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Callie: Welcome to Behind the Membership, Season Three, Episode 
Four. In this episode I'm talking with Chris Marr from the 
Content Marketing Academy, also known as CMA. Chris 
launched his membership in 2015 after running a six month in 
person masterclass and it's now a major focus of his business. 
Here, we're talking about the importance of customer experience 
in community culture, using free in-person workshops as a way to 
attract new members and how Chris has recently launched a very 
low cost price tier to help those who can't afford his membership 
fee yet. We also talk marketing challenges, how Chris is 
successfully using Slack for his members community and how the 
membership has enabled Chris to create the lifestyle that he 
wants, as he's undergone the transition to being a father of four 
and family man. Chris has some great insights to share with us, so 
let's dive in. 

Speaker 2: Welcome to Behind the Membership, with Callie Willows. Real 
people, real stories, real memberships. 

Callie: On today's show I'm joined by Chris Marr, from the Content 
Marketing Academy. Thank you so much for joining me on the 
show today, Chris. 

Chris: Thanks for having me on, Callie, it's nice to be here, thank you. 
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Callie: It's great to have you. I'm really looking forward to actually 
talking to you a little bit more about CMA. First things first, could 
you actually tell us a little bit about the membership? Who's it 
for, what do you offer? 

Chris: Yeah, the membership site, it's a B2B membership site, so we 
work with entrepreneurs, business owners and in-house 
marketers. Generally speaking, we're teaching the ways of 
content marketing to help grow businesses, so we work with a 
whole range of different businesses, different sizes, startups, 
right up to businesses that have been going for many, many 
years. It's marketing, content marketing and sales and business 
growth as the content. 

Callie: Awesome. How long have you had the membership for now? 

Chris: Yeah. The membership started as a move from a six monthly in 
person event that we used to run in two different locations. Then 
once that wrapped up we moved it into an online coaching 
programme. That was the end of 2015. 

Callie: Awesome, so four years now, then? 

Chris: Yeah, we're somewhere between year three and four on the 
membership site, yeah. 

Callie: Yeah, I think 2015 was obviously a good year for memberships 
because that's when we launched as well. 

Chris: Yeah. 

Callie: You mentioned that you were doing the live event initially, what 
actually made you decide to transition that into a membership? 

Chris: I was running, it was six month masterclasses, you could call 
them, not masterminds, I was teaching content marketing in 
these classes. I had one in one location, one in another and then 
as they started to wrap up I was like, well what we're going to do? 
How are we going to provide an ongoing service for this group of 
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people? There was about 20 or 25 people at the time, so what we 
decided to do was just pull it into like an online forum. That 
morphed from a Facebook group into a more private community 
where I was providing content and teaching. It was very, very 
organic. The whole thing was very organic. 

 I've known for a long time that I wanted to have a membership 
site, from before I even started my business, back in 2012. That 
was one of the first business models that I built and it was just 
this step by step process from going from workshops and in 
person events, and then into the membership site. It was a very 
organic process but I think I always knew where I wanted to get 
to. 

Callie: Awesome. The membership's open for people to join any time, 
isn't it? 

Chris: Yeah, it's an open membership, that's correct. 

Callie: Great. Do you also offer any other services or products as well or 
is the membership a full-time for you? 

Chris: It takes up pretty much all of our time. The membership's a major 
focus for us but I also do consulting and speaking and we'll also 
do workshops as well. 

Callie: Awesome, so a few other things there as well. 

Chris: Yeah. 

Callie: Final practical question then, how much is the membership? 

Chris: We've got two prices. You can join at £49 a month or I think it's 
like £468 a year, or something like that. That's for established 
businesses, so we realised that there was a big part of the 
marketplace we were working with in our workshops that may 
not have the cash flow or the budget to actually joined CMA. As 
much as they wanted to learn and develop their business, they 
just couldn't make it work, so we introduced our starting price as 
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well, which is actually £4.99 a month or £49 a year for the first 12 
months. That allows people don't have the budget on they 
haven't fully established their business yet or haven't even got 
their first customer yet, they can actually join us still and learn 
about content marketing. We've got those two prices. 

Callie: That's really interesting, so what made you decide to actually 
take that approach of offering that really low cost here as well? 

