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Income Acceleration.  
 
What is it and why should you care?  
Simply put, it’s the concept and processes that move any hard working “expert 
business” owner from the life they have now to the life they truly want.  
 
This means giving up the struggle of trading time for money, struggling to get new 
clients, being frustrated by slow growth and not enough money, and being on the verge 
of burnout… 
 
And, transforming to a place where you work smarter and get to do what you love to do 
everyday, work on your terms, make the money you want, and build a business that 
creates long-term clients.  
 

Why should you read this report?  

If you’re not getting the results you want (you know, if the dream you created when you 
started your business hasn’t become a reality), you’ll want to pay attention.  

Your success (or lack thereof) is not your fault.  

The reason most Expertpreneurs® (my term for expert and authority based 
entrepreneurs) don’t succeed is that they don’t have a system that supports building the 
business they truly want. They also struggle because they try to go it alone.   

And that’s where this report comes in.  

Income acceleration is all about using foundational principles to 
create a system that sets you free.  

It’s about creating structure, stability, security and serenity.  

It’s about running a smarter business, not a harder working one. It’s about learning how 
to raise your visibility and reach, so that you can be clear on who your ideal clients are, 
how to reach them, and most importantly, how to engage them in a meaningful way so 
that they will choose to hire you.  

When you learn these principles, (which I refer to as “The 6 C’s of income acceleration) 
you’ll be on your way to building a solid, long-lasting, wealth producing business.  

Let’s begin by talking about the income accelerator of Customer Retention and 
Commitment. 

Enjoy.  
Sheryl Wolowyk, The Income Acceleration Coach 
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Income Accelerator: Customer Retention and Commitment  

There are essentially two types of customers: one-time buyers and customers for life. 
Getting one-time buyers (one and done, without worrying about future purchases) 
requires a completely different approach than developing customers who not only buy 
this time, but continue to buy from you EVERY time they need a service or product like 
yours.  

Let’s begin with a simple fact: It’s easier to keep clients than get 
a new one.  

It’s cheaper too. Whether you have calculated it or not, there’s a cost associated with 
the process of getting a new client. Every client that comes to you has to go through all 
the marketing steps that take them from initial point of contact, all the way to being able 
to make a purchasing decision that results in hiring you. Even when you begin to 
develop marketing systems and funnels to automate the process, it still takes work.  

Consider that versus keeping a client who has ALREADY gone through this process, 
determined they trust you and has already paid you for your service.  

The longer you can retain your customers, the stronger your business will be.  

The longer you can retain your customers, the more your business will be worth. 

Leveraging the Power Of Consistency  

Joe Sugarman, one of the best marketers of our time, wrote a book called “Triggers” on 
30 different behavioral patterns that he found through his years in direct mail, 
infomercials, and running a company. 
 
One of the most powerful triggers that he uncovered is consistency.  We develop 
loyalty to brands because of our desire to be consistent. That consistency develops the 
second we make a purchase. 
 
This extends to Expertpreneurs®, as well. If you bought a report from a coach, speaker, 
or author you really liked, you’d want to learn more from them, right? You like their point 
of view, find their information useful, and you’ve truly connected with them. Since you 
have this connection you’re more likely to keep purchasing from them.  It would 
be difficult to convince you to stop your new relationship, and go look for someone else. 
 
So, a simple way to get a prospect to commit to your business is to have them 
spend a very small amount of money with you. As little as $1, though generally $17 
to $27 works well and usually doesn’t provide much resistance to the purchase, as long 
as it’s something they are interested in. 
 
For example, I have free special reports I put together for helping different levels 
of Expertpreneurs® accelerate their income. They are full of information just like this 
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one. However, they only cover a part of what I teach my clients (Specifically, this report 
teaches one of the six income accelerators that I teach in my Income Acceleration 
Blueprint).  If clients feel they got value from this free report and are interested in 
learning about the other 5 income accelerators then they will be more likely to buy that 
report.  (you’ll hear more about this at the end of this report). 
 
Once the prospect opts in to receive a free report, they go into a “marketing funnel” 
where they are encouraged to consume the report. After a few emails, I remind them 
how much they’ve learned and encourage them to buy a “front end” product for a low 
entry price, which helps them put a strategy from the report into action in their business. 
 
