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Nick Loise: Hello, Nicholas Loise, President of No B.S. Inner Circle with this month’s IMA Best Practices 
and What’s Working Now call. This topic is extremely important to all information marketers, and is on the 
top of everybody’s mind and questions. It’s my privilege and honor to be with Scott Whitaker of Membership 
Multipliers, who is kind of our go-to guy. Full disclosure, he’s been a consultant for us. We’ve brought him 
in, had him look at our membership, had him look at our flow, had him look at our retention and everything. 
And we always like to use members and use the best and the brightest, and Scott fits both of those categories. 
Plus, he’s just a really, really nice guy. So, we’re going to talk about all things continuity in the business, 
and really talk a little bit about how to maximize and multiply your membership also at the end, if we have 
some time. 
 
Scott, thanks for being on with us. It is always a joy to talk to you. You’re one of the nicest guys in the 
business and just an all-around good human being. Thank you for being with us. 
 
Scott Whitaker: Hey, Nick, I appreciate the invitation. It is an honor and a privilege to be able to work with 
you guys and also just be able to share with everyone on this call some of the best practices that we’ve got. 
So, thank you for that great introduction and the opportunity to do this with you. 
 
Nick: Also, Scott, I know we’re going to talk about some things that really are important for any business, or 
any business with continuity baked into it. So it could not only be an information marketing business, but we 
tell everybody to put continuity into their business. So, for any type of business, this is important. But you 
and I also really want to caveat this and disclaim this. I’ll do my disclaimer, then you do your disclaimer. 
We’re going to check those boxes, then we’ll get into the thick of things. 
 
So, first and foremost, this is two guys that are in the information marketing business every day, but neither 
of us are lawyers. So this is just best practices. This is what we see, this is what we feel are being done. 
There are a lot of good lawyers out there, so if you don’t have one, we’ll reference one at the end of this 
show. But most importantly, take whatever we say and take it to your legal counsel. Have them give you a 
note to file that, yes, this is something that you can do because this is the last thing that you want to play fast 
and loose with. So, that’s my disclaimer. Scott, why don’t you go with yours? 
 
Scott: Yeah. Mine is, hey listen, I am not a lawyer. I don’t claim to be a lawyer. I don’t claim to even give 
legal advice. However, I am a student of membership and a student of subscription businesses. So what I’m 
going to share with you today is just from my studies. It’s not legal advice. It is something that you should 
take great notes on, but then ultimately seek legal counsel to determine what are the best next steps for 
yourself. 
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Nick: There you go. Neither am I a lawyer, but I am Italian and every Italian mother wants their son to 
either be a lawyer, a doctor, or a priest. So, I was on the phone with my mom and she said, “You know, it’s 
not too late to go to law school,” the other day. I said, “Last thing I want to do.” That’s just the joke. 
Alright, let’s get into it. Let’s talk a little bit. Let’s break it down to before the purchase, during the purchase, 
and then post-purchase of somebody that’s buying either a product where membership is bundled in, or just 
downright and out buying membership. But before we do that, why don’t you talk a little bit about what 
constitutes a free offer. I know we’ll put a link into an article that you sent me from the Cornell School of 
Law also for people. 
 
Scott: Just a little bit of background, there’s a lot of gray area on this because the FTC and the government 
and even states have not been explicit as to what is right and what is wrong. So, it sent a lot of us as 
information marketers up in arms saying, “Can I even do a trial membership? Can I even do a free trial?” Or 
whichever, and there’s a lot of misinformation out there because some people have just said, “Well, I’m not 
going to do it, you can’t do it.” And that’s not true. Let me just be very clear. As of right now, you can still 
do free trial memberships. You can still do trial memberships. You can do all sorts of different trials, whether 
it’s free plus shipping or a nominal fee or half price for the first month or two months, whichever it may be. 
Free with product, whatever. You can do that as of right now, the recording of this call. 
 
So, because of all this gray information, it sent a lot of us saying, “Well, what should I do? How should I do 
it?” So, there’s some very common best practices before the actual purchase. It used to be – and this is why 
we’re all in this conundrum of difficulty here when it comes to what’s right, what’s wrong – it used to be 
there were these diet supplement companies out there that were putting these shipping offers on their sales 
pages, and you would never know that you were going to get auto-shipped this diet supplement and they 
would make it impossible to cancel and all that sort of stuff. That’s why we’re in this. 
 
As a result of that, to counter it, the best practices before the purchase are a couple of them. One is make sure 
that on your sales page, it is very clear that people are going to get a trial membership. Whether it be a 14-
day trial membership, 7-day, 30-day, 60-day. 90-day, whichever it may be, just make sure it is very clear on 
the sales page. Now, what do I mean by very clear? Well, I can tell you that they have said some things, 
legally, that this is what constitutes that clarity. Number one is it cannot be gray text on a white background. 
Whatever font you’re using on your sales page, and whatever size and color that font is on your sales page, 
must be the size, color, and font for that particular terms of the free trial. So, you can’t stick it in size seven-
point font at the bottom of your sales page, very hard to read, you’ve got to get a magnifying glass out just to 
read it. That is not clear and you could be liable for that. So, you want to have it same size font, same color 
font, and you want to have it in your sales page. That’s one. 
 
