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Offers
That Sell
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Enough
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YoU'rE WATCHING oNE oF oUR...

Spotlight Sessions!

A coaching format designed to help you get the

best, most actionable info out of WAIM




These sessions are designhed to bring the most

potent, actionable
advice to the surface.

Our previous sessions will remain a rich library of skills you can dig

Into In order to support these fundamental topics.




Spotlight
Sessions
Format

-
1: EXPLAINER l

s

Core concepts + links to

deeper dive resources

\-

-
3: STEPS l

)

Most important guiding

principles to remember

(
7 Action steps to build or
optimize this in your biz

\_

4: EXECUTION

\_

I

Watch how we execute and

manage this using Notion




O (-
sPOtI Ight FIELD NOTES l
Sessions  ° < 3
Format / Updates on something we're Bring your Q's and we’'ll give

experimenting with our best A’'s!

\_

f‘(&(\
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Check out the
w9 r A f? r Offers that Sell: Spotlight Session ¢’

1 backlink

Gkt 4 S

I s s ess I o n ' §3 Navigation G To start using this template, go to the top right-hand corner and click Duplicate to add this page to your Workspace and allow you to edit its contents.

[ Explainer

RS

# Mindset Keys v j EXp|ainer

¥4 Steps

Zx Dive Deeper - More WAIM Resources

An offer is simply an exchange of
value for money. In order to have an offer that sells, you

Price |{How much are mey] need these things in alignment.
paying?
What is o : /’?
the value? ‘;‘S\TJ)/ /’
| | Audience ' ' . | N
e Each of these has many variables and considerations, but if you distill

1 Who's paying for the goal down to its simplest form, it’s DO THESE 3 THINGS MATCH?

the value?

A Chef's Kiss Offer =.¢a

A "“Chef’s Kiss Offer” is what we call an offer that just WORKS. It's an offer you can run an entire business on because it's repeatable, it's scalable and it's
simple. If you want to know the key components of a Chef’s Kiss Offer, just remember this acronym: K.I.S.S.E.S. tatata




WAIM COMMUNITY VALUES

Inclusivity

We welcome and celebrate people of every race; ethnicity; gender

or non-gender; sexuality; mental, physical, intellectual and sensory
disability; neurodiversity; body size; or hair length (or lack thereof

=5 ). We aim to continue educating ourselves and each other on

ways to intentionally cultivate a space where everyone feels seen,

supported, & celebrated.

G

Celebrating
Uniqueness

L7

N\




WAIM COMMUNITY VALUES

Mutual respect

We are all on the same “level” iIn WAIM, regardless of experience

level, figs status or knowledge, so we don’t want to talk down to
each other. We aim to maintain a level of mutual understanding and

respect, while also remaining open to feedback and help without

defensiveness.
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WAIM COMMUNITY VALUES

craiog O
Vll I “ e I'CI bi I ity < 2::I:iel:1gtically ,
)

We champion being open and real in this community. This isn't a

place for pretending we have it all together. With that, it's important

to also practice receiving someone’s courageous vulnerability with \

warmth, compassion and understanding.




WAIM COMMUNITY VALUES

Listening &
tactful feedback

We support each other by offering feedback when asked, but we

deliver that feedback in a way that is constructive, tactful, and

compassionate. We also commit to really listen to each other for

what help and support is being sought, rather than just knee-jerk

reacting with our two cents.

Supporting
WIiTH
Kindness




Harm Repair Process

When something has been said or done Always Learni“g >
Inside WAIM that has brought harm to /

you, this is how you can bring that

> Always Growing

feedback to us so we can make it right

and learn going forward. \/
< wanderingaimfully.com/repair >

7/
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Explainer

Let’s dig into the crucial frameworks you need to understand

to come up with a killer offer that sells




In the massive puzzle that is
creating a profitable business, few
pieces are more important than...

Building an offer
that’s designed

to sell.

| et’'s break down an “offer” into its

Individual parts so we can tackle each one.

Gif by @BareTreeMedia




An offer is simply an exchange of
value for money.

s

How much are they

( o o ’.3
Solution Pavine

f
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What is o ®
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the value? O ' g .
— Audience '

s

Who's paying for

the value?




In order to have an offer that sells, you
need these things in alighment.

! Solution }

Each of these has many variables and considerations, but if you distill
the goal down to its simplest form, it's DO THESE 3 THINGS MATCH?




The ROl and perceived value

r r
Solution l = | Price ' > of your solution needs to

match your price.

Your price needs to match

| Price ' = | Audience ' > what your audience can and

will pay.

o _ . ~ Your audience needs to be
M - m] aware that they need your

solution.




s o e - A hobby course on how to
M]x &) " make clay earrings for $2,000.

. . A $20,000 website package
' Price 'X| Audience | > AS fE JT
for early stage non-profits.

Advanced site speed audit for

| Audience 'x Solution l > prick and mortar hardware

stores.




So, how do YOU g0 — 1. | Audience |>

about designing an —2_Solution |

offer that has these 3 — 3.( Price |
things In alignment? 4. Message

If we design these things right, you get
what we call a Chef's Kiss Offer.




A Chef’s Kiss Offer =

more cash AND more calm.

It just WORKS. It's repeatable, it's scalable, and it's simple.




When
creating a
Chef’s Kiss
Offer, think
KISSES

R L=l e
A 2N
w/‘/@.

I{ nown problem for your target audience.
I nteresting (to you!) Enjoyment matters.
S calable for your energy input & profit output.
S ocial proof that your solution works.

E conomical to your customer for the ROI.

S ingular! Set apart from what else is out there.




' Audience | " Solution l " Price 'fMessage |

T

Brainstorming offers for Evaluating - Selling your offer .
your audience . solutions as offers <o

I nown problem | nteresting S ocial proof

S calable E conomical

S ingular!




