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AGENDA — 90 min

1. Leverage

2. Source

3. Engage




1. LEVERAGE: Marketing Materials

PeerView

THE MODEL BEHIND BETTER DECISIONS AND CONFIDENT LEADERSHIP

THE POWER OF THE
WPO MEETING MODEL

The WPO Mesting Model is a siructured, transformative framework that cultivates trust, authenticity, vulnerability, and
meaningful connections amaong women business leaders. More than just a meeting, it provides a confidential space where
members integrate both their personal and professional experiences, fostering deep discussions that drive impact.

WHY IT WORKS

SAFE & SUPPORTIVE

A confidential, all-women envirenment that removes competifion and fosters open,
authentic conversations,

B2 ATRUE PEER COMMUNITY

A unique forum whane women leaders with sharsd experencas pmvide meaningfu| suppaort.

CELEBRATE & NAVIGATE

|
f A space o recognize achievements and tacle challenges alongside like-minded peers.

=y DESIGNED FOR DEPTH

Siructured to ensurs dynumic discussions with diverse perspectives.

Ilt THE WPO PEERVIEW MODEL
! Encourages deeper reflection beyand storytelling, focusing on eal impact and growth.

BEYOND SHARING—IT’S ABOUT
MEANINGFUL CHANGE

Tha WPO Model goes benyc-nd traditional discussion formats, With a structured, fime -boxed appr\:\ach, every voice is heard
and izssues are e'xp|c-red deeph,r. Members dont just discuss wins and chu"enges; 1'|'|e\,r uncoverwhyfhey mather. By k-”owing
a proven framework, WPO meetings foster real leaming, suppert, and growth. It is this unigque structure that makes WPO not
just @ network, but a catalyst for fransfermation.




1. LEVERAGE: Marketing Materials

l:
-:||o|:u:||
gro nwﬂ'l_ in

with the determination to see ﬂ'\m Huqd'l
‘Welcome to the WPO.

COME SEE WHAT YOU CAN lCHIE?ENEKT.



1. LEVERAGE: Marketing Materials

1.BUILD TRUST

Timed, succinct update with
emphasis on significance and

emation related to key updares.

MEMBER
UPDATE

ISSUE
SELECTION

2. NARROW FOCUS

3. INFORM

Insight into the key issue and
desired cutcomes. Sats membars
up fo support the presenter.

PRESENTATION

Process of choosing the highest
priority issue for the group to

collectively work an.

5.LEARN AND GROW

Fosters lsarning and drives
next steps. All members can
benafir.

EXPERIENCE

QUESTIONS SHARE

_/

4. DIVE DEEPER

Provokes deeper thought
and stimulares ideas. It can
also hint at experience shara.

7. FOCUS ON FUTURE

SMART mini goals for
monthly accountabiliry
and confinuiry.

REFLECTION  ACCOUNTABILITY

6. EMBED LEARNING

Reflaction on learnings, feelings,
and next action steps. All members
can participate.




1. LEVERAGE: Marketing Materials

\ A7 [Women
O B & Gty ilivimeo

Video on

website:

https: / /www.women-

presidents.com/mem

bership/become-a-

member /
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Member Benefits — by Country

2026 WPO Member Benefits

BECOME A MEMBER

Find in CC manual — Recruiting

iy facilivared peer

rate the growth

section. T ——

5 inherent in

sentve industaes who share a i:.:hl
® Mlembers can urilze tee WO 1 ber poetal 1o AW ship directory, featuring

ers whio hold leaders

i '|l.'ri:|!_|1_ b

Start your search with the Quick R ——

o l:|'|:|.'|'||1.':r-|-:|-1.'||..]|':-||.'r exchange events, at the invimson of 3

Reference Guide for easier

navigating.




1. LEVERAGE: Marketing from Around the World

We're looking
for the right few.

WO

Women helping women lead stronger
companies — every single month!

We're not looking

for everyone

Switzerland’s most ambitious women
leaders are gathering — are you in?