Second is you want it to be listed in your cart. Let’s say that you’re doing a book. Nick, a lot of our listeners, 
I would assume, would have a book. If you don’t have a book, I know Nick can get you next steps on how to 
write a book. So, you should have a book. Let’s say you’re doing a free book offer. It’s free, plus shipping. 
In the “add to cart,” you would have the book and you would have the price out beside it, and it’s zero, it’s 
free. You would have the shipping, and maybe the shipping is $7.95, so you would have that out there. So 
then, you would have your trial membership with that, and you would put in the actual cart there, “30-day 
Trial Membership” of whatever the membership name is, and put zero dollar amount out beside it. 
 
Now, that needs to be there if you’re doing a trial membership with the shopping cart. If you’re just having 
the book and it’s free and you’re doing the shipping, but it’s not listing the membership there, again, not best 
practices. So that when somebody looks at that sales page and it’s clear, number one, on the sales page, it’s 
not hidden. There’s an offer of a membership that is going along with this purchase they’re about to make, 
and it’s in the shopping cart. Now, there are what I call two options. You have a forced continuity or an 
optional continuity. As of right now, both of them are still available to us as information marketers to be able 
to leverage. 
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What do I mean by an optional continuity? Optional continuity would mean that “free plus shipping” offer, I 
could remove the membership by saying, “remove from cart” or change the quantity to zero, whichever it 
may be. And then remove that out of the shopping cart, so I am now literally just getting the book free, and 
I’m paying the shipping and handling fee. That is an optional continuity, meaning I can remove it from the 
shopping cart. 
 
A forced continuity is you’ve got it in there and it’s forced. The only way to take advantage of this 
opportunity, of this offer, is to take the entire shopping cart as it is. I cannot remove the membership. Now, 
there are times and cases to be made for using a forced continuity, using an optional continuity. That’s not 
what this call is about. But you still have the ability before the purchase to be able to either force it or make it 
optional for them to add to the cart. 
 
And the last thing I’ll say on the before you do the purchase is you want to make sure that you don’t 
misrepresent any guarantee. If you don’t have a guarantee on your website or your terms of service on your 
website, you want to make sure that you do that. And you’ll want to make sure that any guarantee that is 
made on that page – in other words, you can cancel at any time, a lot of us will say that, you can cancel at 
any time – well, if you say you can cancel at any time the membership, but then you go to your terms of 
service on your website and your website says, “Well, you need to give a 30-day notice to cancel any 
memberships, or 15-day notice, or 3-5 day notice to cancel membership,” you’re in violation. Not best 
practices. So, you need to make sure that any guarantees that you have on your sales page, whether it even be 
in order to cancel they need to return something, whatever it may be, make sure all guarantees are in 
alignment with one another where you state it previously on your website. 
 
Nick: Scott, I want to jump in and ask some questions and allow you to just have a couple second break to 
take some water. A couple things. One is, good stuff. Two is, a lot of times, I notice we as information 
marketers, but we at No B.S., occasionally can get sloppy, right? So, the guarantee on one page can be 
different than the terms and conditions. So, always make sure that those two line up, I think, is a key thing. 
Three is people do get confused, right? So, if you’re a monthly membership and let’s say you’re using 
Infusionsoft and your Infusionsoft billing bills everyone either at the third day of the month, the 15th day of 
the month, or the 20th day of the month, something like that. They may call to cancel their membership in 
May, but they’ve already been billed or you’ve already fulfilled that membership, i.e. the newsletter, if you 
do a newsletter, is going out to them. What is the best way to language that on your terms and conditions so 
you’re going to be billed for May, but your cancellation will go into effect either in the month of June, or 
maybe go into effect in July? Is there a way to phrase that so people have an understanding of what that is? 
 
Scott: Yeah. Let me say there’s a way to phrase it, and you can phrase it however, like you have to give us a 
five-day notice. Because people do this all the time. They’re going to get billed on Sunday, so they send you 
an email on Saturday. Well, the office is closed on Saturday and Sunday. Then they get dinged on Sunday for 
their automatic payment, then you walk into the office on Monday and there’s an email and they’re all upset 
because they sent you an email on Saturday and you charged them on Sunday, and here it is Monday, you’re 
just now getting a deluge of emails because they’re all upset and all that sort of stuff. 
 
There is a way to say that, but honestly, Nick, when it comes down to it, if anybody calls the credit card 
company, the credit card companies are going to side with the credit card holder. I’ve seen it time and time 
again, and even my private clients. I think you guys may have even run into this where you have these 
statements, and you show them to the credit card company, and the credit card company still says, “It doesn’t 
matter. We’re going to do a charge back on it.” So, yes, have that statement and you need to determine that 
statement. I personally, because of the credit card company, will just say that we do not offer any refunds on 
any continuity membership. Now, that’ll be on my terms of service and agreement, that there are no refunds, 
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absolutely no refunds on my terms of service. However, if somebody’s going to call and they’re going to 
pitch of fit, it’s just better to refund them than to push it to a charge back. 
 
Nick: Yeah. 
 