O It will take experimentation.

But we hope that by knowing what to
You’re pI‘ObCIbly not look for, you'll get much more

goi“g to hit the disceljning N WHICH offer iIdeas you
» B experiment with.

Chef’s Kiss target

right out of the gate.




$25,000

$20,000

$15,000

$10,000
$5,000

$O y 3

Apr 18 Sep "18 Feb "19 Jul "19 Dec 19 May ‘20 Oct '20 Aug '21 Jun '22

WAIM’s Revenue Growth




LET'S BEGIN WiTH YoUr AUDIENCE.
Who does your business help?

-

IR\

& Your Audience
°C 7 We help intentional online
e
SHOUT oUT To oUr business owners who want to
BUSINESS transition from client work to
FOUNDATION selling digital products.

SPOTLi6GHT SESSioN!




What
makes a
Chef’s
Kiss

l Audience '

) Uy Uty U

Is your audience niche enough that you can speak to their
pain points and hurdles?

Do you have skills that can alleviate these pain points?

Is this audience of people growing or shrinking in the macro

sense?
What level of purchasing power does your audience have?

Can you list at least three ways you could find/target people
In this audience?

Is this a group of people you want to be helping?




Every offer should start with a problem
you're trying to solve for your audience.

If you can’t clearly articulate the problem your offer
solves, you will find 1t very difficult to market It.

(=2 K nown problem




OoPs, | LED wWiTH
WHAT | WANTED To
CREATE AND NoT
NECESSARILY WHAT
: MY AUDIENCE
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Audience
éa a
¥ The Transformation ' < Their Pain Points

e What is the ultimate e What is painful in their

outcome they're looking day to day right now?
for?

What problems do they
e Paint a picture of how encounter over and

things would be over again?
different for them if
they achieved this.

What is standing in their
way from achieving the
transformation?




YouTube creators > with channels of 50K subs looking to grow past 100K

(" ("

¥ The Transformation <) Their Pain Points

e They want to grow to over e They spend SO much time
100K+ subs editing

e They want to be able to They are so busy creating
charge for sponsorships the next video they don't
have brain power to think

e They want to be able to about strategy

become a full-time content
creator




YouTube creators > with channels of 50K subs looking to grow past 100K

éa éa a
¥ The Transformation ' <) The Pain Points Your Solution l

e They want to grow to e They spend SO much e Short-form video
over 100K+ subs time editing content creation &
strategy
e They want to be able to e They are so busy
charge for sponsorships creating the next video 4
they don't have brain Cool, BUT THERE ARE A MillioN

e They want to be able to
become a full-time
content creator

power to think about DIFFERENT WAYS To DELIVER THiS
strategy SOLUTION...




Short-form video
content creation & >
strategy

You could serve this up in all kinds of
offer shapes and sizes.

Coaching Client Service

Templates




P Nm G

Each of these offers Is a different time and energy commitment, a
different level of scalabllity, and will probably have a different price.

This is a good thing. It gives you options.




WE WANT To TEACH YolU How To

Come up with endless
offer ideas.




Why? Because endless offerideas =

Higher chance you find an offer that
gets you more cash AND more calm.

— /‘ S,
87

<& " /4 o ™
eﬁz"-"“-}: "/ 4 v/

Less money fear and scarcity

) AN . . . .
c2 More creativity, fun and innovation




! Solution l

Slot Machinel

Never run out

of offer ideas <

A

F

DEPTH & DELIVERY l




! Solution l

Help YouTube creators
who don’t have time to
edit short-form video
turn their content into
short-form for Shorts,

Reels & TikTok.

1. SKILL ' =1

What skills are
iInvolved In
achieving this
solution?

2. DEPTH & DELIVERY l =1

What are the ways
you could deliver an
online solution and
how deep is your
involvement in that
delivery method?

Is it a Done For You
solution, Done With
You solution or Do It

Yourself Solution?
(DFY, DWY or DIY)

3. TIMETO VALUE '

How long
between
purchase and
when your
customer
experiences the
value of your

offer?




! Solution l

Help YouTube creators
who don’t have time to
edit short-form video
turn their content into

short-form for Shorts,
Reels & TikTok.

1. SKILL l - =

Video editing

Motion
graphics

Storytelling

Gold-nugget-
mMining

Animation

Social media
strategy

2. DEPTH & DELIVERY l == | 3. TIME TO VALUE '

, e Self-paced
Service package (DFY)

e Xtra-short (day)

Strategy guide (DWY)

Coaching Program Short (week)
(DWY) Medium (weeks

Templates (DIY or DWY) to Tmonth)

Video Course (DIY) Long (months)

Guide (DIY) m\]—thz;g (6+




Short-form content
for YouTubers who
want to grow.

! Solution l

Slot Machinel

Solution Package = Storytelling Mad Lib scripts for
Shorts that keep attention, self-paced

| Storytelling

\

Templates

\

)

(’

\.

oo
[TTYTT]

Self-paced

~N

y

DEPTH & DELIVERY l

TIME TO VALUE l\

<

A

F




Solution Package = 50 Shorts in a Day, a storytelling client
package, done in a day, writing 50 Shorts scripts

! Solution l

Slot Machinel

| Storytelling

-

TIME TO VALUE l\

. DFY Package

é Y

3 Xtra Short y

DEPTH & DELIVERY l

<

A

F




Solution Package = Animation bootcamp program for 6 weeks
showing you fastest processes to make animated shorts

TIME TO VALUE l\

| st

Slot Machinel

| Animation Coaching A \Medlum Paced)

> \_

DEPTH & DELIVERY l




USE THE "sloT MACHINE"

In Your
Workbook!