Chris: People can have the desire or the motivation or the passion to 
want to learn about content marketing at any time in their 
business. It doesn't really matter if they're a well established 
business or if they were a startup. What we realised was we just 
weren't making ourselves as accessible to all of the right people. 
The right people for us, in a priority or hierarchy is we first of all 
want to get people that want to learn. They're committed to 
growth and learning and want to see results in their business 
first. Then after that it's like, do they have the money to commit 
to that? 

 What we'd realised was there was a lot of people that we'd been 
working with at our workshops, because one of our sources of 
leads is a free workshop that we would run four times a year. At 
those workshops there's often startups or people that are pre-
revenue or pre-profit. They don't have a lot of money, they don't 
have a lot of budgets put into this sort of thing. What we did was 
we opened up a new pricing tier that was specifically for people 
that had revenue under £10000, an annual revenue of under 
£10000.  

 We didn't really know that it was going to work until we did it, 
and then it's worked. Loads of people are taking advantage of it 
now, which is great for any membership, to have new blood 
coming in and new members coming in and a new audience to 
teach and all the rest of it. It's been great. 

Callie: Cool. Did you have any kickback from existing members when 
you brought in that tier? 
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Chris: Not that I know of. Some people commented on it but in the main 
it didn't really affect any of our current members, I don't think. I 
think we've had one person that sort of said. In fact, there was 
two people, Callie, that said, "I think I need to move on to this 
other starting tier." To be honest with you, if you think about it 
from a transparent perspective it's like, if you're not making any 
money and you don't have the revenue, you've got two choices. 
You're either going to leave CMA or you can still pay us £5 a 
month, so in my mind it's like, I would rather keep the customer 
then have them leave entirely. There was a couple of people that 
commented on it and asked if they could move, but nobody really 
kicked back on it, as such. 

 I think everybody saw we did a bit of content around it and 
explained to the members why we were doing it and why we felt 
it was important. Most of the people that commented were 
saying we totally get it, we understand why you would do this. A 
couple of years ago if you had done this for me then I would have 
absolutely taken advantage of it. 

Callie: I think that's great and I think the fact that you were transparent 
with members about what you were doing and why probably was 
a big part, as you say of why you didn't have any issues with 
members when you brought in that lower price. Did you say that 
that's just for the first year as well, so after that do they go to the 
full membership price? 

Chris: Yeah, so there's a little bit of responsibility on us as teachers that 
we're saying basically if you're not going to get up to that point 
where revenue is going to be at the point where we feel that you 
can afford the normal pricing tier, then perhaps you haven't got 
the value from CMA and we're saying it's our responsibility too, 
to help you to get to that level. After 12 months they would go on 
to the normal pricing tier. 

Callie: I think that's actually quite a good way of highlighting that 
responsibility as well for the member to actually take action to 
improve their position, improve their income and things so that 
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they can not only afford to stay on the higher tier but also want 
to because they've already had those results and know what can 
be possible when they actually work at this. 

Chris: Maybe we can have a conversation in a year's time and I could 
explain a little bit. If there's any conversion from the starting 
pricing tier to the normal one. I've no idea what's going to 
happen. We've only been doing this for a month. It's working in 
terms of getting new members in. Those people that couldn't buy 
from us are now buying from us and I'll be able to let you know in 
a year's time if people are moving on to that level of pricing. 

Callie: Awesome. I will check back in with you then. You've been running 
the CMA for a few years now, what's been your biggest challenge 
over that time? 

Chris: There's been so many challenges, Callie, with running a 
membership site. I think the biggest one is finding something, a 
marketing strategy that can consistently generate new 
customers. We've been running the membership properly three, 
three and a half years now. I'm the kind of person that sticks to 
something once I find it. I know a lot of people are the type of 
people that try something and within a couple of weeks they're 
like, it doesn't work, I'm going to try something else. It doesn't 
work, I'm going to try something else. 

 I'm the kind of person that will pick something and go, we'll do it 
for a year and see what happens. But in that time I've really 
struggled. The biggest challenge is finding a marketing strategy 
and a sales strategy that really drives in a consistent and 
predictable, in some regard, I know it's very difficult to control 
everything, but just finding something that works, basically. 
Having a lot of patience for it to work as well. 