Scott: So I would say, as a listener, just don’t push it. Have the terms as you want it to be laid out. But then 
don’t force people to do a charge back because they’ll do it and then the charge backs are what hurts you 
with the credit card companies. Refunds don’t hurt you with your credit card processor. It’s the charge backs 
that hurt you with your credit card processor. So, that would be my best practices on that. Have the 
statement, but pre-empt any charge back with a refund. 
 
Nick: Dan will always say it’s just not worth it. Just give them the refund, whatever it is. You don’t want 
people out there upset. You don’t want this scaling up. Just give them the refund. I think in this day and age 
with social media and everybody having a platform to tell their version or their side of the story, true or 
false, it doesn’t matter, it’s just easier to just process the refund. So, here it is, absolutely, we’ll be more than 
happy to process it. Here you go. 
 
The other question I had on the pre, and we’re running a promotion. It’s quite successful for us. We’re doing 
a free magnetic marketing book. And then all you do is pay shipping and handling. So, we phrase it and this 
predominant media that we’re using right now is social media - i.e. Facebook, Instagram, LinkedIn, and 
some others, and now we’re moving towards direct mail and also looking at direct response radio and some 
others – but on social media, it’s in essence, free book. And then they click and they get over, and then they 
see that there’s a shipping and handling charge. Now, certainly, one could argue it’s not clear and specific 
language in the ad. What’s your coaching and counseling on the way to phrase free book with shipping and 
handling having to be paid? 
 
Scott: On the ad or on the sales page? Just so I have clarity. Or on both? 
 
Nick: So, it’s on the ad, and then on the sales page it clearly states we’re just asking you to ride along with 
us and pay shipping and handling. 
 
Scott: OK. On the ad, what’s interesting is that Facebook is starting to catch onto the “free plus shipping” 
offer. So, many times, on the ad itself, Facebook is actually requiring us to say, “No, I’m going to reject your 
ad. You need to put on there that it’s plus shipping and handling.” Many times, I won’t put the amount, 
because I do the same thing, Nick, in the sense of a free book plus shipping. So, what we have done with my 
copy is just put “plus a small shipping and handling fee.” And you do need to say, “shipping and handling” 
on your sales copy because people can come back and say, “Well, wait a second. You sent it first class mail, 
it was only $3 or whatever, and you charged me $8 for shipping.” There have been instances, believe it or 
not, where that has been fraudulent, or whatever, as determined by the FTC and so forth. So, it’s always the 
“free, plus shipping and handling.”  
 
Just put that on there, especially if Facebook kicks it back. Just put, “plus a small shipping and handling, just 
so we cover our expenses.” Make it a friendly copy. You don’t have to be all legal about it. “Hey, listen. I’m 
giving you this book for free, but the shipping isn’t. The shipping actually costs me money, so I’m just 
asking you to cover a small shipping and handling fee.” You don’t need to put that in your ad, necessarily, 
but make it friendly. Make it non-legal so it doesn’t really stand out in your ad like that. 
 
Nick: Gotcha. I think we’ve got the “before the purchase”. Have we covered everything that needs to be 
stated during the purchase process? 
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Scott: There’s a couple of other things. You want to make sure that on mobile devices, because people are 
buying on mobile, that it doesn’t appear differently than it would on desktop. And what I mean by that is that 
your statement, your copy all appears the same way as it should be. So, everything that’s said about making 
sure the size and font, the layout, all of that sort of stuff, the way that it appears in the shopping cart, all of 
that is done desktop vs. mobile, it all looks the same. You will want to make sure that your billing descriptor 
– the billing descriptor is the way it appears on somebody’s credit card, what that name is – that your billing 
descriptor… 
 
Nick: Credit card statement. 
 
Scott: Your credit card statement, yeah. When I get my credit card statement, I take the free plus shipping 
and handling offer, it’s not some sort of “x, y, z,” inconspicuous, I have no idea what that is. Make sure that 
they’re able to line that up with the actual purchase, otherwise credit card companies don’t like that as well. 
So, you want to make sure those things line up before the purchase. 
 
Nick: What about the need, post-purchase, every month? Do they need to get an invoice for their 
membership? 
 
Scott: The answer is yes. That would be best practice. 
 
Nick: OK. 
 
Scott: What I like to do is I like to send two emails as soon as the purchase goes through. One is the receipt 
email, which is an automated, pre-formatted everything from my CRM. And it goes out, so they get a receipt 
email. But then, I like for them to get a second email, which I’m better able to control the formatting and the 
way it looks, and be more descriptive about the membership. So, I like for them to get two emails in the first 
five, ten minutes, as soon as they’re done with the purchase. Plus, I can go into the membership now. 
 
For me, a lot of my offers, what I will do is they get the receipt, which again, the receipt is as detailed as the 
shopping cart was. But then, the other email is all about their membership, for the most part. So it’ll say 
something like, “Hey, your book is coming.” That might be the subject line, but then the body of the email, 
it’ll start out with, “Hey, thanks. Congratulations for picking up Scott’s book. Welcome to the membership.” 
And then it’ll have all the details about the membership. And again in there, I’ll let them know they’re 
receiving a 30-day trial membership, or 60-day, 90-day, whichever it may be. And that after their trial 
membership, they will be billed the amount, the $99 or $297, or whichever it may be. And then go from there 
about the benefits of the membership as well. I like for them to get that in the first, what I call, the first hour 
of their purchase. Nick, I’ve got a whole process. Do you want me to show the process? 
 
