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8 Useful Questions and Answers About Building a

Signature Program

Q: How important is it to have an audience?

A: If your goal is to be a social media star or an influencer, lack of an audience defi-
Nitely creates a deficit. SO many things need to be in place to make it work, where-
as If you have an audience, it's basically just listening and then doing. At the very

Q: How do you know what kind of content to create?

A: Before anything else, some data mining is in order. Listen to what people

looking for. Look at your current products, if you have any. Do they lir

your audience wants? If they don't, you know you need a different approach.
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Q: What type of course works best as a product?
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N short order what's good about the product and what could use improvement,
owing you to create succeeding iterations quickly. Further
nigher for a done-with-you service such as weekly calls. And, If you're recording
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your SESSIONS, Yyou can repurpose the content as evergreen material and improve

your messaging in the process.

Q: How do you price your program?

A: Some key guiding questions are, what is your time wort
on in your program? How much is that pain worth that you
on your specialty and how well you're known, you might ¢
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narge close to $700 a

month, and up to $2,000 or $2,500. Throw out a big number and see how people
respond. If they balk, ask why, and act from there.

Your first program might run for two to three months. If you do thi
will ask by that time what's next. Then you can introduce another program, per-

haps more exclusive and higher-priced, or you might
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phase, a version two, if you will, of the preceding class.
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nts stay with the course.

Q: How can you boost value perception of a product?

A: One way to increase the value perceived by your audience is to only open your
course for certain periods, like semesters in a university. Use an application pro-
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, where would-be customers have to qualify for access. This will give
M an air of exclusivity that will make it attractive to the right kind of audi-

Q: Will you have to show up all the time?

A: The more actual interaction you have with your clients, the more valuable your

product, and the

nigher a price point you can command. That said, some people

can get away with having a presence mainly on social media, recording the course
material, and simply adding to the program from time to time in the form of videos

Oor other mec

|a. In this sort of setup a team is very useful, to act as moderators.

Q: Can you get sub coaches or community managers to help people through
the course?

A: A good source of such roles is the audience itself. Once someone has bought
the course, seen results, Is passionate about the product, and knows the right
messaging, you can tap them to provide calls to action, offer help, etc. to other

customers.

Q: Can you collaborate with other experts?

A: A course creator doesn't need to deliver a hundred percent of the program ma-
terial. The input of other experts in the field, perhaps as guests, can provide fresh
tel that the course owner might lack. Whether a continuing
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Create the product your brand will be known for with help from Doc Williams at
BrandFactorylnc.com

Let James lend a decade’s worth of expertise to your marketing inside
SuperFastBusiness membership
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