Use this random number True Random Number
Generator
generator to pick a number in
Min: SKILL [ TIME TO VALUE h

each column. Write all the > S = >
o &

combinations below to help you Max: | S i
come up with offer ideas. [ Generate

| Storytelling | Tomplates [ f-pocec

Result:

DEPTH & DELIVERY

Powered by RANDOM.ORG

Offer Ideas List:

/. Write your list of combinations here plus the idea of how to package your solution:

Y i

23 Skill W Package L Time to Value . ldea

Ex) Canva Ex) Coaching Program, Ex) Short (1 1-week bootcamp on how
DWY week) to use Canva to make social

media graphics

<]




Dive deeper

We go over a similar process more in-
depth in our “ldentifying Your Offer”

session with ingredients + recipes.

'
Brainstorming Offer Ideas :

It might help you brainstorm offer ideas if you remember all the things you have at your disposal of value
that someone might be interested in paying you for. We call these your ingredients and they are unique to

you! You may just uncover a few hidden talents you can m

YOUR INGREDIENTS:

Strengths: A Skills:
What are you naturally good at? What can you do tha
everyone can do?

£l Personality: “ Knowledge:

What traits make you uniquely What topics can you
equipped to work with certain about confidently?
people or in certain situations?

. ldeas/solutions: 4% Audience/Netwc
What unique solution to an What people do you
existing problem do you have a around you that you
vision for? value from whether i

number or in collabc

Brainstorming Offer Ideas

Write your list of favorite ingredients from the previous page here:

For example, you might write: "Making fonts; sales page copywriting; creating Ce

experience working with clients

~

IDENTIFYiIN6 YoUrR OFFER

~

RECIPES

Now it’s time to combine those ingredients into tasty recipes! Look
and then write down some different ways you can package your ing
Remember, there are no bad ideas—it’s a brainstorm!

e Book/E-book e Membership
e Templates e Workshop
e Online Course e Service Package

e Audio Experience e Time Package

For example: "Hand-written fonts membership site; Sales page copywriting temj

Here are the 3 kind of offer models your business might fit into:

o4

1Exceptional “Chef’s Offer “1
Kiss” Offer Value Ladder

One core offer that you
can focus all your energy
on (like WAIM!)

rasting Menu

Multiple offers that speak
to the same customer at
different points on one
journey.

Multiple offers that speak
to different customers
and you prioritize equally.

wanderingaimfully.com/
offer-session/




-

\

BRAINSTORMING oFFERS iS A VALUABLE Skill,

But the skill that will level your
business up is DECIDING which
offer to pursue.




Evaluating your offer ideas

2
3

I nteresting @;:\ S calable

( 3'2\ K nown problem (T:

v v v
How much does How much would As units increase,
your audience you enjoy making do your profits

need It? and delivering it? outgrow your

effort?




CREATE AN

Offer Score
Card

Offer Ideas

Storytelling
Scripts

50 Shorts ina
Day Package

Animation
Bootcamp

Scalable

1-10, As your
units increase,
does your
profit
outweigh your
effort?

Interesting

1-10, How
much would
you enjoy

working on it?
evidence yet?

Known
Problem =
Validation

1-10, How
much does

your audience |

need it? Do
you have




CREATE AN

Offer Score
Card

If you have two that are
close In score, ask
yourself: Do you want
harder to fulfill, easier
to sell OR easier to
fulfill, harder to sell?

{

Offer Ideas

Storytelling
Scripts

i 50 Shorts in a

Day Package

Animation
Bootcamp

Scalable
Score

Interesting
Score

Known
Problem =
Validation

Score

S

S




f Offer Score Card

Dive deeper

Do you have SEVERAL different ideas for a new offer and you just have no clu \

magical Offer Score Card and you can use it to find your best idea!

o [
1. First, write down your offer ideas you want to evaluate in the Offer Ideas lD EM l ' FY' M 6 YO u g 0 FFE g

o 2. Then, assign a score 1-10 for each offer under the “Scalable & Sustain
a lot of revenue potential plus a high time investment to 10 being very sc

* Ifyou're not sure what to put for this column, you can use the ‘Run T Hara gra the 3 kind of offer models your business might fit into:

Planning” exercise on the following pages to get an idea.

3. Next, assign a score 1-10 for each offer idea in the “Interesting/Enjoym ,‘4.
very interesting to you and 10 being very enjoyable to work on.

4. Finally, assign a score 1-10 under the “Validation” column, with 1 being yq
even needs or wants this idea or 10 being your audience has shown they’rg &»W” o2\ —
y

1y
— \z?“.““‘v;\*}
oo |

5. Now add up your totals and the offer idea with the highest score is yod S
1Exceptional “Chef’s Offer “Tasting Menu” /
OFFER IDEA SCORE CARD TOTALS jas” Wosipion o
Kiss™ Offer Value Laddet
: One core offer that you Multiple offers that speak M:olt;?flze:;irzut:f;r:zf:k
. can focus all your energy to the same customer at ntet
offer Ideas Scalable & ; Interestlng/ validd on (like WAIMI) different points on one and you prioritize equally.
O i Sustainable | Enjoyment S journey.
5 ! : Cd

Score Score

..................................................................................................................................

wanderingaimfully.com/
offer-session/

..................................................................................................................................

You can also find this Offer Score Card

In the “ldentifying Your Offer” session.




el

' Audience | " Solution l ' Price '(Message | .

Brainstorming offers for Evaluating - Selling your offer .
your audience . solutions as offers <o

I nown problem | nteresting S ocial proof

S calable E conomical

S ingular!




Selling your offer

4 o 4
Message | (Prlce] Message '

Q?; S ocial Proof (\\ ;r’ E conomical @2 S ingular

&/ \UJ W/
Does your audience Do they trust and Is your offer different

TRUST and BELIEVE believe the value is from everything else
that you can solve MORE than the price? they've tried or
their problem? considered?