Nick: Yeah, let’s go through it. I think it’s of value for people. Absolutely. 
 
Scott: Alright, so that’s the first hour. Then what I want them to receive in the first day, within the first day, I 
want them to receive a welcome phone call. I’ve got a person on my staff, his name is John. He’s making 
these welcome phone calls and welcoming people to the membership. He’ll say something like, “Hey, Nick, 
my name is John and I’m calling on behalf of Scott Whitaker and Membership Multipliers. The reason for 
my call was I just wanted to call and personally welcome you to the Membership Accelerators club.” It 
immediately builds this personal connection with them as a member. It avoids this whole, “I didn’t know I 
was getting a membership. I didn’t want the membership.” It’s building this connection and putting a person 
to it. So many of us as information marketers, we have gotten so tunnel-vision on the information and 
marketing that we’ve got, we’ve got to go back and look at the people that we’re serving as our members and 
build that relational connection with them. So, it’s a great opportunity to do that with a welcome phone call. 
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Then, after that, they get an email once the book is shipped. Now, I’ve got this automated. When the book is 
shipped, there’s an automated email that says, “Your book is shipped.” That’s the subject line. So that will 
happen about 3-4 days later. It would be, “Hey, Nick. Your book has shipped. It’s in the mail. Keep an eye 
on your mailbox. It’s coming to you. And by the way,” then I make a transition again, it’s all about the 
membership. They’re getting the book for free, but it’s all about the membership as the trial offer. So, I’m 
reminding him, “I’m shipping your book.” Now, Nick, it’s all about the membership, taking the next step 
toward getting engaged, making sure you’ve logged into the membership site, having that login information 
in that email. Which, by the way, I put it in every email I send my members just so that they always have it. 
And then it goes from there. 
 
Then, seven days later, I’ve got another automated email out that says, “Did you get your book?” That’s the 
subject line. So then it’s, “Hey, Nick. By now you should have received your book. I was just writing you an 
email to make sure that you picked it up. By the way,” then I’ll give them a specific chapter to check out, 
“Be sure and check out accelerator number three,” or something like that, in the email. And then I’ll give 
them the next step of, “Hey, don’t forget to log into your membership site, take advantage of this master 
class, or whatever it may be there. Just to get them engaging in that membership. 
 
So, I want them to get that welcome sequence that really, again, not just reminds them of their membership, 
but also gets them to engage. And this is what I call the process of assimilation where you take a new 
member from sign up to being fully engaged. Because Nick, when somebody signs up for No B.S. Inner 
Circle, they say that. They say, “Yeah, I signed up for No B.S. Inner Circle. I’ve heard about Dan Kennedy 
and Adam Witty, and I’ve heard about all these great things they’ve got going on. But I’m going to give it a 
try.” You ask me if I’m a member of No B.S. Inner Circle, I’m like “Yeah, I’m a member. I’m a Diamond 
member. I’ve been a member for years. I’ve been in Dan’s Titanium. I’ve done this, I’ve done that.” I’m a 
member, but that other person, they’re saying, “I signed up for it. I’m going to give it a try.” So, what takes 
that person from saying, “signed up” to be fully engaged and saying, “I’m a member of.” It’s this process of 
getting them engaged, pointing to next steps through the first hour, the first day, the first week, and then 
ultimately, the first month. Hopefully they’re doing offline mailings and so forth like No B.S. Inner Circle 
does and I do and we’ve been taught to do. So now we’re getting them engaged even more. 
 
Nick: Great question. It was going to be my follow-up question. So, you’re doing this all via email, but 
you’re also sending, obviously the book in the mail, but are you sending other offline messages to them? And 
then follow-up question to that, in the email, are you just using copy or are you embedding video also? 
 
Scott: Yeah, for some I will do video, especially if they’re overseas. I had a new member this week who’s in 
the U.K., so I just shot her a little quick video. I was travelling and shot a quick video and just said, “Hey, I 
wanted to just come on video,” and I used their name so I’m making it very personal and everything. 
Because it was one of these things to where, yes, we could have paid for the long distance, but we’re like, 
you know what? Let’s build a connection even further and let’s just do a video. Now, that’s not necessarily 
scalable. I like using video. I’ve got private clients that use apps, like Bonjour app, and will do it for some of 
their high-end members. Just record welcome videos. These are people who are paying $1,000-$2,000 a 
month for their membership so it’s worth it, and making that investment of time. 
 
So, I like doing video. Yes, I like doing email. I like doing the phone calls. I do have emails as well because 
we get a lot of voicemails. So if John leaves a voicemail for somebody, he still leaves them the voicemail, 
but then he follows it up by email and the subject line says, “Just left you a voicemail.” And then we do the 
offline mailings as well. We do offline mailings, we’ll do it for master classes, we’ll do it for the bonus kit. 
So, any master classes that we do online, we’re then giving it to them as a deliverable offline. I mean, if the 
internet was to shut down, my membership, would it take a hit? It would probably take a hit, but I’m still 
able to deliver my membership offline as well because I can send those packages out every month and still 
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deliver the content. And by all means, if the internet shut down, they’d need it even more because I’ll help 
guide them to take their membership offline, too. So, yes, every means possible. 
 
