

hard to get any traction. He found himself competing 

against many other people.

However, when he zoned in on the one thing he was 

really good at — helping people launch, grow, and 
scale membership sites—Whoa, Nelly! Everything 
took off!

https://marketingyourbusiness.com/podcast/making-easy-sales/
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If you’ve already got an audience, that’s a tremendous jump start. Having a 
following means you’ve already got some serious momentum on your side. 

no audience? 
If you don’t have a following or an audience yet, that’s okay too.                          
The good news is that it doesn’t take long to build one. 

Revisit the chapters above and start building your base before moving on 
to the next steps.
 

 

What to Do When You Already
Have an Audience
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01.  PICK A DATE

Nothing happens until you’ve got a date on the calendar. There’s nothing more            
motivating than an approaching deadline. 

So pull out your planner—or phone app or whatever you’d like—and pick a day              
not too far away, but far enough to give you time to work. 

And then…. 

 02.  CAST THE VISION 

What do you see this membership and community becoming?

When you cast the vision for your audience, the key thing here is that you’ve got 
to realize it’s not about you, casting the vision is all about your audience.

  How will this membership serve them?
    The question that we like to answer when casting our own vision is this: 
    how will a member’s life be better or different as a result of this membership? 

If you can answer that specifically, you’re going to have a great time when it comes to 
really casting that vision, and you’ll enjoy the support of the people in your audience.

03.  INVITE THEM TO BE FOUNDING MEMBERS

This is where a lot of people get hung up, because they think they need everything just 
right before launch. Don’t worry, it’s not true. 
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Nicholas Wilton
In fact, Nicholas Wilton invited his audience to join 

him on a webinar and was totally transparent  

with them. He said, “Look, this is what I’m thinking 
of creating... ”  He described the community,  

its membership, what it all included, and how  

everyone would benefit and grow.

He asked, “So how can we keep this awesome  

community that we’ve gathered going on a  

continual basis?” He then invited them to become 

founding members—with special perks and  

bonuses for making the first step.

Here’s the crazy part about Nicholas’s story: of the 

200+ people that were on the call, over 180 of them 
signed up! He enjoyed an enormous conversion, 

because he wasn’t afraid to cast a big vision and 

invited them to join as founding members.



The Key to Taking Your Success to the Next Level

 1.  Make It Easy to Remember
 2. Make It Easy to Spell
 3. Make It Easy to Identify With
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You have the vision for your new membership site. You have the content. You’re 
ready to launch… but wait a minute! What are people going to call you? 

Your membership name is the first thing your potential members will hear, so 
it’s got to be just right. A rose by any other name may smell just as sweet, but 
there are a few essential factors to naming your membership that will definitely 
affect the aroma—and your membership success. 

So let’s get into it.  
What are those three rules for naming your membership site?

The Key to Taking Your
Success to the Next Level
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01.  EASY TO REMEMBER

First, if it’s not easy to remember, people will forget it. Period. Second, as people 
join and experience the value you provide, they’ll want to tell their friends.

If they can’t communicate your name clearly or memorably, you’ve lost that 
potential growth. So, we absolutely want a name that is easy to remember.

 02.  EASY TO SPELL 

If your membership name is difficult to spell or you get too fancy, people will look for 
you and find nothing—or worse, a competitor. 

You might think “The Gr8 Community” is unique, but if it doesn’t come naturally to your 
customers, all of your creativity is in vain.  

03.  EASY TO IDENTIFY WITH

The third rule is the most important, because it makes your membership relational. 
Ask yourself: could this name create an identity for my members, as well as the site or 
brand as a whole? You want them feeling “part of it.”

Pop-culture fans create names for themselves. Whether it’s a celebrity, singer, band, or 
book, fans are no longer appreciating in isolation, and with one name, they can access 
the support of an entire community. 

If your members identify with the name, they not only wear that name proudly, but will 
tell everybody about it and help create the very identity that keeps them glued to your 
community. 

   follow these 3 rules 
        to side-step a lot of marketing problems before they even happen.



The Secret to Selling to Any Market When You’re Just Starting 

 1.  Make the Sale
 2. Help Get Results
 3. Produce a Story 
 4. Share the Story

Confidence: The Secret Sauce 
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If you are selling to any market, one of the best things you can do is, begin 
earning trust and establishing your authority. 

But the question is: how do I even do that? Is there a way, a process, or a system 
to be able to go ahead and establish trust and authority? 

Yes! In fact there is a process, and it’s one our leaders have learned the hard 
way—being in the trenches, rolling their sleeves up, doing exactly what we’re 
sharing with you. 