 The membership site is in my mind, no different from any other 
business in the world. It's about finding the thing that works. 
There's just so much, and people listening to this will get that, as a 
membership site owner you know there's just so many tactics 
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and strategies and gurus and blueprints and all of that stuff, 
Callie, to help you do this. It's so distracting trying to find 
something. I find that to be, for me, the single biggest challenge is 
being able to take a strategy, build that strategy, implement that 
strategy, stick to that strategy, have the patience to see if it 
works or not and then being able to change that when it doesn't, 
and not be distracted with all the other things in the meantime. 
Huge challenge. 

Callie: Yeah, I think that not getting distracted as well is especially a 
challenge we'll all be familiar with. I'd love to know actually, you 
mentioned there that you've tried different strategies and things 
like that, what are a few of the different things that you have 
actually tried? 

Chris: Yeah, we tried a closed door membership for a while, for about a 
year, where we had a waiting list and then we would open the 
doors when a place became available. We did for about a year 
and a bit or something like that and it just didn't work for us at all. 
I'm not entirely sure why, we could probably do a whole episode 
just on that and what we learned from it, but that didn't work. 
Then we moved over to an open and that's just been like night 
and day. It's just transformed everything really, to be honest. 

 I think, like I said, part of this whole journey was you're trying to 
figure out what works and you've got to try different things 
sometimes to make that work and you've got to be prepared that 
the things you're trying just might not work out the way you want 
them to, and be comfortable with that and accept that, and have 
the patience to move on and try something new. 

Callie: Yeah, definitely. If that's been the challenge then, what's been 
your actual highlight or the favourite thing about having CMA 
and the Content Marketing Academy? 

Chris: There's so many good things about having a membership site. 
The favourite highlight, as a marketer, being able to work with 
people all over the world is something that I'd say is a highlight. 
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Because it's a membership site you really have got the global 
reach, instead of if I was still a marketing consultant and that's all 
that I did then my clients would probably all be in my local area, 
typically. I think that's been one of the major highlights. 

 The other highlight I would say has been having a business that 
you can play with has been interesting too. It's been good to just 
be able to try different things and experiment with different 
things and move fast has been great as well. There's loads of 
highlights with a membership site but I'd say ultimately, Callie, 
it's being able to work with good people all over the world. 

Callie: Awesome, I love that. Changing gears a little bit now, we already 
touched on this a little bit when you talked about the challenges, 
but what are you finding is working well for you at the minute 
when it comes to attracting new members? 

Chris: We don't do any advertising for our membership, no paid ads. It's 
all through content marketing and essentially what we teach. We 
practise what we preach I guess, which is good. I would say that 
the one thing that truly has changed for us in terms of how we get 
customers is having just ultimate consistency in our marketing. 
I've seen the days where we've been inconsistent, I've seen the 
days where we're consistent and making sure not just that we're 
turning up consistently at the same time, but also that our brand 
is consistent across all platforms as well. That's been absolutely 
key to getting new customers, essentially the way that we're 
showing up on all social platforms with our content and our 
brand. That whole consistency, Callie, has been a game changer. 

Callie: Yeah, I think consistency is king there, as you say, especially 
across all the different channels that you're using. I actually 
wanted to touch on something that you mentioned earlier which 
is that you also do some in-person workshops, did you say, that 
you use to feed into the membership? 

Chris: Yes, so this is something that we're working on at the moment. 
Ever since I started my business, I think the first thing that I 
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actually sold in my business in 2012 was a workshop. We've been 
doing workshops for a long time, even back to when I was in my 
old job. I worked there for 10 years, the first thing I did was a 
workshop when I was 19 years old, just chucked in at the deep 
end. I've just never been able to shake this off, so something that 
we're trying just now is a strategy and a set of tactics around this, 
is we're running four workshops throughout the year that are 
free to attend. 

 One of the challenges that we have, Callie, with what we do is 
that people just don't know what it is. When we'd say content 
marketing it could mean many things to many people. What we 
were hoping to do there was attract people to our workshop. 
They would come for free and even if they didn't join CMA, they 
would at least walk away knowing what it is that we do and why 
we do it. There's a story to be told there. One of the biggest 
challenge obviously is that if you run a free workshop, will 
anybody actually come? We've nailed that, so it's good, we've got 
30, 40 people coming to our workshops now, which is amazing 
for a free workshop. 