I’ll round it off by saying this, Nick. We do all of this marketing to get a member. We have to do marketing 
to keep a member. So, all of this communication that you’re doing, it’s marketing opportunities to your 
members to engage the membership, to either upgrade their membership, to implement their membership. 
You’re reminding them because over time, members forget. I’ll just tell you, Nick, I don’t know all the 
benefits of Diamond membership. I don’t. For as long as I’ve been a Diamond member, I know a good 
number of them, but I don’t know all of them. But if I were to ask you, “Hey, what are the benefits of 
Diamond membership?” you’d be able to tell me all of them. So, we’re reminding our members constantly. 
Our members are constantly going to forget. No matter how long they’ve been a member, they’re going to 
forget. So we remind them of those benefits and remarket our membership to them. 
 
Nick: I think that is so critical. And the longer I think about membership and the onboarding of membership 
and just driving down churn in membership, the key is remarketing those benefits. And you said something, I 
think you did it as a throwaway, but it’s critical and I want to highlight it, because it’s something we’re 
struggling with. You said, “In every email that I send them, I teach them or I reinforce how they should log 
on to their membership portal.” 
 
Scott: Yeah. I like to use it just as a blanket p.s. so that it’s the same p.s. in every single email. It’s, “By the 
way, if you haven’t logged into your membership site and taken advantage of the most recent tools, 
templates, or master classes, here’s your log in information below.” And then it auto fills. It’s got the link 
that they can click on. It’s got the url there and the password. Because what happens is these automated 
systems, it auto generates a password for them, and so many times, our members, they don’t even change 
their password, so then they go and they want to log in, and they might actually go to the website, just type in 
nobsinnercircle.com, and then up in the upper right corner it says, “member log in.” Well, then I click the 
member log in and I’m like, “Well, wait a second. What’s my log in information? It didn’t save.” 
 
So then it cuts down on customer service because you don’t have people emailing and saying, “Well, hey, 
what’s my password? I have three emails.” I know you guys experience this, I experience this. People have 
three or four emails in my system and they’re like, “Hey, my email won’t log in.” It’s like, well, it’s because 
it’s a different email address. So, it’s always there in every single communication because I want them to 
engage that. And if somebody goes to the member log in and can’t log in, then they’ve got to wait eight 
hours, 10 hours, 12 hours, 24 hours to get a response, now they’re on to something else and they’re not as 
driven to go back to that membership log in and really make it happen, many times. 
 
Nick: Good stuff. Great stuff. Let’s tie it back to the continuity a little bit. Are you seeing best practices or 
just changes? Are people still doing monthly continuity or are they going to yearly? Five months free trial? 
How are they bundling membership? 
 
Scott: I’ll hit on a lot of them. The monthly versus annual. I’ll talk about that one first. The monthly versus 
annual, every study I’ve seen shows that annual subscriptions have a higher churn rate than the monthly 
subscriptions. Now, you might get them to do a 12-month, but then that churn rate is just going to be 
extremely high because it’s a higher investment. I mean, if you’re doing $99 membership and you’re doing it 
for $997 for an entire year or you’re going to get two months free, whichever, well then, when all the sudden 
that $997 hits on their credit card again, people just many times, they just cancel and say, “Oh, I don’t want 
that.” 
 
And they feel like they’ve gotten everything after a year. That’s another reason there’s a high churn rate, 
because people say, “Well, I’ve been with this now for a year. I’ve gotten everything I can and I can move on 
from this membership and just go elsewhere.” So, you’re reminding people of, “You’ve been with me for a 
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year.” And it makes them feel like they’ve been around for a long, long time. Whereas if it’s monthly, yes, 
you resell them, but if you’ve got a good marketing system in place where you’re constantly reselling your 
membership to your members, you’ll increase your turn rate and it won’t be as high churn compared to the 
annual. 
 
Now, I like annuals when you may need a cash influx. So, if you want to sell an annual membership at the 
end of the year or something like that, give people an opportunity. But do not use it as an ongoing 
opportunity for people to just take an annual option because your churn will be higher. 
 
Then, the trial membership, I call it the length of opportunity. So, I’ve got a private client. He does a trial 
membership five weeks for five dollars. I’ve got another private client that just started…And these are for 
$99-level memberships. So I wouldn’t do this on, like, a $297-level membership. It’s a hundred bucks 
monthly, so it’s five weeks for five dollars. For this private client in particular, we’ve had a really good 
retention rate on it that he continues to drive that. I’ve got another private client that just started four weeks 
for four dollars, and the results aren’t in quite yet as to the retention on that. Literally, they did a promotion 
last week, so I don’t have retention numbers on it or anything. But they had a good take rate on that 
opportunity. 
 
