Episode 36:  Title  How To Create A High Converting Summit Offer


When it comes to summit success, you know the difference between a highly profitable virtual summit and one that barely scrapes by?  The summit offer is key in this regard.

You ask, “How do I create my summit offer”?  Excellent question. How Many Offers/Levels Should I Have? Another great one. It will soon become clear. 

It’s the creativity that matters most, especially if you are in a common summit niche.  You want to break the norm and think outside the box.  Provide something that has a little thought and energy behind it.  Something that makes attendees stop and think about what it would be like if they had that offer.  

A tip: ,ore is not better.  Trying to shove in 20 bonuses to make the offer seem like it has more substance, but it will only give you the opposite outcome.  Your attendees will see this massive list of items and immediately think, “there’s no way I can finish all these bonuses” and then they will decide not to purchase.  

It is much better to have a higher quality of offering and bonuses that includes fewer items than an offer with many items of smaller or lesser substance and value.  

So just remember more is not better.  Better is better!  

[bookmark: _GoBack]What does a summit offer exactly? It’s not about free attendance and multiple viewing days and times. It is partially about an upgrade to an “all access pass” for those who want to watch a missed session or see it again.

Most summits will have a few levels or offers to allow attendees to decide between them.  All levels will include the On Demand access to the recordings of the summit since this is the actual item your attendees want. 

However, just like in any sales process, you want to provide a variety of options for  attendees as some may be more motivated and desire to purchase additional items.  
The most common answer is three offers.  I have seen summits with one offer, but not very often.  Two offers is probably more common; however the most common and recommended option is providing three offers. 

This is typical sales psychology, but having one lower priced offer with a medium offer and ultimately a higher priced offer allows for all options.  

The Decoy Effect


The decoy effect is when we include 3 offers.  One offer is a lower price point; let’s say $50.  Then the two other offers will be the exact same price.  Let’s say $100.  However, one of them will include an additional bonus or item.  So let’s say offer one is $50 with 3 bonuses.  Offer 2 is $100 with 5 bonuses.  Offer 3 is also $100 and it includes one additional bonus for a total of 6 bonuses. 

There has been extensive research done on this tactic, showing that it will increase the number of sales from the lower price point to the higher price point.  Meaning if originally 100 people bought the lower priced offer originally and 50 people bought the higher priced offer of $100 with the decoy effect, it would increase the purchases for the $100 offer.  Something like 50 purchases for offer one and 100 purchases for offer three at $100.  This works well on summits.  

What should you name or call your offer?  This is more of a personal decision or desire.  Be as creative as you’d like it to be.  However, be careful not to make it confusing.  Occasionally some summit hosts go a little overboard with the creativity and it confuses the attendee.  Remember that a confused mind says no. 

So you don’t want your offer to be confusing.  Commonly used names for the different levels of offers are things like, VIP, PRO, ELITE, or All Access Pass, VIP All Access Pass.  I’ve seen Platinum, Gold, Silver used.  Or even things like Level 1, Level 2, and Level 3.   I’ve seen a few creative items such as Awesome, Super Awesome, and Most Awesome.  It’s obviously clear on the levels while still creative.  

Offer parts

Moving on to the specifics or structure of the offer.  In most summit offers there are four parts: on demand access, bonuses, Special Sauce and the Outside The Box.   Not every offer will include each of these, but they give you the full overview. 

You are familiar now with the On Demand Access.  It is included in each level or offer to give on-going access to summit recordings.  You can either give your attendees a way to access these after the summit, or if you are using the Virtual Summits Software, it automatically tracks those who have upgraded or purchased the access package to unlock the levels automatically. 

You literally don’t have to do anything; the software handles all of the deliverables. One cautionary note here.  For years it has been common to word the all access pass, “Life Time Access”.  Recently, different merchant providers such as PayPal and Stripe have been saying that this terminology is against their terms and conditions.  I’ve seen some accounts locked or even terminated because of that wording. 

Some people are still using it and having no problems, but I recommend not using these terms.  Instead something like “on going access”, or unlimited access” will work just as well. 

Bonuses are the next most common aspect to a summit offer.  This is what adds that little extra something to give value to the attendee and make it an easy, no brainer decision to upgrade or purchase. 

Some summit hosts look at Free Access as the first level.  Meaning attendees access the first level for free.  They can “upgrade” or purchase the next level, which is the paid offer.  When it comes to bonuses, remember more is not better.  Better is better.  

Typically, it is wise to provide a “featured” bonus in the free access as an additional incentive to get the lead to opt in to the summit. Now with the maximum highest level, you really don’t want to go more than 10 bonuses maximum and even that is a little high  I think that 5 – 7 are the sweet spot for the highest level, but it can be less.  

Moving down the levels, you just remove some of the bonuses.  Level 3 has 7 bonuses.  Level 2 will have 4 bonuses.  Level 1 will have 2 bonuses.   Pretty simple.  If you are using the decoy effect, Level 2 & Level 3 will have the same number of bonuses.  We would then add the special sauce to level 3.  

Now that you know how many bonuses to add, what would you add as a bonus?  Some good bonuses ideas are typically audio downloads of the sessions and transcripts are good idea.    

The most common types of bonuses are something you either use for a lead magnet (that converts well and is on point with the summit) or something you sell maybe as a trip wire or upsale.  This simply meaning it has value, so people want to purchase it, but it’s a lower-priced item.  Again, the more creative you can get the better.  Higher value is better!