Callie: Awesome. 

Chris: Our challenge is now to convert at least 30% of them into 
members. What we're finding is, when we were planning this 
year at the end of 2018 we had the four dates in the diary and I 
said, let's be realistic here, let's aim to have 20 people on our first 
workshop but somewhere between 60 and 70 in our last 
workshop in the year. Let's aim to have 30% conversion by the 
end of year. 

 I wasn't like, we want 30% conversion in our first workshop, it 
was just like, let's work towards that goal. It looks as though 
we're going to be hitting our targets, hitting our goals. The free 
workshop obviously costs us money but if you think about it, it's 
just the same as putting money into any marketing or advertising 
activity. Let's say it costs £500 for me to run the workshop, that's 
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£500, it's 30 leads and it's up to us to convert those leads into 
sales. 

 That's one of the things we're doing. I don't know if other people 
do this in their membership site. A lot of people do online 
marketing and advertising but we've decided to do it this way. 
But something I'm really passionate about, Callie, is the teaching 
element. I think that when people come to our workshop, they 
join us, it's a really strong qualified customer. They've seen me, 
they've met me, they've learned from me and they understand 
exactly what we're doing. I feel like it's a big part of that trust 
that's needed, is just dealt with in that two or three hours at that 
workshop. 

Callie: Yeah, it's a really interesting approach. Are you deliberately 
narrowing things down, looking for more local members to the 
membership? Or are you just trying the more local approach and 
seeing how that goes? 

Chris: I'm sure we'll talk about it later on but I have a family, so the idea 
is to try and contain the business a little bit, in terms of where 
we're reaching out to. We have members across the UK and 
across the world in CMA but I've got to really think about, what 
am I capable of? How much time do I have? What are my 
constraints? If I want to run workshops then I'm going to have to 
do them. We'd love to do them all over the UK if we could but the 
resource just isn't there for that, so we're essentially doing what 
we can with what we have, where we are. 

 Part of that was doing it in Dundee, but yes you're right, Callie. A 
big part of that was, look, how well known are we in Dundee? Or 
in and around Dundee, so let's include Dundee, Fife, Edinburgh, 
Aberdeen. That central area. How well known are we in those 
areas? Well, not very. Part of the strategy is well, what if we just 
become really well known in this area first and then we can grow 
out of that area as it happens. That makes sense to me to do that. 
Yes, part of the strategy is about becoming much more known 
locally as well. 



Behindthemembership.com  
 

Page 11 of 22 

 

Callie: Awesome. If that's how you're working to get new members, 
what are you actually doing to encourage engagement and 
retention and keep those new members around for longer? 

Chris: Loads, everything. This is the one thing about running a 
membership site. I think there is a little bit of a myth around this 
whole subscription business. There's a lot of work to be done. It 
blows my mind how small my business is, yet how much there 
needs to be done. It's incredible, but we do so much to keep our 
member engage and retain them, essentially.  

 We took a leaf out of Joey Coleman's book, which is Never Lose 
A Customer Again. He has a course called, First 100 Days and it's 
how to engage your new customers. Essentially what he says is 
you don't have a customer until they've been with you for 100 
days. I thought, well that's a great little ... let's just map out what 
100 days looks like in our membership. When someone joins we 
send them a membership pack in the mail with a notebook and a 
pen and a bookmark and a badge and a sticker and our manifesto 
and a welcome letter from us. Everyone gets that, whether they 
pay £5 or £50 or £500. 

 Then we've got video, we've got a Start Here track, we've got the 
whole onboarding thing. I would say we've got the onboarding 
part pretty much nailed, especially in the first 14 days. They have 
a one to one call with me when they join. We have calls at six 
months and a year, we're doing weekly Q&As, weekly calls, 
monthly calls, live training, course content. We're engaging them 
in all the different ways, audio, video, written. We've got our 
forums, so we're really active, we're on it. Private coaching as 
well, loads of stuff, Callie. Everything, we're doing everything 
that we can to keep our members engaged. I don't know how 
much you want from me on that but we're essentially trying to 
touch all the platforms and do it in a planned way as well.  