Does your
customer believe

that the value of
your solution Is
worth more than
the price they're
paying for It.

Value of your

( Solution l




No one can tell you the “right” price for your offer. It takes
strategic thinking and experimentation to find the right fit.

Here are 4 ways to think about pricing, and you can play around with
each one until you find a price that matches the perceived value of your
offer in your audience’s mind.

84 Production Cost [ Positioning  *° Peer




4 P’s to approaching price

W Production Cost

 Positioning

°° Peer

W Payoff

Taking what it costs to produce the offer and then
applying a markup to create a profit margin.

Thinking about how you want your audience to
perceive your offer in the market landscape.

Using peers in your industry and similar offers to
price your offer relative to the competition.

Thinking about the ROI of the ultimate outcome of
your solution.



Cost $1,000 + Markup 50%:

W Production Cost Price = $1500

| o . Luxury Position Value Position Economy Position
ﬁ'l POSItlonlng (High Price, High Value) | (High Value, Low Price) | (Low Value, Low Price)

°° Peer




The Pricing Play table helps you see the spectrum

$250 $1,500 $3,000

Value of your

! Solution l

Where does your
gut tell you your
offer idea sits on
the spectrum?




Ways to increase the perceived value of your offer

Shorten the
time to value

Make It more
fun

Up the quality
of the
experience

Make the
transformation
more compelling

Reduce the
effort someone
needs to put In

Make the
outcome more
probable

Build an
emotional
connection to
your brand

Value of your

r Solution l

N




The Pricing Play table helps you see the spectrum

$250 $1,500 $3,000

D I'm going to think about how | can deliver my offer in a shorter

time frame, increase accountabillity to make the outcome more
probable, and change the outcome I'm selling to landing your

first paid sponsored videos for $10,000




Selling your offer ' Price ' : Message |

S ocial Proof =2. E conomical S ingular

Naass”

WV WV

, W .
Does your Do they trust and ls your offer

audience TRUST believe the value different from

and BELIEVE that Is MORE than the everything else

you can solve their price? they've tried or
problem? considered?




Message

Value of your

| Audience ' — | Price ' — ! Solution l

Your sales message Is where you
execute on the strategy you set with

your Chet’s Kiss Offer.

All that work you did to align these three things won't pay off unless
you can connect the dots back to your audience.




Aside from our P.O.P.S.E.P formula for Brianna Rose S e
designing a compelling sales page,
the two things you absolutely want to

make sure you include are...

) Create easy gluten-free
@ s ocial Proof meals each week without

complicated recipes.

S ingular

Do you feel sick and tired of:

TRYING TO STICK TO A GLUTEN-FREE DIET ONLY TO FAIL
SEARCHING THE WEB FOR SIMPLE GF RECIPES

TRYING GF SUBSTITUTIONS WITH NO FLAVOR AT ALL




——
A

By the end of this program,
you’ll know exactly how to:

Aside from our P.O.P.S.E.P formula for :
deSigning a Compe”ing Sales page’ Plan out a week's worth of tasty gluten-free meals

Navigate substitution flours and ingredients

Grocery shop with ease

the two things you absolutely want to
make sure you include are...

: . & “Lovem 1psum dolor sit amet,
s o c I a I P ro Of ‘ “Praesent nec nisl a purus blandit consectetuer adipiscing elit. Nam
N R viverra. Quisque ut nisi. Fusce a quam.  commodo suscipit quam. Cvas ultricies
Quisque 1d odio.” mi eu turpis hendrerit fringilla.
Curabitur ullamcorper ultricies nist.”

TESTIMONIAL #2

S ingular

SoCiAL PRoOF i$ GREAT For BUILDING GENERAL
TRUST, BUT EVEN BETTER i$ CONNECTING iT To
YoUR PROMISED oUTCOME. THAT'S THE PRrooF PART.




Aside from our PO.P.S.E.P formula for

designing a compelling sales page, [ T ——— e — ST —

: Create easy gluten-free
meals each week without
make sure you include are... complicatedrecipes. 3

_paa
i ams

the two things you absolutely want to

AR
- . » . . _ e

@ s ocial Proof HAViING A Su\I(yuLAg. OFFER iS ABOUT HIGHLIGHTING
WHAT MAKES Yol DIFFERENT AND WHAT MAKES
YoUr oFFER DIFFERENT.

TRYING GF SUBSTITUTIONS WITH NO FLAVOR AT ALL

- 2 i
=2 S ingular

| get it! I've been there! Three years ago | made the switch to a completely gluten-free diet.
It was great for my personal health, but terrible for my taste buds! It took a long time and
lots of trial and error to develop simple, tasty recipes that | could prep each week for my
family without sacrificing on flavor or convenience.




Your sales page checklist should match your KISSES checklist.

Does your sales page speak to your D Does it have social proof that instills trust

audience’s problems directly? they'll achieve the outcome promised

Does it speak to how your solution and its D Does it adequately speak to the VALUE
benefits/features alleviate those problems? provided and position the economics of

. price In a way that makes sense
Does your passion, interest, and

excitement come through in the copy? [:] Do you explain how your offer is singular

and different from similar offers on the

Do you explain the vehicle delivery &
market?

scalability in an enticing way?




' B
Your Launch Offer

a '_@“
f Now it's time to get absolutely clear on the offer that you’ll be selling during this launch. Use this page to

define the problem your offer solves and what key features you want to highlight.

Dive deeper

OFFER TWO-WORD TANGO NAME OF OFFER

For example: “online course” or “‘website template” or What will you call your offer? Example: “Better

‘Virtual yoga membership.” Branding Course”or “Wandering Aimfully Unlimited.”