So really, there’s a lot that goes into consideration. One is, what is the overall price or investment of the 
actual membership? You don’t want those numbers to be too far off. I mean, a dollar trial membership for 
$297, a membership that’s $300 is not a good trial offer. Which, by the way, on the dollar trials, many credit 
card companies have started saying dollar trials looks like fraud, so they will start turning down dollar trials. 
The credit card companies will start turning down those dollar trials because they many times will think it’s a 
fraud attempt to see if it’s a valid credit card. So, I don’t like dollar trials. That’s why the four-dollar, five-
dollar, seven-dollar, 14-dollar, if you’ve got a $99 membership, are all good trial offers in that regard. 
 
Whether it be seven-day, 14-day, 30-day, 60-day, 90-day, I will say that I know Dan is a big proponent of 
90-day. In my experience so far, I’ve not really seen a big move between 60 and 90-day. So, Dan 
recommends 90-day, I like the 60-day. I like 30 days for me because I know I’ve got a really good 
assimilation process taking them from that sign up to engagement. So, I stress you’ve got to look at what 
you’re doing during that trial. If it’s a seven-day trial or a 14-day trial, there’s a lot to compress in that time 
frame. The phone call, the follow up emails, getting them engaged and so forth, so I do like to spread that out 
a little bit further. I like the 30-day, 60-day. And for many, you may want to do the 90-day as well just 
because of what Dan has experienced in his experience, by all means, and what he’s seen with his private 
clients. 
 
Nick: We’re 60 days, just kind of full transparency. And I think at one time when it was owned by Bill, they 
definitely were 90 days, and they were 90 days for a long period of time. And then Bill moved it to 60 and we 
have kind of just kept it at 60. We have also tested, right? The number-one rule that Dan always teaches us 
and that everybody should be doing is we tested. So, we also tested direct to membership, so you paid from 
day one. The thought was that you had 60 days to evaluate it, you picked up the phone, you said it’s not for 
me, full refund. So we have tested both of those. The churn rate, it all levels itself out. I don’t have an opinion 
one or the other, so right now, we have defaulted back to the 60-day trial. 
 
Now, I asked you this question and I know you said yes. And I’m not doing the thing that I do with my 
children where I ask the question again because I want a different answer. But, each month, then, are you 
sending them an invoice for their membership? 
 
Scott: Yes. So, that is best practices. Every month, when they get billed, the automated system sends them 
an email and says, “Here’s your receipt.” Now, I was with a private client this past week and I said, man, 
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they came up with a really good subject line. Instead of, like, “Here’s your receipt,” it was, “Congratulations! 
You made a great decision.” 
 
Nick: Yeah, I like that. 
 
Scott: Yeah! I’m like, I’m going to go in and change that for mine. I love working with private clients like 
that. Who wants a receipt that says, “your receipt”? Let them know, hey, you made a great decision, and then 
they open up that email and it’s their receipt for the purchase. So, I’m just going to make that global on all of 
my receipts. They made a great decision. They sure did. They picked something up, or whatever it may be, or 
the membership. But yes, they need to get a receipt every single time their credit card is processed. 
 
Nick: OK. Alright, I think we hit questions on continuity, right? We talked about the before purchase, we 
talked about the during purchase and best practices with that, we talked about the post purchases and the 
best practices with continuity, how to reinforce the continuity, how to communicate and everything that you 
should be doing. Caveat from both of us folks, again, is neither of us are lawyers. You take everything that 
we’ve said and view it as these are best practices, but vet it through your legal counsel and certainly get a 
note to file. Also best practices is, hey, don’t fight with people when they ask for a refund. Just go ahead and 
give it to them. It’s easier, and quite frankly, when they ask for a charge back, the credit card companies are 
most likely going to side with the person, the card holder vis a vi the company that is charging them. 
 
We talked a little bit about how to accelerate assimilation. I love those best practices that you shared, Scott. 
Not only the phraseology that people should be putting in subject lines, but how to always reinforce getting 
people to the portal, the membership portal and driving them to that. We talked about the mix of media, 
which is critical. It’s not just all online. I think about the number of emails that I get on a daily basis from all 
the different things. And really, you shared a lot of great practices of what the emails should look like 
immediately post-purchase. I’ve got through a lot of book funnels and I am seeing those people – they’re 
probably all your clients – calling out, “OK, here’s what you’re going to get.” I’ve even seen a couple where 
they, in the email, say, “This is what the credit card statement is going to look like. This is what the name is 
going to look like.” So, it is out there and people are doing it. Real quick, anything else that we wanted to 
cover as a quick bonus round before we hang up here? 
 
Scott: Yeah, I’ll give you some quick ones. Really quick, even if your lawyer says, “Hey, this is what you 
need to do,” you need to know there’s what your lawyer says and what’s legal, assuming those are one and 
the same. But that doesn’t mean the credit card companies aren’t going to have a different policy. And you’re 
never going to know all of the different policies that credit card companies are putting in place because credit 
card companies, one in particular, Mastercard, sent a big notice out and said that they were going to have 
their own policies and it was going to be separate from that which is what the FTC and legal guidelines were. 
So, you’re going to fight this on a number of fronts. You want to be legal. But even if you are legal, the 
credit card companies out there may even have something different. So just don’t fight it. Refund it when in 
doubt, go with that. 
 