 I think over the years I think we started off and it was very 
scatter gun, let's just do as much as we can, but now it's all very 
formalised and planned out. Nic has been working with me full-
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time now for a year now and she's got it dialled in basically across 
the whole year when our live trainings are going to be, when our 
calls are going to be, all of that stuff. One thing I feel is that if any 
member, nobody should ever feel like they never saw me this 
week, if that makes sense. There's always a reason or an excuse 
or a way that they can join me on a video call this week. It's up to 
them obviously if they want to join. Not everybody does, but 
we're turning up and I think that's the main thing. 

Callie: Are those weekly calls that you're doing, are they Q&A calls, are 
they just general check in calls, how does that work? 

Chris: Yeah, the weekly ones are like a weekly roundup, so we know 
that it's busy in forums. We know that a lot of people aren't 
forum type people, so what we turn up and do is we have, Nic and 
I prepare a message, a passage or just something that we want to 
say about the state of play just now in content marketing or 
whatever. Then we do a bit of a roundup, what content we've 
been looking at inside the membership, who's doing really well. 
We'll also do a summary of the top conversations that are 
happening in our forum and stuff like that too. It's like having 
your weekly team meeting, essentially and then we send that out 
as a replay, we also send out a document and an email as well 
every single week so that people that aren't ... you know what it's 
like. People dip in and out across the year, they go quiet 
sometimes, sometimes they're more involved and more engaged 
but at least they've always got a weekly roundup that they can go 
and dip into if they want to see what's been happening in CMA. 

Callie: Yeah. I'm a big fan of weekly roundups. Do you actually still use 
Slack for your community? 

Chris: We do, yeah we still use Slack. 

Callie: What was the deciding factor for you to actually use Slack rather 
than a Facebook group or a forum or something like that? 

Chris: We did have a Facebook group but honestly it wasn't working. 
There was zero engagement and there were some assumptions 
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around why that might have been but I think it was a case of, let's 
try something different. We moved over to Slack and all of a 
sudden everyone was engaging, so I don't know why. You can 
make some assumptions about that, but it worked from the very 
start. 

 I know it's not a very good idea to base your business decisions 
on your own personal preferences, but I'm just not a forum 
person myself. I dip in and out of forums when I need something. 
Slack ticked a box, in terms of it can be a resource, you can keep 
resources in there but you can also have the conversational 
thread, which is really what for example, a Facebook group is 
really good for that, for example. Having those conversations, 
those chats and Slack does that really well too. 

 There's been times over the years, Callie, where I've been like, 
shall we move to something else? Should we move to a different 
platform, another forum perhaps? I've never been compelled so 
far to do but it sometimes floats in and out of my mind whether 
we should do it or not, but I never, ever come to the point where I 
feel like I've got a definitive business case for moving. 

Callie: Have you found that members actually get onboard with Slack 
quite easily? 

Chris: Yes and no. I would say it's half and half. Some people really 
struggle with it but again, my assumption is, looking at the 
struggles they're having, I think they would struggle with any 
digital platform they were going into. Slack is so easy to use, it's 
just like using a messenger app. I do feel that the challenges that 
people have coming into Slack would probably be no different if 
they were coming into any digital platform. The reason that 
they're struggling is not because it's Slack, it's because it's new 
and it's a new platform for them. 

 It's a difficult one to figure out sometimes. Some people, and 
you'll experience this as well and I'm sure a lot of people listening 
will experience this too, is that some people just aren't willing to 
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do something new. They'll come in and be like, I don't like Slack. 
I'm like, how much is your responsibility as a membership site 
owner to make it easy? We make it as easy as we possibly can, 
we've got all the tutorial videos, all the onboarding stuff's there 
and we help them as much as we can. But if you're not willing to 
try it then you can only do so much to motivate people, can't you? 

Callie: Yeah, I think you're never going to find a solution that pleases 
everybody or at least if you do then I would love to know about it. 
Yeah, it's one of those things. But I've always found it interesting 
that you use Slack because it is one of those where it can go one 
of two ways with a community. A lot of the time they work well 
for people who are in an industry where you're using Slack in 
your day to day, but you're one of the only people I've seen use 
Slack really well for your community in a business that isn't in 
that kind of industry where people are using it anyway. I always 
hold you up as an example of somebody using the Slack platform 
for a community as a great option. 