If they purchase a front-end product, those prospects become financially 
committed to my business (which by extension, is about commitment to their 
own). And, assuming I continue to do my job as a Trusted Authority who continues to 
offer useful, actionable information that is valuable to them, they are likely to continue 
coming to me for help. They act in a consistent manner, by purchasing other products 
and services in the future. 
 
Please pay attention: They do so, not because I’m tricking them, but because they 
already know the value that I provide and would prefer to keep working with me 
than risk the time and cost of going elsewhere.  Especially since they get to 
experience my knowledge and expertise free of charge, and if it's a fit, and they get 
value, then when I offer something else they want and are interested in they are more 
likely to buy from me, than a stranger that they haven’t had a connection with.  
 

Don’t just create clients. Create a family.  

The other trigger related to consistency is the desire to belong. 
 
Do you have a favorite band? Know anyone whose mood changes depending on 
how their sports team is doing?  
 
I certainly do. Those loyalties can be crazy sometimes! The same applies to brands, as 
well: Apple, Mercedes, Coke vs. Pepsi. All of them thrive on people wanting to belong to 
their group. 
 
And each of these groups is wildly different from the other! People who buy Apple 
computers are considered “forward thinking”, Mercedes shows wealth and class, while 
Coke vs. Pepsi are a matter of taste preference. (But, boy are those camps staunch 
defenders of what they like!) 
 
You can tap into this as an expert business owner too, by creating a sense of 
community in your business, with a “family” feel. Understanding your ideal prospect 
inside and out, and making your business the perfect place for them to belong.  And the 
easiest way to start is to have a consistent, unique title for your clients. 
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For example, I coined the term “Expertpreneur®.” It combines everything you are 
into one, an expert and an entrepreneur. And because it’s something I invented, 
it’s specific to me and my Expert Elevation business. 
 
Clients who resonate with this term and want solutions that specifically address the 
problems, challenges, and opportunities that entrepreneurs in ‘expert’ industries have. 
They self-select themselves and buy into the concept. They see themselves less as 
generic “clients” and more as members of the same tribe of Expertpreneurs®. 
 
Now you don’t have to worry about trying to invent any words or titles. But being 
consistent with your terminology for your clients works wonders.  Also consider using 
narrow enough titles and terms so that your prospects understand them and can 
determine if they belong to that group or not.  In my business I use terms like coaches, 
consultants, authors and speakers to identify some of the types of people I work with.  
These terms are easily understood and people can readily determine if they belong to 
that group or not. 
 
When I use a term that people identify with and communicate in a way that shows 
that I understand their hopes and aspirations, as well as their challenges and 
problems then it’s easier for me to take the next step and position solutions for 
them to purchase.  Since they identify with being part of a particular group with 
particular needs then they are more likely to think I’m the right choice to buy from.  
When they experience the value I provide through my products and services, they are 
more likely to buy from me again when they have another problem that I can help them 
solve.  
 

The key here is to create a sense of belonging so your clients 
desire to continue the relationship and buy more from you.  
  

How to Make Your Business Stickier. 

 
Now, using consistency and creating a sense of belonging will help get you repeat 
customers but you’d also be wise to use some ‘stick strategies’ and tactics that get your 
clients to make repeat purchases from you.   
 
There are many ways to make your business “sticky” in the sense that your customers 
will want to stick around after their initial purchase. There are also ways to use what we 
call “stick strategies” that take place after a purchase in order to encourage a new 
customer to keep their product or service, versus engaging in buyer’s remorse.  
 
Ever purchase a program that requires you to “commit” to completing it at the start? Or 
a program that comes with some kind of “fast start” bonus to keep you engaged prior to 
the start of the actual program? What about a bonus that comes with a program but is 
only delivered AFTER the guarantee period expires? These are considered “stick 
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trategies” as a way to keep you engaged and maintaining that level of enthusiasm that 
began when the program was first purchased.  
 

Give them little wins.  
 
Part of your job is not just getting the sale but hopefully fulfill the promise that your offer 
made. That’s why you need to build in “little wins.” So now that you’ve gotten them to 
stick around, here’s some ways you can get them to find success.  
 
You can guide your clients with how-to articles or videos that you have created to get 
them thinking about the subject that your product relates to. The idea is to give them 
their first “win”, so they feel the rush of success right away, and have their good 
decision, to buy your product, affirmed again. 
 
In each email, give them new tidbits of information they can utilize to get the most out of 
the product: for example, “on page 52, you'll see the number one secret to getting lots of 
leads using social media” or “in module 3 I lay out the exact steps you need to take to 
implement a way to increase sales by 20%”. 
 