SALES LAUNCH START To FiNisH (PART 2) [

blem(s) or pain point(s) of your target customer does your offer alleviate?

fhe ultimate outcome or future reality your offer will help your target customer achieve?

. I - - RES +* KEY FEATURE
L «< (‘iﬁ '_;iff ) ome of the features within your offer. Now. which of these features is the KEY feature
‘v‘-"'_.' t i "/ < i’#t.' . - . . .
v — i ; ~3 ustomer actually get? Think of you want to highlight? Which will be the most
-4 1%

bullet points on your sales pag

* & | e. enticing to your tar, get customer?
"(. %

Offer and Sales Page
For more on how to structure your offer 2

and messaging, check out Part 2 of our

v DME

"Sales | S Ciiahy . wanderingaimfully.com/
ales Launch Start to Finish” session launch-session/

NN




Dive deeper

-
E (

¥y

And check out the sales pages in the
Page Layout Library if you're building a

sales page from scratch!

ELLNESS + NUTRITION

#
b l;'
alpd 4
Al
Offer and Sales Page

&

Search the WAIM Library for
Page Layout Library.

OOOOOOOOOOOOOOOOOOOOOO

Create easy gluten-free
meals each week without
complicated recipes.

Do you feel sick and tived of:

EEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEE

TTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTT

family without sacrificing on flavor or convenience.

Don’t let the overwhelm keep you from a
meal plan that makes you feel amazing!

All you need is someone to show you the way.

INTRODUCIN G

Gluten-Free
Meal Prep

Seenon
3 ‘v(r\
& \
% (4
<
]
g
\
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—J

Selling your offer is just one
step in the journey.

Don't forget your offer success also hinges on DELIVERING the

solution’s promise and improving over time.

Gif by @biyuskin

“/ ,\ 5&‘

&8 i N

% ‘- _v‘ b‘

5.
44




Ways to improve the fulfilled offer itself

O1 Investin the deliverable itself. 03 Investin the results engine.

Goal = Make it more relevant. Goal = Make It easier to apply
the value In your offer and

achieve the desired outcome.

02 Investin the “packaging.”

Goal = Make It easlier to consume

or more fun or higher quality. O4 Investin the personalization.
Goal = Make it more tailored to

your customer.




One offer
offers?

1 Exceptional Oftfer “Tasting A La Carte
“Chef’s Kiss” Menu” / Offers
Offer Value Ladder




4 )
~ IDENTIFYING YoUr oFFER )

Dive deeper

o Here are the 3 kind of offer models your business might fit into:
0 \
‘ c—
1Exceptional “Chef’s Offer “Tasting Menu” |
Kiss” Offer 'alue Ladd
One core offer that you Multiple offers that speak Multiple offers that speak
can focus all your energy to the same customer at i d|ffere.nt ngtomers
on (like WAIM!) different points on one and you prioritize equally.
journe y.

If you're interested in how to set up an

offer ladder and organize multiple

wanderingaimfully.com/
offers, check out the “Identifying Your offer-session/

Offer” session!
. 4




An offer is simply an exchange of
value for money.

s

How much are they

( o o ’.3
Solution Pavine

f

* —= [&]
What is o ®
\ N § /;'z_‘ B

i o ":,,, ”‘-. - —

the value? O ' g .
— Audience '

s

Who's paying for

the value?




In order to have an offer that sells, you
need these things in alighment.

" Solution l " Price ' | Audience |
4
Message |




- g
K = Known problem. Is your offer a solution to a E = Economical. Does your customer believe the
specific problem your audience knows they have? value of your solution is worth more than the price?

é 8

| = Interesting (to you.) Is this offer something you S = Singular. Is your offer uniqgue and compelling
enjoy delivering? Can you stick with it long-term? compared to similar offers out there?

~

S = Scalable. As you sell more units of your offer,

®
|
does the profit potential outweigh the energy input? Explalner Reca po

h . Think KISSES!

S = Social proof. Do you have testimonials, results,
and evidence to show that your solution works?




Y

Protect
YoUr
Peace

YOU define your own
SUCCESS
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4 Mindset Keys

ere are some guiding phrases to help you on your

journey to putting this into action




KEY #l

If you have an amazing offer,
everything gets easier...

If you have an offer that doesn’t

deliver, everything gets harder.

An amazing offer Is one that delivers the promised results

for your customers. Design an offer that gets results and
the results will do the selling for you.




KEY #2

An offer that sells has an audience, a
solution, and a price in alignment, PLUS
a message that connects those dots.

An offer i1s simply an exchange of value for money. Your audience
pays for value, in the form of a solution, for a price. And your sales
message Is the glue that brings those pieces together.




6 ideas are abundant.

There are an infinite number of offer ideas. Once
you learn how to see these opportunities
everywhere, the fear of money drying up won't feel
quite so dire.

KEY +




KEY #4

A sales flop is not a
personal failure. You just
need to tweak the key

pieces of the puzzle.

Break down each piece of your offer
into the K.LS.S.E.S. framework and go
step-by-step looking for ways to
Improve each piece.




WAIM Co-BRANDMENTS

N,Low YOURSE, I~
QAR
QAR

to EVOLVE

(40)

&
YOU define your own
SUCCESS

Embrace /\
%
Enough iT'S ALLoWED /<>\

\\ // To BE Unicorn
Fu N Power




WAIM Co-BRANDMENTS

(%)

&

Embrace

Enough

)

ALLOW YOURSE/
QAR
QAR

to EVOLVE

(40)

&
YOU define your own
SUCCESS

iT'S ALLOWED
To BE

FUN

PN

Unicorn
Power

It will take tweaking and trying and
failing and learning to land on the offer
that is truly scalable & sustainable.
That's okay! Don’t get discouraged if you
haven't figured it out yet. Keep going!




o
Steps

ow can you use this info to improve your business?
We'll give you exact action steps to make it happen.