Chris: Yeah, it's good. It works. It's like any platform. It has its flaws but I 
find that Slack just continues to improve all the time. We're 
continuing to, even just recently we did a survey with our 
audience. We do an anonymous survey every three months with 
our members so they can just say whatever they want without it 
coming back to them and it just keeps things transparent I guess. 
Just tell us what the problems are, what you're frustrated with. 
How we can help your business more. 

 We're still learning to this day. It think we've been using Slack for 
the whole time the memberships been around we're still learning 
to be better at it. How to use it as a better communication tool 
with our members. There's always learning to be done. But you're 
right, I think I've met some people that have tried to use Slack 
with their membership but it never worked, and I've always been 
curious about why it worked for us and doesn't work for other 
people. I've never really figured that out. 
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Callie: Yeah, it's definitely interesting to see how it's working for you 
but I think it comes back a little bit to something you said before, 
where you said that you knew you shouldn't base it on your 
preference but I actually think with something like your 
community, yes you do need to factor in what your members will 
use and be happy with, but if you as the membership site owner 
aren't happy with the platform that you're using for your 
community, you're not going to show up and therefore, your 
members aren't either. The fact that you personally like and 
enjoy Slack and it makes sense to you and it works for you, that's 
probably a large part of why it's working well for your community 
as well, as opposed to if you tried to shoehorn yourself into a 
forum which doesn't work for you. 

Chris: Yeah, that makes sense. 

Callie: Let's talk about life as a membership site owner now. How does 
the membership actually fit into your life and business? 

Chris: Like a glove, Callie. It's been amazing. Like I said, I've always 
wanted to start a membership site from the ... even when I was 
just playing with business models, way back when I was at 
university I was playing with them and thinking that would be 
really good to have the subscription based model, all the rest of 
it. I really got attached to this idea of having a subscription based 
business of some sort. 

 I think even going forward, if I had to develop any other business 
ideas, they'd be similar in some respects. The lifestyle thing is 
really interesting because I've moved from being a business 
owner with no attachments, living on my own, in my own two 
bedroom flat and I had an office and all the rest of it, to very 
quickly going to having a boy. He's three years old now, Spencer, 
and separating from my wife. Finding my new partner and having 
another baby and living as a stepdad, so we've got four kids now. 
Even moving city as well. 
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 In the space of starting the membership and today, it's been this 
huge shift. There's never been a more important point in my life 
to have a business that I have as much control as you could 
possibly get from your business. You can't control everything but 
I feel like with the membership site, the lifestyle choices that you 
make are much more within your control than they would be 
otherwise, does that make sense? 

Callie: Yeah, perfect. 

Chris: I work full-time from home now, I've embraced that, this is my 
life. I'm not even interested in having office space or anything like 
that. I want a small team, I want to work virtually. In fact, after 
this call I want to be able to hang up the call and I want to walk 
out of my office and I want to go and play bricks with my baby 
daughter, Luna. Then I want to have my dinner and then I want to 
forget about work until tomorrow morning. In fact, tomorrow 
Callie, I've got the whole day off. Every Wednesday I take the 
Wednesday off for daddy day. I don't work the weekends, my 
laptop gets shut on a Friday, it doesn't open until Monday. I could 
go on and on. 

 The way that the membership has been designed has been 
designed first of all about what my business and my working and 
my personal life looks like first and then the work fits in with that. 
Not the other way around. I would say that that is ultimately 
honestly the key to running your own business, generally 
speaking, but a membership site makes it far more possible I 
think to do that. Lifestyle has been a big factor in how I've 
designed what we do. So for example, Callie, we used to do 
trainings in the evenings, so 8 o'clock at night we'd do a webinar 
or whatever. We don't do any evening work anymore, it's all 
during the day. It's just changed, being able to have that choice 
has changed my personal life dramatically. 

Callie: That's kind of answered my next question, which was going to be 
what's the overall impact that you think having the membership 
has had? It sounds pretty much that it's kind of just enabled you 
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to have that freedom and that lifestyle that fits with your family 
and what you want to do. 