Second thing to be aware of is that not only are credit card companies coming up with their own set of rules 
and regulations, they are giving our members as bank card holders, the opportunity to go online and actually 
cancel their subscriptions. So, Wells Fargo is one in particular right now that if you’re a Wells Fargo credit 
card holder, you can go online and it will list your subscriptions, and then you can cancel from the portal 
right there. Now, I don’t know what’s happening in the way of Wells Fargo’s communication back to your 
CRM and your CRM communication back to you. It’s a brand-new feature that they’re coming out with, and 
more credit card companies and banks are going to begin doing this because of the lives of membership and 
subscriptions. So be on the lookout for that. 
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Next to that, very last final hit, one hit wonder on it is I do not like PayPal, OK? If you’re using PayPal for 
subscriptions and you need to do that to get started, that’s fine. But I don’t like PayPal for subscription or 
membership business because PayPal controls that payment gateway. Again, as a PayPal user, I go in to 
PayPal and I can say, “Cancel that recurring membership or subscription.” And that notification is never sent 
from PayPal to you as the business. So you could be having members who are paying you via PayPal, and 
they’ve canceled and they’re not paying you, but yet your CRM has not stopped them from being a member. 
So, be on the lookout for these changes, especially with your CRM and these changes that banks made. Our 
CRMs, for the most part, are not keeping up with those changes. So it’s up to us to really go in and inspect it 
and make sure that those who are paying for membership are still on the membership, those who have 
cancelled it through this automation from their CRM, that we’re then finding out, “OK, they stopped paying. 
We need to change their membership status within the CRM.” So, be on the lookout for those changes as 
well. 
 
Nick: What are you seeing people utilize with Amazon payment or Apple Pay? Are you seeing people take 
that as continuity payment? 
 
Scott: Yeah, I was talking with another client. He want to an Amazon conference and he was going to start 
doing some Amazon payments and accepting those. Again, personally, I think it’s like Amazon looking at 
what PayPal is doing and saying, “Oh, my gosh. PayPal’s becoming a payment gateway.” They want their 
slice of the pie on it, so they’re going to do that. I look at it and say, you know, I’m almost willing to lose a 
sale or two just so that I can know I have better control and functionality. 
 
Nick: Yeah. 
 
Scott: So, it’s a personal judgement. PayPal, Amazon, Apple, Samsung Pay, all of these, they are not official 
payment gateway systems. So this is like a side business for them. If you’ve got an Amazon, Apple, or 
whatever, you’ve got a debit card, you’ve got a credit card. I mean, those charges are going through 
somewhere. So, I still lean toward, no, you’re going to have to give me the credit card so that you’re 
operating on my system because my CRM many times is just not able to keep up with that. You cancel, I 
mean, I’m not going to know it. My CRM’s not going to tell me, so I’m just not going to go that route for 
me, personally. Then, I’ve seen others where the payments were being recorded, but the payments weren’t 
being sent to banks. You might know the one I’m talking about, Nick. There’s a big one out there were 
PayPal and the connection between that CRM and PayPal broke down and people thought that they were 
getting paid, but then when they actually went into their bank, their bank statement was saying, “No, you’re 
hundreds of dollars, thousands of dollars less than what you should be because, well, you have these PayPal 
payments that never actually went through.” 
 
Nick: I think that is so critical. We could probably spend an hour on just managing the flow of credit cards 
being updated, i.e., I make the statement that at any given time, 10% of our credit cards are bad. Either the 
expiration date or the person did some online shopping, or who knows, Target got hit with a data breach and 
everybody that used their card during that time, they got shipped a new card and they haven’t gone through 
and updated their credit card in my system. It is literally a fulltime job to be managing that. But just the flow 
of it, people are thinking they’re getting paid. 
 
Full disclosure, we’re doing this interview the month of May. Something must have happened, Infusionsoft 
probably didn’t update through an API, we didn’t get notified of it, and in the month of April, everybody that 
bought on my online store, that did not flow through to Infusionsoft. So, it’s just becoming one fulltime 
employee’s job, or let’s say it’s a halftime employee’s job, depending on your volume, just to manage the 
flow of payments to make sure that you are getting paid. Not only that, you have the person that thought that 
they made the payment, i.e., they bought the product on the store, it didn’t flow through to me, so therefore I 
didn’t fulfill. So now they’re calling and saying, “I haven’t gotten my product. How do I get my product?” 
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You don’t want those customer service headaches, too. How big of a problem are you seeing this for people 
who are not only your clients, but just across all things of just making sure payments are flowing to the 
bank? 
 
Scott: It’s definitely higher. You named Infusionsoft, Infusionsoft was the CRM that I was referring to 
earlier. So, when you use what I would call these third-party processors like PayPal and Apple Pay and 
Amazon and so forth, when you use those sort of third-party processors, your instability with money coming 
in from those…you shouldn’t be sleeping at night. You should be losing sleep just because you never know. 
It’s so new and you never know when that connection’s going to break. And the communication between 
them as a third party and the CRM is not stable. Therefor, because that communication is not stable, it’s not 
going to be stable from your CRM to you. Something appears as if it’s gone through, and yet because of the 
third-party connection, third-party payment process being set up, it’s going to break down. 
 