This gets them looking forward to that information once they get your product. Or, if they 
already have it, they'll jump right in to check it out. 
 

Help them to fulfill the promise of the purchase.  

 

It’s not enough to want your clients to be successful. You have to help them be.  
Here’s a full list of ways you can help your clients achieve the success and 
transformation they seek: 
 
1. You must congratulate them on their purchase.  
 
Preparing a strong follow-up to a purchase reduces buyer's remorse, and reminds them 
of why they bought it in the first place, while affirming that they did indeed make a good 
decision.  It should also encourage them to contact you if they are ever in need of 
assistance. 
 
2. You could offer a recurring Q&A call with clients for a predetermined length of 
time.   
 
Perhaps once a month for six months so they can call in to have their questions 
answered. 
 
Not only does this encourage them to reach out if they're feeling doubtful or having 
difficulty with something, but it also holds them accountable to keep working through the 
program. They won't want to be behind the other “students”, or be viewed as a "bad 
student" by you, their trusted advisor. 
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3. The next level to this would be setting up a moderated forum or a Group site 
for them to chat amongst themselves. With you chiming in when a big discussion 
starts up. 
 
Connecting your clients to each other is another way to keep them involved with your 
program and brand. They will form their own mastermind groups and discuss their 
issues with others who are going through the same experience. 
 
All of these strategies help your clients to experience success, which reinforce that their 
purchase from you was a good idea. 
 
Just as important, it encourages them to purchase from you again in the future. 
 

Everyone wants to be a V.I.P.  
 
A smart way to create brand loyalty is by creating VIP level status for your best 
customers. Offer special access or membership programs to clients as a way of saying 
thanks for the loyalty and support. It’s amazing how creating a little bit of an “exclusivity” 
vibe for your offerings can help customers feel special and want to stick around longer. 
 
This can be done by having different levels of membership for some of your programs 
and give out badges or ribbons to signify different programs completed or levels 
achieved.  Think Brownies and Scouts, or even the different color belts you get in the 
martial arts (No one wants to be a white belt, they want that elusive black one).  
 
If you do live events, you may give your coaching or mastermind client’s special seating, 
or mark them with special ribbons that show their level of commitment to your (and 
their) businesses. Maybe it’s offering special pricing on products, or priority access to 
limited offerings.  
 
There are some businesses whose elite clients pay high ticket prices, in which you may 
want to offer them special touches such as a “Shock and Awe” Package: A gift that 
goes above and beyond what they’d ever expect to get from someone they do business 
with (Think: A limo ride to and from the airport on a VIP day, an expensive bottle of wine 
on their birthday, flowers…the list is only limited by your own imagination).  

Chutes and Ascension Ladders.  

 
Raising the lifetime value of your clients isn’t just about encouraging them to stick with 
what they’ve already begun, but to slowly introduce them to the breadth of your 
offerings in a systematized manner.  
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It’s something Expertpreneuers® call “Taking them up the product ladder”. This means 
that one way to keep customers buying is to make them additional product offers, as 
part of your systematized Marketing funnels. 
 

The Kitchen Sink or a Bar of Soap.  
 
If you’ve ever thought about a purchase and found yourself speaking with a sales 
individual trying to offer you everything at once, you know it can feel overwhelming. The 
sales person wants to get as much out of you at once in that single purchase, ignoring 
what might be best for you, i.e. - buying that single bar of soap.  
 
Smart Expertpreneurs® avoid trying to sell clients everything at once, and instead 
begin with one product.  
 
Knowing a confused mind always says no, the smartest way to begin is to get one sale 
that relates to one problem you are helping the client solve. Then, after you’ve showed 
the value of your services, you can then begin to offer more value through more 
offerings, done slowly over time, and getting paid for each additional purchase.  
 
To execute this Ascension ladder strategy in your business think about a top of 
mind problem that your ideal client has and then develop a solution for that.  
  
Don’t make the solution too broad. I see a lot of Expertpreneurs® create products that 
are too big, or give talks from stage that are too long, because they’re trying to fit 
everything that the audience might possibly need into their talk or their product.  This 
just leads to overwhelm and confusion about how to apply it. It’s far better to just cover 
say three main concepts in a talk and a few key concepts in an information product. 
 
Now you must be careful to solve the problem that got their attention in the first 
place.   
 