It boils down to something that we call The Circle of Awesomeness    . 
It sounds pretty fancy and just a little bit weird—but hear us out.

  

The Secret to Selling to Any Market 
When You’re Just Starting 

TM
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01.  MAKE THE SALE

The Circle of Awesomeness     starts with making a sale. Pretty basic, we know, but 
making the sale isn’t the end of the process, as most people think. It’s only the  
beginning. 

 02.  HELP GET RESULTS

After a sale is made, the number-one thing we can do is to help your members get 
results. What do we mean by results? We usually think of them as the big wins. 
Like Patty Palmer who launched her membership site for art teachers and just two 
years later has over 5,500 paying members. 

03.  PRODUCE A STORY

As humans, we love stories. We communicate through them, remember through them, 
connect through them. 

When people look at facts, or a list of product value, even an accurate one, that doesn’t 
speak to them the same way a personal, human testimony or story does. 

We’ve all felt this. 

But I know what you’re probably thinking, especially if you aren’t making any sales right 
now or don’t have an audience specifically that you started serving. 

   What if I don’t have any stories?  
        To start a story, all you have to do is help someone. And in the beginning, guess 
        what? You only need one person. So identify one person who has a problem that 
        you can help solve. Help them solve that problem. You’re not after them in terms 
        of a client relationship to make money. You’re there for the story.

   
 

TM



©2019 North Results, Inc. 29

Patty Palmer
That’s a “big result,” but it’s also about the little wins 

in between. A little win for our audience would be 

somebody doing his or her very first Facebook Live. 

That may not look huge in the grand scheme of 

things, but it’s huge in the beginning, because it 

creates a ton of momentum.

And results, big or small, all lead to a story. 

04. SHARE THE STORY 

The more people you help, the more stories you create. The more stories you create, 
the more stories you can share. The more stories you share, the more sales you make. 
It just keeps cycling back and back and back.

Once you have a story of how you’ve helped someone get results, share the story. 
Make it easy for others to find and engage with it. 

Tell it in an authentic way that allows people who have similar challenges to see 
themselves in the story. 

At the end of the day, when it comes to establishing trust and building your authority, 
just remember The Circle of Awesomeness     . 

Make a sale, help them get a result, then get a story, share the story, and you’ll 
generate more sales. It’s as simple as that. 

TM
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Would you ever be drawn to a doctor if you tell him or her, “Hey doc, my knee 
hurts,” and the doctor obviously doesn’t have confidence in what he or she is 
sharing with you? 

“Well, this might work… Maybe…  I don’t know if that... Well, we could try this.” 

yikes!
But what if you went to a doctor who was supremely confident. 

This doctor says, “You’ve got this knee problem? Here’s exactly what you need 
to do, and if you follow these steps, you’ll get this result.” 

  

Confidence: The Secret Sauce 
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A doctor with confidence is much more likely to garner the trust of his or her patients. 
The doctor’s confidence to lead gives you the confidence to follow the advice and 
thrive. Win-win! 

The same is true for you. When it comes to teaching, sharing, or helping people, when 
you approach it with more confidence, people are drawn in like a magnet. 

And this confidence comes from helping your people get the results they need. 

That’s the power of stories generated by   

The Circle of Awesomeness  ! 

That’s how you build trust and authority, because the more people you help get a  
result, the greater you establish yourself as the authority in your market. More results 
mean more trust and more people coming back again and again and again.

That’s why we are absolutely the established leader when it comes to helping people 
grow their membership sites, because we’ve literally helped thousands and thousands 
of people grow their membership sites successfully. 

That means thousands of real stories of real problems and solutions! Each story that we 
share adds to that authority and trust.  

So go… make some sales, help someone succeed, then share the story. Soon you’ll be 
known as the expert everyone can trust in your industry.

 

 

 

tm



3 Proven Hacks to Get the Following You Really Want 

 1.  Get Specific
 2. Pick a Platform 
 3. Stick to a Schedule

without wasting time       

      and money
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3 Proven Hacks to Get the 
Following You Really Want 

People will sell you all kinds of tactics and strategies for growing an audience, but how 
do you do it in a way that scales quickly with the high quality people you really want? 

How do you grow without losing the members who love you, love your product, and 
make you as great as you are? 

We have three proven hacks to answer those great questions.

After helping thousands of people get their own membership sites not only “off the 
ground” but “into the air,” we’ve seen these tips produce rewards time after time. 
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01. GET SPECIFIC

Do you hate the “tell us about yourself” question? So does everybody. Because the topic 
of “yourself” is overwhelmingly general. And the more general a topic, the harder is it to 
talk about it. 