Chris: Absolutely. We're not at the point yet where we're driving ... 
we're not getting the revenue and the profit level that we really, 
really want yet, but it's certainly getting there and the closer it 
gets to that point, the more freedom and choice we have. Then 
we don't have a huge membership, Callie, we've not got 
thousands. We've got more like hundreds of members rather 
than thousands. It's not huge but it doesn't need to be massive. I 
would rather have the freedom and the choice to be a slave to my 
business, if that makes sense. I had a job for 10 years, I don't want 
another job. I want choices and I want freedom and that's a 
luxury, I get that, but it's totally possible to have it. That's what 
we're working towards.  

Callie: Yeah, that sounds great. Do you actually have a team that's 
helping you or is it all you at the moment? 

Chris: Yeah, there's a team. I work obviously the three or four days a 
week in the business. The membership is a big part of that, so 
probably takes up about 60 or 70% of my time. Nic works full-
time in the business and her job is to do the marketing for CMA 
and also be our customer service and look after our membership 
and our members and all that kind of stuff, so she does all the 
onboarding, she sends out all the packs. She does all the 
marketing, so she's the marketing exec. Cara the financial 
director so we've got the three of us basically running it. Cara 
also teaches as well, and she's also heavily involved in the forum 
too. 

 There's three team members in CMA and Cara's part-time and 
then, like everybody we've got our own external suppliers as well 
that we use for branding and website design and video marketing 
and all that kind of stuff too. Again, it's pieced together over the 
years. I started with just me, for a long time it was just me, but 
over the years I've again, just back to this lifestyle choice, need to 
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have the right people around me in order to make this an actual 
business and to have an actual life as well. 

Callie: Awesome. Wrapping up then, is there anything else that you wish 
you'd known earlier or you'd do differently if you were starting 
again, do you think? 

Chris: I thought about this before we got on the call and it was a really 
difficult question because I feel like I didn't know what I know 
now obviously three or four years ago. We started off with this 
process where we had 20 or 25 people who were sitting there 
wanting to do something else with me but couldn't figure out 
what it was so we put them on a subscription and into a forum on 
Slack.  

 Then we started to build out the content and then we made a 
little bit of money and we invested in our brand. The brand, that 
took shape. I'd have to say, it's hard for me to think what I'd of 
done differently because everything's been so organic, Callie, 
that part of the journey or part of the experience and the learning 
has been to do this over the last three years. If anything, I think 
the amount of work that's involved in a membership site I think is 
something that is not talked about enough. If anything, I would 
like to have gone in with my eyes a bit more open, in terms of how 
much work it was going to take to really focus on the 
membership. Not knowing that, Callie, meant that I did a lot of 
other things, like we did more live events. We did more 
consulting, I was doing more speaking. Ultimately, I think that 
slowed my progress with the membership. Knowing what I know 
now, I think I would like to have said no to a lot of things back and 
then and instead focused on building the membership. 

 Like I said, I think that it takes a lot more work than people 
realise. For about a year and a half I did no consulting at all, just 
to focus on the membership. That was needed. I can't explain it 
any other way than that, that it's just far more demanding than 
you think it's going to be. 
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Callie: Yeah, definitely. Do you have any tips for somebody that is 
thinking about starting a membership site? 

Chris: Listen to your podcast would be one thing. Like I said, this 
podcast did not exist back then. The membership guys had a 
podcast back when I was starting out. I think I was a sparkle in my 
eyes of thinking oh right, thousands of members all paying me a 
small amount of money per month. It's going to be easy. It's just, 
just need to get everything together, planning, strategy, business 
model, pricing. You know exactly what your unique offer's going 
to be. I think if I was going to teach someone or help someone 
that was starting a membership site today, I think there's a lot of 
learning that I've done over the last three or four years that you 
could do in a very short space of time, that would put you in a far 
better place to be successful, quicker. 

 I think listening to your podcast, getting to the membership guys, 
membership, learn, listen to the stories, learn from other people's 
mistakes and just get stuck in. It's a lot of work that needs to be 
done and you're not going to launch a membership site and then 
just be like, right I'm done, and then just watch the members 
flood in. It just doesn't work like that. Get your ideas straight, 
really understand what you're getting yourself into here and get 
prepared for that road, that journey. 

Callie: Perfect advice there. Finally, I'd love to know what's next for you, 
what are your goals for the membership? 

Chris: One of the big things we've been working on at the moment is 
trying to find that, like I said at the start, that challenge we’re 
having about generating more predictable, consistent leads. I 
would say this year and next year it's going to be figuring that out 
more, getting closer to an answer to that question. The other 
thing that we're concentrating on a lot at the moment is the 
customer service or customer experience element of CMA.  