1. LEVERAGE: Marketing Materials

XX

\F) This Is Not
Networking
From ISOlEltiOI’l to It's your confi.dential
Insight board of advisors

Addressing the Gender Gap in Swiss
Startups.

The Numbers Speak Volumes...



Women
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ﬁrganizaliml AUSTIN CHAPTERS

WO

Chapter Info - SAMPLE

CHAPTERS | & Il CHAPTERS IIl & IV

What have you created that you

could share with peers?.

e Member brochures /

INDEED TOWER AUSTIN OAKS CAMPUS
facemats

Downtown Merthwest Hills
200 W 6th St, Austin, TX 78701 7718 Wood Hollow Dr.. Austin, Texas 7873
ird Floor Conference Suites Conference Suite G10

= Social POSt templates FIRST THURSDAYS SECOND TUESDAYS

Chapter 1 - Moon-3PM Chapter Il - 2.30AM-12:30P M
Chapter Il - 8:45AM to 11:454M Chapter IV - 12-30-3-30P M

e Event invites

* Any other marketing

collateral? ELIZABETH DAVIS SARAH GOODMAN
AUTHENTIC IMPACT LLC EMINENCE M&A STRATEGIES
EOQOS CERTIFIED IMPLEMENTER MERGERS & ACQUISITIONS ADH‘ISORYI 0




1. LEVERAGE Your Business Practices

(>2  What are you already doing in your
own business that you could

leverage for WPO?

-




1. LEVERAGE Your Strengths

&) What does your Predictive Index
profile (PI) or other personality tool

say about how you should navigate
sales?




1. LEVERAGE

@ Mavericks, Promoters, Persuaders
and Captains ranked highest.




2. SOURCE — Where to Find Candidates




SOURCE — Where to Find Candidates

Al Scrape




2. SOURCE: Poll

Member referrals ‘ ‘o)

My own personal/professional network , s e

Events I've hosted (e.g., panels, socials,
L&Ls | o - Y,
-ty %

Events I've attended (e.g., awards, < y “ .
) | o . .

accountants, lawyers .

Sponsor or partners y " !

e.g., Top 40 Under 40, Marketing
lists, LI search, Al search, etc..

Other — please note in chat
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2. SOURCE - Habits

What are your daily or weekly habits related to finding
qualified candidates?

Share one thing you do consistently?
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2. SOURCE: Finding Members... MANY OPTIONS

[0 Use my social media to share about

[0 Ask Members for referrals WPO
[1 Tap into my own network to find candidates [] Get a list of candidates to contact
(from WPO)

[1 Attend events where candidates are likely to be

[1 Meet with Sponsors/Partners
[1 Befriend the competition

[1 Align with complementary

[] Identify & activate ambassadors o
organizations

[1 Research potential candidates o ,
[1 Deepen familiarity with WPO tools &

[1 Plan or host an event to bring candidates together  resources

L1 Develop a LI campaign [1 ADD YOUR OWN...

18



Homework: Your 60 — 90 Day
Recruiting Plan

Purpose: Outline a realistic recruiting

plan with a goal of 15 + members.

Time Blocking: What days and times
work best for you to focus on WPO

recruiting?

Day(s): %Times: 7:00 -
2£:00




SOURCE - Intentional Seats

1. Finance: CPA, Fractional CFO, Valuations, Wealth Advisor, Commercial Insurance,

Benetfits etc..
2.  Legal: Corporate, M&A, Family, Wills and Estates etc..
3.  People: HR, Recruiting, Leadership, Coaching, Training & Development
4. Marketing, Advertising, PR
5. IT / Al / Cyber Security
6. Health & Wellness: Spa, Private Medical, Dental, Psychology/Therapy
7. Construction, Renovation, Interior Design

8. Retail, Food & Restaurant Services, Travel & Leasure



3. ENGAGE: How to Connect with Candidates




ENGAGE — H‘V to Connect with Candidates

2 Cold Leads
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ENGAGE — How to Connect with C

Warm Leads



ENGAGEMENT: Track and Nurture

CITYWPO v [

Name v ReferredBy v Applv Status v Chapter -~  Status Note Company v (@ Category ~ SubArea