Now if someone asked, “What was your favorite childhood meal?” or “Tell me about your 
college soccer team,” you would probably know where to start.

The same goes for business. If you’re not known for something specific, it’s difficult for 
people to share what it is that you do.

In fact, the more specific the market and the more specific the solution you provide, 
the faster and easier it is for you to create attraction. 

Do you help people with a specific diet? Or a particular craft, like calligraphy? Do you 
help people take a certain type of photo, like Jamie Swanson? 

The same happened with TRIBE. In the beginning, our founder, Stu McLaren, wanted to 
help all entrepreneurs with growing their businesses. 

That’s really, really broad—and broad messages just don’t stand out. 

 

Jamie Swanson
Jamie loves to help photographers—but doesn’t 

work with everybody. She realized she would get 

far more attraction if she helps photographers 

within a niche: building their personal brand 
photography business. 

She found attraction like crazy!
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But the moment he decided and committed to helping people with one thing that he 
was really good at—which was launching and growing successful membership sites—
guess what happened? 

Everything took off. 

It started with a really small workshop he held, but that workshop spread by word of 
mouth. The next thing Stu knew, one event turned into two and then three—leading 
ultimately to a signature course TRIBE. 

Now thousands of people have gone through it and successfully launched their  
membership sites.

Going specific is the fastest way for you to begin growing your audience, because then 
you’ve made it easy for people to share about what you do.  

2. PICK A PLATFORM
In the beginning, there are so many different places to share content, but the bottom 
line is this: you have to pick one platform to be your primary platform for sharing content. 

We see a lot of trouble when people are spread too thin. They’re trying to do YouTube, 
and podcasts, and Facebook. They’re trying to do Instagram. They’re trying to do  
Snapchat. They’re trying to do Twitter. 

They’re trying to do everything. But what they get is exhaustion—and never really  
making traction in any one area.

Don’t spread yourself too thin!
What we recommend is to pick a main platform. In the beginning for us, it was Facebook. 
Facebook creates several natural advantages, particularly when it comes to sharing 
content, but also in advertising your content. 

But the other platforms are great, as well. YouTube is great for people that love video or 
have an especially visual product. Instagram is now a more personalized visual platform, 
with a fresh advertising platform built on top of that. 

Whatever platform you pick, just focus on one in the beginning. Dominate that one 
space first—expansion can come later.
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3. STICK TO A SCHEDULE
The most important thing when it comes to building your audience is quality production 
on a consistent publishing schedule. 

Communicating outside of your main product or service tells the audience that you’re 
more than a one-trick pony. You bring authority, value, and support to the table—as 
well as a solution to their specific problem. 

How do you do that? 

You can share content on a blog or social media platform, but our personal favorite is 
interacting with people in a live environment. You can choose from a variety:

•  YouTube. Get into the comments. Make sure you interact with people and share  
content consistently. 

•  Instagram. Again, share content consistently, get in the comments, and help people 
through interaction. 

•  Facebook. Facebook is especially helpful because of the Facebook Live feature— 
an amazing way to establish your authority, build connection, trust and help people 
in real time.
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bottom line
Every year new platforms hit the scene, so keep an eye out for where your 
customers like to go for online community. Be there. Listen up. And interact 
consistently. 

For new membership launches, the temptation is strong to cover every base, 
post on every platform, and exhaust your content all up front. 

We had to learn the hard way that pacing with commitment will get you 
farther faster. 

If you can... 

•   Get specific on your mission,
•   Pick a vibrant social platform, and
•   Stick to a schedule of content and interaction… 

you’ll confidently and quickly grow your following—and your membership! 



6 Ways to Price Your Membership and Set Yourself Up for Success 

 1.  Monthly
 2. Annual Pricing
 3. Combined Pricing
 4. One-time Fee
 5. Upfront Fee with Ongoing Monthly
 6. Low-dollar Trial Rolling into Monthly

Which Pricing Model Works for You?



©2019 North Results, Inc. 39

6 Ways to Price Your Membership 
and Set Yourself Up for Success 

It’s the topic no one likes to talk about, but one we all have to talk about to succeed: 

MONEY!
At the beginning stages of offering a service or product or membership, the question 
always comes back to pricing. 

What do I charge and how do I charge it? Do I charge monthly or annual or a one-time 
fee or a trial?  Don’t worry, we have you covered. 