 We recently decided to stop doing our big annual event, which is 
essentially where all our members would meet once a year. I 
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think, based on feedback that we got, people were saying I 
thought what would happen is that CMA would lose its magic, 
but actually it feels like you've got a spring in your step now. 
What we're really focusing on Callie, is trying to build a customer 
experience around CMA that goes beyond just an online product. 
We're just looking at everything, to make that experience for our 
members, regardless of how long they've been around, a special 
experience. 

 It does necessarily mean that they have to be at an in person 
event, which is the ultimate. Having an in person event where 
your members can come to is so, so powerful but how do we do 
that without it? That's the challenge for us now is to figure out 
how to do that. I highlighted some of that earlier but we've got 
gifts that we send, birthday cards, branded water bottles, the 
welcome packs, T-shirts, stuff like that just to make them feel 
part of our culture. 

 We designed a manifesto and sometimes, just the other day 
actually, someone shared a picture with me. In the background 
it's all of our manifesto and our posters are on the wall behind 
them. They've got their stuff on their desk and things like that, so 
I'd say that's the biggest thing that we're working on is making 
CMA a bigger part of people's lives at their work or in their 
business. I think going forward, that's the one thing that we're 
really going to be focusing on. 

Callie: I love that. I love that you're creating that entire culture and 
experience around it, rather than it just being, here's some 
content and here's some weekly calls and things. Yeah, I love that 
you're making it that experience. 

Chris: We want to be around for the next 10 years, Callie. That's always 
in my mind is what does this look like in 10 years time? If we want 
to have a real business and want people to enjoy that experience 
then it's going to have to go beyond just a few courses and a 
forum. It has to be something that they believe in and they want 
to be part of. 
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Callie: Yeah, definitely. Definitely. If somebody wants to find out more 
about you and the Content Marketing Academy, where's the best 
place for them to do that? 

Chris: Yeah, if anyone's got any questions or they want to talk to me 
about something we've covered today, the best place for me is on 
Twitter @chrismarr101. Just look up the Content Marketing 
Academy online. You'll find our website there as well and there's 
loads of information on there about us. Twitter's probably the 
best place to get me. 

Callie: Awesome. I'll be sure to put the website links in the show notes 
as well. With that said, thank you very much for joining me today, 
Chris. It's been wonderful to chat with you and to hear more 
about the content marketing, you had me, I'm really looking 
forward to circling back with you next year and seeing how that 
pricing experiment is going, as well as seeing the new things that 
you're doing with that culture and experience. I think you're 
already doing great things in that arena. 

Chris: Yeah, thanks Callie. It's been great being on your podcast. Thanks 
for having me. 

Callie: That's it for this episode, folks. Thank you once again to Chris for 
joining me and thank you for listening. I hope you've enjoyed the 
show and I'd love to hear your takeaways. Let me know over in 
the free Facebook ground, talkmemberships.com or on Twitter 
@membershipguys. I particular like Chris' focus on both creating 
a whole culture for his membership and constantly working to 
ensure a top-notch customer experience, as well as his 
willingness to test and experiment with his marketing for the 
membership. If you'd like to connect with Chris then tweet him 
@chrissmarr101 or visit the contentmarketingacademy.co.uk. Of 
course, you can find those links, along with the show notes and 
transcript over at the membershipguys.com/btm26. That's it for 
this week but tune in next week for another episode. 
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Speaker 4: If you've enjoyed this week's episode of Behind the Membership, 
we invite you to check out the membersiteacademy.com. The 
Member Site Academy is the essential resource for anyone at any 
stage of starting, growing and running a membership website. 
Whether you're still figuring out what your idea's going to be or 
whether your website is already up and running and you're just 
looking for ways to grow it and attract new members, then the 
Member Site Academy can help you to get to the next level. 

 With our extensive course library, monthly training, exclusive 
member only discounts, perks and tools and a supportive, active 
community to help you along the way with feedback, 
encouragement and advice, the Member Site Academy is the 
perfect place to be for anyone looking to start, manage and grow 
a successful membership website. Check it out at 
membersiteacademy.com. 

 