Taylor Swift Qutreach by Chair On Hold v Chapterll ~  Schedule is too full at this = Taylor Nation Hospitality .. ¥  Musician, A-list celebrity
Elizabeth Holmes Web Lead Chapter | v Not a fit; only looking to fin Theranos Technology ~ Biotech, testing products &
Kim Kimmerson Jane Janerson N Active hd Chapterlll ¥  Meeting for coffee 5/9 Estate Commercial Real Estate ~  Property Management
Lori Lorelson Coffee Event Doesn't Quali... ¥ Chapterll ~  CheckinJan 2026, underr Cupcake Company Products ¥  Bakery, Event Company
Neha Patel Kelly Kellerson Chapter | ¥  April Renewal Patel Construction Industrials ... ¥  General Contractor / Devel
Alisha Brown EOS Chapter] ¥  Nov Renewal Oak Advisors Wealth Ma.. ¥  Independent Wealth Mana
Maria Martinez Web Lead O Dormant v Chapter | ¥  Noresponse to follow-ups Market PR Marketing ¥  Market Research / PR Serv




3. ENGAGE: Sell what you have

e New chapter — sell the concept of being a founding member

e Small chapter — convey the culture of the chapter, emphasize

the intimacy and support

e Nearly full chapter — emphasize the rich experience and
diversity. Highlight that there are only one or two highly
coveted spots left!

Inclusive exclusivity




INVITE - Sample Call with Candidate

https://drive.google.com/file
/d/1nk7fNgT VBRKtcZ1 o
tFk3xGFEBn6F27 /view |
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INVITE - R

ecruit
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ing Conversation Guide

1) G 54600

Initial Discovery Conversation Questions:

Question or Topic

Purpose, Responses & Follow-Up Questions

Acknow lud;:un\um of referral
and ask: How did you learn
about WPO?

If the potential member was introduced through a referral: “It was
great of [Name] to provide an introduction for us. Is thar how you
first learned about WPO? If not, please share how you know about

the organization.”

1f not through a referral, ask the question directly “How did you
first learn abour WPO2™

I'm interested in leaming about
your business, can you tell me
maore abour ir?

The goal of this question is your first artempt to determine if they
ible 1‘1_\' unders :mdin;_r_ their revenue, n\\'nuﬂlhip, and any
al conflicts with existing chapter members.

Some examples of follow-up questions to ask:
* Can you further describe your company structure?
e Please tell me abour the size of your business.
e I'minterested in learning more about your industry, as well
as the products/

ervices you deliver.
® (Can you explain the market size including your territory or
geographic region?

& And what is won?

your role within the organ

What are some of the challenges
you are experiencing right now
eader?

as a business owne

This is an opportunity for you to listen, empathize and reflect.
Formulate ideas of whart to hi._if]'l]]‘lqh'l about WO that will be most
impactful as solutions or support to the potential member’s
Eh.‘l]]l.'l‘j;_'_uw.

What do you know about
WPO?

Explore their current knowledge of WPO to fill in any gaps. If they
are not familiar, be prepared to outline the benefits of the peer
advisory model.

The WPCO is a dynamic and diverse collective of women business
leaders around the world who share insight in groups facilitated to
deive _s_r,\ml_'—ch:'lng_:i('llq cs]‘}uﬁunc‘u\.

- I |'L_5:]1]1'Iqh1 WPO asa _sz]uh:t] ur;;.‘mik.\];m‘j and mention your
local, regional and national sponsors, to build the trust and
credibility.

e (learly address the confidennality of everything disclosed
or discussed at chapter meetings.

Highlight some of the additional benefirs and offerings of WPO
including HBP Spark, Harvard traming, EEF and any other local
retreats or events.

27



Commitments

What activities resonated with you?

What will you do ditferently moving forward?
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