Deciding what to price and how to price is actually pretty simple. So let’s get into the 
six different pricing models and how to pick the one that’s right for you and your  
market—and your starting price point. 
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01. MONTHLY
This is your typical membership where members are paying each and every month in 
order to have access to your content. It’s pretty straightforward.

02. ANNUAL PRICING
A familiar case study is Amazon Prime. They follow an annual pricing model where  
customers pay once per year and it renews every year. 

03. COMBINED PRICING
Now your members have a choice: they can pay on a monthly basis OR they can pay on 
an annual. If you’re offering both, a helpful tip is incentivizing the annual option. 

04. ONE-TIME FEE
This means they would pay one time and have access to the membership site for life. 
It’s crazy, but many membership sites do that. 

We don’t recommend this model, because, at that point, it’s not really a membership. 
And since you still need to support and serve your people, revenue will depreciate over 
time. Again, we don’t like this as a pricing model but are letting you know it’s out there.
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05. UPFRONT FEE WITH ONGOING MONTHLY
What some membership owners do is charge an upfront fee—let’s say $500 for enrollment 
—and then an ongoing monthly fee of $50. 

The advantages here are two-fold:
•   If you have an expensive set-up cost, the enrollment fee can balance your budget.  
•   It’s a way to discourage the people who join and cancel, join and cancel, join and  
    cancel—with a fee they are more likely to stay once they’ve committed. 

06. LOW-DOLLAR TRIAL ROLLING INTO MONTHLY
You’ll often see a $1 trial and or a $7 trial or something similar. 

If you go this route, keep the trial period pretty short. We advise a $1 trial for 3-7 days 
maximum, then roll into a regular billing period. 

Now, the potential downside of trials is that they typically draw people who aren’t  
actually committed to the membership. But on the other hand, it can be a great way  
to attract those who have commitment qualms, but need that extra security.
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Which Pricing Model Works for You?

So the question then becomes, which one should I pick? 

Here’s the reality, you can pick any of them and know that you can change it down  
the road. 

But in the beginning, just keep it as simple as possible, because the simpler it is, the 
easier it will be to roll it out. 

What would really be bad news is making the mistake of pricing too high—then  
lowering your price. 

What’s so bad about lowering prices? 
If somebody joins at the higher price and then you drop it, thinking they’re going to be 
grateful…  prepare for disappointment. 
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   Think about it:  
        When you lower the price, people who were paying a higher amount think,  
        “Hey, shouldn’t I be refunded all of those months that I paid the higher price?”

        Or “Wait a minute, why are we dropping the prices? Is the value not there?”  
        Which leads to “Is this membership even worth it?” 

We have seen it happen in all kinds of markets. But when people start low and raise 
prices from there, we observe the opposite effect. 

1.  You get a built-in marketing promotion every time you raise prices.

2.  It works as a retention strategy. Your members who got in at that lower price  
     don’t ever want to leave—because if they leave and come back they’re going to  
     have to pay the higher price. 

michael hyatt
TRIBE founder Stu McLaren used this process when 

he worked with Michael Hyatt on Platform University. 

Members joining within the first week started at 

only $20 a month. After that, the price went up to 

$25, then $30, then $37, and then $47. Each price 

increase was an opportunity for an awesome pro-

motion. 

Those initial members were grandfathered in at that 

price for as long as they remain members in good 

standing. Years later Michael Hyatt still has people 

paying $20 a month because they joined during that 

first week. 
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So when it comes to pricing, our recommendation is: don’t overcomplicate it. Pick one 
model in the beginning and just stick with that until you compile some data and then 
shift as needed. 

Most importantly, plan beginning prices lower 
than you expected and raise them over time. 
This slow-grow will help you both from a marketing perspective and from a retention 
perspective—which in the end helps your bottom line.

So don’t get tripped up over price, because the good news is, if you follow this model—
start low and raise it—you can get started from anywhere, anytime.



Keep It Simple (Your Members Will Thank You!)

 1.  Core Content 
 2. Monthly Deliverables 
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Keep It Simple 
Your Members Will Thank You!

You have a plan; you have a purpose; you even have the membership site… 

So how do you provide your knowledge to your members in a way that benefits and 
inspires them to keep going? 

It’s a little bit daunting and overwhelming. 

What do I do?  
Let’s keep it simple (and your members will thank you). 

There are only two types of content that you need to provide inside of a membership 
site. It’s that easy. 
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01. CORE CONTENT
Core content is the first thing your members will interact with when they enter your site. 

It essentially establishes the foundation for your whole membership, putting members 
on the same page when it comes to terms to use or skills to have, or goals to share.