Action steps

~

1 - Build

a

Use the Build checklist if trying to build
your Chef's Kiss Offer.

WHAT Do Yo NEED To Do To APPLY THis$ To YoURr BUSINESS?

~

2 - Optimize

~

Use the Optimize checklist if If you
already have a core offer that's selling but
you're just looking to improve your sales.




Action steps
_

|

|

Define your audience and identify their
Transformation, Pain Points, and your
Solution.

Use the Solution Slot Machine to come up
with different ideas on how you can deliver
that solution.

Use the Offer Score Card to evaluate your
various offer ideas and ensure your core
offer idea Is Scalable, Interesting to you,
and solves a Known Problem.

Write down ways you can validate this
offer idea in some way.

_

|

Use the Pricing Play exercise to come up
with an appropriate price for your core
offer.

Write down the features of your offer. How
do they match up to the pain points of your
audience? What about these features will
make your offer singular compared to what
else is out there?

Think about ways you can produce your
offer and get early feedback for social
proof.

~

Build Checklist

J




J

Action steps

[:] Go through K.IL.S.S.E.S checklist and look for E] Scalable - What systems need to be put

Improvements: In place to lower the effort and maximize

the output?

D Known problem - Audit your audience

Checklist

and the specific problem your offer Social proof - How strong are your

solves. testimonials and results?

D Interesting - How does your offer need Economical - Do the Pricing Play

imize

to change in order to make it more exercise and consider ways to UP the

enjoyable for you to work on? value of your offer, and therefore the

price.

Opt

Singular - Are you communicating what

-
\_

makes your offer different effectively?




If you want to turn this snorkel into a deep-

Deep Dive Recap dive scuba party, here are the resources

that touch on offers that sell:

- N\ ( N\ ( N

Identifying Your Make Money

Offer Unsolved Biz 2 & 4 Making

\_ L RN _J

Here are the 3 kind of offer models your business might fit into: SARAHS AULTENOR LADSCN i
| s i FLOWER FARMERS
7 . & £ :
i " : ASPIRING $ They want to run their : \ ‘
‘i“‘;i*““'/_”_ e o S FLOWER FARMERS f/ogiggatrrrgswsﬂth KEY MINDSET SHIFT:
' -y R 7
LOVERS 8CUT " they want to start ——— Are you MAKING MONEY
. = : RSP T B FLOWER HOBBYISTS . flower farm -
lExct:(;?tu:nal Chef's ,. . , lenu’ | : - or are vyou ust GETT'NG PA|D?
iss” Offer Value Laddel 3 : s
Multiple offers that speak “. They wa 4 n how / ....... jFlower Farl:“
e cote offar At yo rothocamooustomerer 1 to different customers Y st O B T Membership
e fg,c,u(i:e \x/c::;de;)nergy different points on one and you prioritize equally. -~ \ . 2 y Community
journey. | te
/Garden

Planner




If you want to turn this snorkel into a

Deep Dive Recap deep-dive scuba party, here are the

resources that touch on mindset:

- N ( R
Sales Launch Start Page Layout
to Finish Library
| J J
4 BrismnaRese .o e L
&

Create easy gluten-free
meals each week without

Offer and Sales Page complicated recipes.




B o
Notion Execution

ow can Notion help you with strategically defining your offer?




No Notion
execution this
month!

We definitely recommend using
the workbook to strategize and
keep the Solution Slot Machine,

Offer Score Card, Offer Math and
KISSES checklist all in one place.

Pull the Slot Machine!

True Random Number

Use this random number
Generator
generator to pick a number in
Min: SKILL [ TIME TO VALUE h

each column. Write all the > P e
Max: ot

combinations below to help you : S
come up with offer ideas. Generate CH_-]

| Storytelling | Tomplates [ f-poced

;‘( DEPTH & DELIVERY

Result:

Powered by RANDOM.ORG

Offer Ideas List:

/. Write your list of combinations here plus the idea of how to package your solution:

) e

2 Skill W Package L Time to Value . Idea

Ex) Canva Ex) Coaching Program, Ex) Short (1 1-week bootcamp on how
DWY week) to use Canva to make social
media graphics



KNoWiNG6 WHAT To Do i$ oNLY HALF THE BATTLE:

Having a reliable system to make it

happen is the other half.




IMPoRTANT!

Your system
does NOT have
to utilize
Notion.

Your tool of choice is up to you and completely dependent on how

your brain works

Notion has transformed how we organize our business and that's why

we want to share our processes as a means of providing the most

value in these sessions

We thinking going deep on a specific tool is overall more valuable

than trying to be vague to cover every tool

I_

owever, you can still apply the concepts of what we're going to

S

nare while using Google Docs, a physical planner, post-its... whatever

your system of choice is!

* The tool itself matters less than the fact you
HAVE a system you use.




DARBY KATHERINE JEssicA CHANNoON RACHiLLi




CECOND MONTH UPDATE...




An UN-BORING
accountability game!

Weekly accountability game
hosted through WAIM Slack (last
month was our first month and
100 WAIMers participated!)

On the first Monday of every
month, we ask you what goal
(life or biz) you're trying to
accomplish for that month

Each week, on Mondays, we post
a question with an action item
for you to reply to

If you reply within 24 hours, you
advance on that month’s game
board

If you reply all 4 weeks you
earn a WAIM-finity Stone ¢ &



@ APPRENTICE STONE

Completed

m SQUIRE STONE KNiGHT sTonE M

Ends March 27 T " @?