The other thing I will say is these people, Amazon, Samsung, Apple, PayPal, those vendors were never 
intended for the membership and subscription business. But they’re wanting to get into it, and they are 
getting into it. You may say, “Well, hey, if it gets me one more sale, it gets me one more sale.” But I look at 
it and say, “I don’t want one sale, I want a lifelong member.” A breakdown like that where you might not 
discover for six months – and I’ve seen clients where they’ve had members on PayPal who, members on 
PayPal thought they were paying every month, and the owner thought they were being paid every month, and 
literally, they were left with, “Well, what do I do? Do I send this person who thought they had been paying 
for the past four, five months, do I send them an invoice for five months of membership when they thought 
they’d been paying all along, even though they’ve not really paid?” I mean, how do you explain that 
relationship to them? How do you explain, “Well, PayPal really didn’t pay me, so can you please pay me 
now via PayPal?” These people are members. I want you to have a relationship with them. They look to you 
for the value and the benefits that you provided the membership business owner. Your relationship is on the 
line when it comes to some of these third parties like PayPal, Amazon, Apple, Samsung, all of them.” 
 
Nick: Alright. We’ve given them some good information, but we also have given them something to think 
about and keep them up at night, so I think we did our job. Scott, you’ve been phenomenal to me, personally, 
as well as to us at No B.S, formerly GKIC. You’ve been a consultant, you’ve been a longtime member. I know 
you worked with Nelson Circe, you sat at the Titanium table, you know the stuff. How do people find you if 
they want to just ask some questions or look at hiring you? 
 
Scott: You can go to my website at membershipmultipliers.com. Again, that’s membershipmultipliers.com. 
You can go to my website there and get in touch with me. I know some of you, you have Nick’s email. Nick 
will put you in touch with me as well via email if you want to connect. So Nick, I definitely appreciate it. It 
has been, really, an honor for me. You guys have taught me a lot. Dan has taught me a ton. We have gone 
into the field and implemented and helped a bunch of people through the membership there with Nelson and 
I. And now, me being able to do this and helping other membership businesses multiply their membership 
over and over again, it’s a privilege to be able to come alongside you guys and count you as a friend and a 
comrade as we help businesses all across the U.S. and beyond. So, thank you for that. 
 
Nick: Oh, you’re very kind. Thank you for those kind words, and thank you. I’m going to sell some Growth 
Summit tickets, then we’re going to let everybody hang up. So, folks, if you haven’t signed up yet for the 
Growth Summit, you need to be at this event. It has just shaped up to be a phenomenal agenda. We’ve got 
Dan doing three to four different presentations, all about marketing alchemy. He’s doing a special breakout 
just for information marketers. There is a complete information marketing track throughout the entire three 
days, and we bring in some top flight people. 
 
Steve Sacs, if you’re a baseball fan like I am, I grew up watching Steve play. He is going to be there speaking 
about the importance of focus and the mental agility. Those that know Steve Sacs, if you’re a baseball fan, 
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know that he had what was called the yips, or the Steve Sacs syndrome where he couldn’t throw the ball from 
second base to first base, which in most cases is nothing more than a 10-yard throw, and he couldn’t make it. 
He’s going to talk about how he worked through that. We all have mental blocks, right? We all have things 
in our business that kind of block us from moving to the next level. So, we need you all at Growth Summit. 
Give us a call at 1-800-871-0147, or just go to growthsummit19.com. Once again, that’s 
growthsummit19.com. 
 
Scott, I know I’m going to see you there. Once again, thank you for being on the call, thank you for being a 
member. All of you that are listening, thank you so much for being members. I appreciate it. The entire team 
appreciates it. Thank you for all you do on a daily basis. The caveat again is this is just two guys that are 
into information marketing business on a daily basis, looking at it. We are not lawyers. Please run this past 
your legal counsel. We are going to include in this interview and the transcript, we’re going to give you a 
couple links that Scott has sent over to us that you could just kind of look at, “OK, here’s what the FTC is 
saying as of right now. And here is how the law has defined a free offer. And if you’re in California or do 
business in California, here are special things you need to know.” If there’s any other things that Scott has 
at the top of his mind, he’ll send those over to us and we will include that as a bonus for all of you. Take 
care, and have a wonderful day, all. Thank you, Scott. 
 
Scott: Thank you, Nick. 
 
Nick: Bye. 
 
 
 
RESOURCES: 
 
Here’s the actual FTC guideline on Negative Option Billing: 
https://www.govinfo.gov/content/pkg/CFR-2018-title16-vol1/xml/CFR-2018-title16-vol1-sec425-
1.xml 
  
What constitutes a “Free” offer: 
https://www.law.cornell.edu/cfr/text/16/251.1 
  
There are CA laws that are more stringent (again trying to clear up the vague federal laws), but it 
too can still be vague. 
https://leginfo.legislature.ca.gov/faces/codes_displayText.xhtml?lawCode=BPC&division=7.&title=
&part=3.&chapter=1.&article=9 
 
 
 