The most successful core content comes from what we call The Success PathTM.

Every great membership has one.  
Your Success PathTM is essentially your vision of getting the audience from where they 
are to where they want to be—and the steps and stages it takes to get there. 
 
You can’t skip this step, because your core content grows out of each step of the  
process. The core material creates a vision of where this is all going. People need to 
know how the content fits and how it’s going to help them make progress towards  
the end result they’re looking for.

Determine your Success PathTM, and you’ll find 
your core content.   
What you want is a baseline, language, structure and vision for where this is all going. 
That way when you begin delivering monthly content, people can recognize relevance 
or irrelevance for the stage they’re in.

And that may seem counterintuitive, with people coming in at different levels at all  
different places, so you might think, “Wait a minute, if the content isn’t relevant for  
people, does that mean that they’re going to leave?” No. What it means is that they  
can spend more time focusing on the specific things that will move them forward.

An informed member is a confident member, so cast that vision and talk about the 
journey that you plan to make together. 

No one hops on a plane or train without a clear idea of where it’s headed.  
(Unless you’re in a Journey song.)

People buy in when they know where you’re headed and how you plan to get them 
there—and that’s why core content is so valuable. 



©2019 North Results, Inc. 48

  Patty Palmer’s successful membership provides monthly lesson plans for art 
teachers. Her package is a beautiful collection of PDF print-out lessons as well as 
informative and interesting history videos. 

  You’ve got to get clear on your package. If it’s going to be digital, just know what 
the components are going to be. If it’s going to be physical, know that you’ve got to 
figure out what and how you will be getting that out to your members.

  Some memberships curate a collection of resources, becoming the one place 
where people can get the quick information they need— without hours of sifting 
and searching. 

  A great example of this is Andrew Krauksts in Australia. He serves the real estate 
market and financial advisors by providing Facebook and marketing campaigns. 
Members know exactly where to go for new campaign templates. Every single 
month Andrew provides new campaigns—and they love him!

02. MONTHLY DELIVERABLES
Aside from your core, foundational content, you will need to provide something fresh 
on a regular basis to help people make progress toward their desired result. 

Like core content, your monthly deliverables shouldn’t be overwhelming in succession, 
but not so far apart that your members get bored.

We like to stick with four deliverables a month, basically one a week. 

To get started, let’s go through a few deliverable ideas—some classic, some creative—
that we’ve seen do very well on membership sites. 
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  You can create and serve up useful tools and software. A friend of TRIBE,  
A.J. Brown, had a membership site for men and women in the financial investment 
arena. As a deliverable, he taught them a process that saved them time and money 
on the job. 

  It turned a 20 minute task into 20 seconds! It saved people so much in resources 
that they stuck around for more. 

  Deliverables can even be as simple as the presence of people. Our friend Rachel 
Miller hosts a regular zoom meeting for all of her members. With the click of a  
button, she can send everybody out into break-out groups. 

  It’s a great way for your members to be able to interact and share with each other. 
Live and/or interactive deliverables are generally key for coaching and community- 
based memberships. 

The point is that no one membership should ever feel or look the same as another  
because you can really mix it up by changing what your monthly deliverables are and 
the format in which you deliver them.

Membership growth is directly dependent on membership morale. Members are far 
happier when they’re making progress. 

Listen to your customers, work from their stories and problems to create relevant content. 

Don’t be afraid to get creative—especially with monthly deliverables. In the end, your 
core content makes up the strong body of the membership site. Weekly deliverables 
keep it alive and fed. 

The key thing is that you’re clear on which is which, and you’ve got both.

Now go have some fun creating awesome content!  

Bottom Line
When planning your monthly deliverables, you want to think about content 
that’s going to help move your members forward. You want to be thinking 
about implementation—can your members take what you’re offering them 
and make progress on their own? 
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You’re ready to get started launching your membership site! It’s an amazing journey, 
one that we at TRIBE are thrilled to see you take. But wait! One last tip! We know that 
entrepreneurs backed by a supportive community see much greater rates of success 
than those who go at it alone. 

Thankfully, you’re not. 

Our TRIBE community is incredible—and we are excited to welcome you into our 
exclusive Facebook community. Join us right here right now and start connecting 
with membership leaders at all stages of the journey. Swap stories. Ask questions. 
Share thoughts. And multiply your membership potential with a team of experts 
and front-line creatives. We can’t wait to hear from you!

— Stu McLaren 
   and the entire TRIBE team

So... What’s Next?

https://www.facebook.com/groups/1805697889716800