~ . W ¢ .
t R WARRiOR STONE CHAMPioN SToNE q

©
=0 BeginsApril3-- € Or2>4

hatt
o

ARCHER STONE WiZARD SToNE Z é
==
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Oasis of Ideas
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THE QUEST For THE SQUIrE SToNE

Ends March 27

THE QUEST For THE WARRioR STONE

Begins April 3




What’s next:

If you've been playing in

If you want to play in April,

March, keep an eye out for make sure to join the

March 27th'’s final post (and if Hwaim_accountability
you're currently in the 3rd Slack Channel and keep an
spot, you're close to nabbing eye out for April 3rd’s kick off
the Squire Stone!) post and *NEW* game board!

AND REMEMBER, WE'RE TRYING \\ﬂ\\
To MAKE ACCOUNTABILITY FUN! ol




We have 3 Field Notes

LET'S EXPERIMENT! updates for you!
4 4 4
NEW CoACHING
DASHROARD PoDCAST
PREVIEW!




Dashboard

My Current Goal

»« Private

New Dashboard is on the way!

Biggest change is being able to filter and sort

resources.

Coaching hub will now live INSIDE the library.

Working with our developer now...

* Somewhat limited by Wordpress foundation,
but we're working to bring you the best
possible experience within those constraints




Library

Library

Filter by type:
Spotlight only
Coaching only
Courses only
Tools & templates only
Articles only
Podcasts only
Checklists only

Workshops only

Filter by topic:
@ Goals, Planning & Mindset

Live more intentionally

Set goals

Improve finances

Strengthen mindset

Plan for productivity

Manage time better

@ Strategy & Foundation

Grow client business

Pivot from clients

Clarify branding

Ignite creativity

Design strategic website

Track analytics

w Offers & Selling

Build online courses

Define offers

Improve launches

Create live workshops

Boost revenue

M Marketing & Content

Define content strategy

Fix marketing bridge

Send newsletter

Boost subscribers

Boost traffic

Start podcast

Grow on Instagram

Improve writing

Filters and Topics!

Field
Notes

The WAIM Library’s biggest change
will be filtering WAIM resources by

type OR by topic. We hope this

helps you find the right resources for

exactly what you want to focus on

next in your biz.

- ,




Let’'s see a Topic!

When you choose a topic you'll only
see resources related to it. In this
example, you can see our three
workshops related to the Living
more intentionally topic.

You're viewing: 8@ Live more intentionally

Living more intentionally is about defining what values you care
about and taking action to bring you closer to those values in your

daily life.
~ L
a | >
A
Workshop: Working Workshop: Connecting With
To Live Transparent Talks - Your Core
‘ , Minimalism - )

How to bend your business Finding alignment between
around your LIFE, not the Our experience with who you are and what you do
other way around minimalism and how it has

positively impacted our life




r Field
Notes
Un-Boring Coaching

Coaching Hub!

\
g ™

YOU dofine yourown |

- SUCCESS »

Each month, you'll need to register  Use Slack to connect, stay Listen to our coaching sessions - &8

for the upcoming coaching motivated, and stay accountable as a private audio podcast! ,;\ ’,,/" =4 { %“'

& session. to your goals. S e _ o ° °
youmant 10 rioy ou | One VERY exciting change is the Coachin
5 |
Registering gives you email reminders Our Slack community 8% Q& is trainings on the go, click VR
for the live session, and this is where possibly the most valuable part of our this link or scan this code oH o

you'll chat with us and your fellow program! Hang out with supportive, with your phone and get

e e e o e R O S Hub will now live within the entire WAIM
_ibrary/Dashboard experience — HURRAY!
E3 Also, the sessions themselves will be
broken into categories* (Spotlight, Deep
Sales & Launching Offers That Sell Entrepreneurial Business Foundation
Mindset & Personal & Strategic Plannin ° °
omwtaderofsrnmgy | | mmwbmrotmensy | | gy . o Dlve, and Unsolved Busmesses).

WAIM of Stones favorite podcast player!

Spotlight Sessions

4 B ' @ (e

.  the whale vaar
Learn the basics of strategy for the whole year
strategy planning strategy planning
for the whole year
goals finances goals finance strategy planning

*Or, can filter these from the Library page!




Quick Links Next Session ‘
tlf  Account Settings -

fg,  Affiliate Hub —

Quick Links and Next Session! A ousiness Foundations

Learn the basics of strategy for the
@ Notion Templates — whole year

On EVERY page of the WAIM Dashboard, you'll iy 3 T oy 22 202

now find this handy-dandy Quick Links menu. 5 oGt >
In it, are the most commonly clicked items In 2 oo 5

the Dashboard as well as the information for b TescharyOmstbomrs Upcoming Sessions

Our NeXt CoaChing SeSSion (and the dates and & Teachery Theme Pack - Mar Making Kick-Ass Offers

20 "‘ ‘ Y ':_i \‘/1 -

topics for the following two sessions). B oo >

i Apr Sales & Launching
2 Pep 3000 Audio Robot = 29

‘Z; ‘ Yy ".-‘} \./1 -




My Resource Progress

18

Completed

[24

Saved

»¢ Private

Resource Progress Tracker!

We'll now track how many resources you've
saved from the WAIM Library and when you
mark them completed, you'll see a progress
tracker showing you this fun circle.




Payment Progress!

This I1s a feature we've wanted for a

lonnnng time and now It's finally r
going to exist! In the Billing &

Membership area of your Account
Settings page, you'll see this simple Your plan
progress tracker showing you how

Billing & Membership

| C X-2-4 X B N X N J | 50%
many WAlM payments YOU have St fetve & 10/20 Payments Complete

|eft. There might be 3 fun thing that Subscription WAIM Unlimited (Monthly)
happens when you hit 100% paid

Renewal Date March 7, 2023

Y o Actions Update payment method
Off @?@}’. Upgrade or change your subscription

Cancel your subscription

T
\ \
, S
N, 3
—
-




» Walkthrough Video - WAIM Dashboard X cue

“~ Coaching Access Hub - Wan b \ Library = Wandering Aimfully X + v
& C & wanderingaimfully.com/library, h % f7 6 /'. ® @ B R » 55 0 e
- Oy o B8 a- S W W P> WAM Wordpress 1 Other Bookmarks

~ ;
A A Welcome, Caroline!