Outside The Box 

Let’s talk about the Outside the Box offer.  This is exactly what it says -- something you wouldn’t normally expect.  This is what makes it appealing.  You can add this to any level, but most commonly it is in the higher priced offer.

Some outside the box ideas could be anything that makes the attendee really stop and go “wow”.  It could be a one on one call with you or a group coaching call.  It could be a free ticket to a live event.  It might be access to another important person you have pre-arranged.    

Think about giving testimonies, forwards to a book, or something that will help the attendee in their business.  Again, it’s hard to say exactly because it should be something relatively unpredictable  they wouldn’t have seen elsewhere or expected. 
Throwing in an outside the box item dramatically increases sales conversion and is highly recommended.  A great way to see if it’s something of value is to ask your current audience what they think.  

Special Sauce

This is on the same level as the outside the box item or offer, but it is typically not super creative --  just something with real and high value.  Some examples of this could be access to one of your signature courses or programs. (Probably not the high-ticket program, but a medium-priced course).  It could be a certain number of days of free access into your membership or mastermind.  

If you have the capacity or are already selling/delivering physical products, then those are great “special sauce” items.  You might sell supplements, have a book, or any physical item like a USB with the recordings on it.  These are all great options for special sauce items.  Now keep in mind,  more is not better.  Pick one.  Make it high value and then feature it.  

If you put together an offer based on these suggestions, your offer is going to be a highly-converting summit sales offer. The problem is many summit hosts just throw some old lead magnets together and don’t actually put the time, energy and value into crafting a highly-converting summit offer. 
	
Price Points  

The next question is what price point should my summit offer be.  The answer you don’t want to hear is  that it really depends on your niche or industry.  The best thing you can do is look at some summits in your niche and see what prices they  ran at.  I typically go a few dollars over what other summits have priced at, but not too much. 

So, if someone in your niche ran a summit with the price points of $39 and $69, I would go $45 &  $75, or something in that area.  I don’t like to be the lowest priced person in my industry, I’d prefer to be perceived as slightly higher priced, but not ridiculously priced. 

The most common price points are the following:

$39 & $79
$49 & $89
$65 & $119

I see all the other price points, but those are the most common.  If you are doing three price points, you would simply pick another price point in between these two levels.  I recommend checking out your niche and going from there. 

Upsell 

Although an upsell isn’t necessarily apart of your summit offer or even required, it is an additional offer presented to the attendee after they purchase the upgrade.  It’s an opportunity to offer them something complimentary of value for an additional fee. 

It increases your overall customer value when you offer an upsell.   It’s not mandatory and for years I didn’t offer any type of upsell.   However, it is another way to allow your customer to purchase from you and for you to provide value. 

Let the customer tell you when they don’t want any more.  Don’t decide for them. Offer them something, and if they don’t want it, they simply won’t buy it.   As far as deciding on what to offer as an upsell, it should typically be less than the original offer you are selling.  So, if your lowest offer is $67,  it should be less than that.  

An easy way to price it is just do half of whatever your lowest offer is.  If it is $67, then your upsale would be $35.  If it is $100, then the upsell would be $50.  
As far as what to offer, it should be complimentary to the topic of the summit.  

If you are teaching copy writing, it could be the top 100 converting subject lines.  If you are talking health, it could be an additional at home health program.  As long as it is complimentary and on point with the topic of the summit, the upsell could really be anything that adds additional value to the attendee. 

Special Add-ons

Add-ons are not necessarily in your offer but definitely can help your offer convert better.  A few items that increase conversions are Testimonies, Guarantees, Social Proof and Social Conformity. 

Testimonies are pretty straightforward.  If you can include any testimonies of others you have helped get results, it will increase the trust and conversions of your offer.
Guarantees are typically recommended.  We usually do a 30-day guarantee, but any guarantee is fine.  Its helps ease the nerves of your customer and increases conversions. 

Social proof shows that others are taking action. You can use a tool like “Proof” that pops up in a little bubble on the bottom of the screen saying, “so and so just purchased in Texas”.  Social proof can really increase conversions. 

Social Conformity is getting influencers or well known, trusted individuals to recommend that the attendee trust you and take action.  This psychological trigger leverages trust credibility, going from someone with trust to the new audience to you.  This also increases conversions. 

These are some suggested extra bonus tips that you can include on your sales pages, or in your email communication sequences to help increase your summit revenue generation from your summit offer. 

Types of Special Offers and Pricing

There are different types of sales campaigns.  In fact, there are 5 types of sequences most commonly used in a summit. 

	- Early Bird
	- Summit Ending
	- Last Chance
	- Diminishing Bonuses
	- Incremental Price Increase

The early bird sequence is used before the summit goes live and typically offers a special discounted price for the all access pass if purchased before the summit starts. The summit ending sequence is an urgency promotion to get the attendee to upgrade to a higher level before the summit ends.  Typically there will either be a price increase or a bonus that disappears after the summit ends. 

The diminishing bonus sequence is a series of special or additional bonuses, and each day that passes, another bonus disappears.  For example, you start with 3 extra bonuses on day 1.  Day 2 there is only 2 available, day 3 only one, and day 4 they are all expired. 

The last chance sequence is typically a high urgency campaign that either completely removes the ability to purchase after a certain period of time or increases the price after a certain period of time.  

An incremental price increase is a series of price increases that happen over a set period of time.  Day 1 is normal.  Day 2 price goes up 50%.  Day 3 price goes up 100%.  Day 4 price goes up to the final price of 200% for example. 

These are different sales sequences and urgency campaigns that can be included in your sales offerings during your virtual summit. 