I’ve seen speakers break trust with their audience when they promise to provide 
information on how to solve a problem at a free talk, only to pitch during most of the 
presentation and tell the audience they have to buy the course to actually get the 
answer.  This destroys trust and the credibility of the expert.   
 
If your title and the description of your talk promises to deliver something then 
deliver it.  For example if you promise to uncover the “3 Mistakes that ‘Expert’ 
Entrepreneurs Make When Using Social Media Platforms”, then you need to ensure you 
provide those three things during your presentation.   

 
Solve One Problem. Reveal Three More.  
 
The key to getting future sales is to provide the information that you promised in the free 
session but then remind them about the next problem they will have and then position a 
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product, coaching series, or live event, or whatever your product or service is that 
solves their next problem. This approach provides value, demonstrates your expertise, 
lowers the risk to the prospect because they can test you out before making a purchase, 
and most importantly, builds trust.  You’ve provided value before asking for the sale and 
because you’ve done this, your conversion rates will be higher.   
 
I’ll give you one more example to ensure you understand how to apply this.  
Let’s say you teach people how to fill their live events with effective marketing 
strategies. Your free webinar or teleseminar might go through the “3 Mistakes that 
Seminar Leaders Make that Keep their Rooms Empty.” During your presentation you’d 
cover three main things that seminar leaders should be doing to attract people to their 
event.  Your content solves their problem; however the next problem they’re going to 
have is delivering great content at the live event.  So your paid program might be on 
how to design seminars that are really engaging and delight audiences.   
 
Once they buy that program, their next problem might be how to sell information 
products or high end coaching programs at their events.  So your next product might be 
how to make money at their live events by upselling other products and services.   
 
Do you see the natural progression?  Do you see when you solve one problem it just 
leads to the next one? 
 

Keep the Party Going  
 
A particularly effective stick strategy for maintaining clients is through a membership site 
or product, where customers have ongoing access to information and support and are 
billed monthly in perpetuity until they cancel.  
 
Think “Netflix.” Yes, they only charge you $7/month and you can quit any time, but 
factor in the millions of customers they have and you can see how quickly that can add 
up. Imagine creating a program that charges $47 a month and then put 100 people into 
it. Having continuity programs are great for providing cash flow for your business and 
they can also be a great source of passive income, because once you create the 
content it can be viewed by new members that come in each month.   
 
Of course you have to create some new content every month, but overtime you’ll have 
an extensive resource and if you do it right, you’ll have really engaged customers that 
can’t wait to get your next update.   
 
 

Re-engaging Lost Customers.  
 
We’ve spent a lot of time talking about how to keep the customers you already have. 
But what about getting back the customers you may have lost.  
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Not all lost customers are the same.  
 
There are some customers who buy your service or product as needed, and then 
disappear until the next time they are in need. Then there are those customers who 
bought your product or service, and were either dissatisfied with what you had to offer, 
or simply went elsewhere.  
 
For each situation, you can employ a special type of strategy to win back the customers 
you have lost, and re-engage those customers who have lost touch.  
 
Here’s a list of some ways to re-engage customers who have “gone off the reservation”:  
 
• For dissatisfied customers: Offer them their money back and offer a discount or 

complimentary service in another area and see if they have a better experience. 
 
• For customers who bought and then disappeared: Offer follow-up communication 

between product offerings to keep them engaged and connected to you so that the 
next time you have something to offer you have a warm relationship that doesn’t need 
to start from scratch. 

 
• Past Customers: Offer former customers a chance to experience a new product 

before everyone else (and at a discounted price). 
 
How else can you reconnect? Easily. Give tickets to a free webinar, teleseminar, or a 
live event. Just find some way to reconnect and share information that they would truly 
care about and reestablishes the relationship.  
 

Customer Retention can make running your business easier, and 
a whole lot more profitable.  
 
Many business owners think hard work = success. They’re right and they’re wrong. 
Building a successful business does take hard work. And doing the hard work is 
recommended if you want to make it easier in the long run.  
 
But hard work doesn’t always equal success. And it doesn’t always have to. When you 
start to employ customer retention strategies, it positions you to hold onto the clients 
who you are most valuable to, and are most valuable to you. It allows you to continue to 
be of service to them while bringing more and more money into your business.  
 
It’s a win-win.  
 
Having a system in place to ensure consistency and follow through is key to success.  
Get your customer retention system in place today and watch your income accelerate. 

 