(f‘)

(> A
Dashboard My Current Goal My Resource Progress
N0 C

My current goal is to finally launch this WAIM
Dashboard refresh!

Check out the
video In the

Ibrary you want

o see a lil peek!

A My Saved Resources

# N\ M B

a i » N

Acrylic Explorations Build Your Marketing Better Lettering Brand in a Box Create An
Bridge Course Bundle Automated Email
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Wandering Aimfully Coaching Audio
Caroline and Jason Zook

February 12: Entrepreneurial Mindset & Personal
Growth < «” Part 1 (February 2023): HOW IT
HELPS YOU: Welcome to our second Spol’ MORE

Episodes v See All

il FEBRUARY 12
Entrepreneurial Mindset & Personal Growth

& « Part 1 (February 2023)
HOW IT HELPS YOU: Welcome to our second
Spotlight Sessions ¢ coaching! All the tactics, ti...

- Entrepreneurial Mindset & P...
< 30
ﬁ February 12, 2023 " O

Listen Now

12:23

<« Safari

{  Wandering Aimfully Coachin...

Episodes v See All

i FEBRUARY 12
Entrepreneurial Mindset & Personal Growth

& & Part1 (February 2023)
HOW IT HELPS YOU: Welcome to our second
Spotlight Sessions & coaching! All the tactics, ti...

Il « 55 min left

FEBRUARY 12

Entrepreneurial Mindset & Personal Growth
& « Part 2 (February 2023)

HOW IT HELPS YOU: Welcome to our second

Spotlight Sessions g/ coaching! All the tactics, ti...

» 57 min

FEBRUARY 12

Business Foundation & Strategic Planning
RN +4 Part 1 - Explainer (January 2023)
HOW IT HELPS YOU: Our first month of coaching
using our new Spotlight Sessions M format! Wh...

» 48 min

FEBRUARY 12
Business Foundation & Strategic Planning
S 5 Parts 2 3 4 - Mindset Kevs Action

4% Entrepreneurial Mindset & P...
: n ®
3 February 12, 2023

Listen Now

New! Coaching Private Podcast!

: Every session’s audio replay, conveniently

available in your favorite podcast app!

. We hope this makes the sessions more accessible
AND that you're able to learn more because you can

take us on the go with you

3¢ Save your ftavorite episodes, click through to get
the slides to follow along, click through to the

workbooks, all from this feed.



i i ' imfull hing Hub! ‘&
Wanderlngalmfully.com Wandering Aimfully Coaching Hub! i

o
/c o a C h I n g Quick Jump: Info Next Session Past Sessions Update Account Settings

» |f you visit the coaching page
HERE ARE SOME HELPFUL DEETS ON USING THIS HUB:

on your phone, click the link!

cLadt g
» |f you visit on your desktop, pull
tay mo .ivated, Listen to our coaching sessions as a
OUt your phone and Scan the PS. |f you dOn’t see your pOdCaSt o yo! s goals. private audio podcast!
. Q € is possibly the If you want to enjoy our trainings on the go, click
COde app, Copy the RSS ||nk and paSte ro. rfam! Hang out this link or scan this code with your phone and
| b 'siness owners like get every session’s audio recording straight to
|t [ nto yo ur p O d Cca St p I aye 'S h¢ st our monthly your favorite podcast player!
of Stones. .
search bar! (Except Spotify, '
unfortunately)
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WAIM Al is now PEP 3000!

» With the Al explosion, we didn't want any confusion about

whether the audio coaching messages were created by us!

» If you're like.. What's PEP 30007? It's 200+ short audio
COACHING ROBOT

messages with tactics and encouragement for when you're

feeling overwhelmed, out of ideas, unmotivated, etc!

» Still lives at wanderingaimfully.com/ai




Field . o

Notes
=» PEP 300C

COACHING ROBOT

@ OO

@) rerz000 1:49 A

ACHING ROBOT
o 020 <4 Chrome e

< Back Episodes

, All Episodes Unplayed Downloaded
(| i!l )

L ‘L —

MARCH 13
Feeling Unmotivated = - Get outside
WAIM PEP 3000 Audio Pep Talks If you nee

this short coaching me

And PEP 3000 is a
private podcast

d help with feeling unmotivated, we hope

age can help you!

Caroline and Jason Zook
Would you like to deliver your own private podcas...

P Latest Episode » 29sec

MARCH 13
Feeling Unmotivated -~ - Find
your motivators

WAIM PEP 3000 Audio Pep Talks

Episodes v See All If you need help with feeling unmotivated, we hope

this short coaching message can help you! W..
MARCH 13 » 26sec '
Feeling Unmotivated &% - Zoom with n ow o O
a friend MARCH 13 ‘
If you need help with feeling unmotivated, we hope Feeling Unmotivated -~ - Switch up
this short coaching message can help you! W.. your location

If you need help with feeling unmotivated, we hope

<. ) 1min this short coaching message can help you! W..

» 25sec

159 - All the things we're wo...
i March 9, 2023 > @

MARCH 13

— Feeling Unmotivated =~ - Jump in Slack

If you need help with feeling

Head to wanderingaimfully.com/ai on mobile
and click the link at the top!

unmotivated, we hope

> @

159 - All the things we're wo...
March 9, 2023

Library



http://wanderingaimfully.com/ai
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SUCCESS




TiME For Q&Al

Thanks for hanging with us!




