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The Entrepreneur Blueprint™ 
© Abe Brown, MBA 

o The Entrepreneur Blueprint™ Course Includes:
• Half-Day On “The One Page Business Plan”, plus
• Half-Day On “Designing Your Website”, plus
• Half-Day On “Social Media and Marketing”, and
• Half-Day On “Basic Business Budgeting and Bookkeeping”.

o The learning method will be a mixture of teaching and a significant part that is hands-on.
This way, participants will walk away with a one-page “plan” for each of the areas outlined
here:

• “The One Page Business Plan”, plus
• “Designing Your Website”, plus
• “Social Media and Marketing”, and
• “Basic Business Budgeting and Bookkeeping”
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The One Page Business Plan 

o Title: “The One-Page Business Plan”.

o With that title, it sounds so simple, but the truth is, building that business or running that
organization or launching that start-up is risky, stressful, challenging, hard work, and yet, really,
really fun! Even the very best have some false starts along the way. The key is uncovering the
processes and structures to take your incredible idea, bold vision, and leadership capacity and
shape it into a working model.

o The truth about success is that the surest path to success is failure. Research shows that the
most successful entrepreneurs have 5 major course corrections before they hit a solid growth
trajectory. Even the best “fail” their way to success:
 58% of the 500 richest people in the world who did not get their wealth by inheritance

have experienced bankruptcy once…
 Dr. Suess’ first children’s book was rejected by 23 publishers. The 24th publisher sold 6

million… 
 2 decades ago, the publishing phenomenon that has become the best-selling Chicken

Soup for the Soul series was rejected by 140 publishers as “unsellable”.  Imagine being
Jack Canfield and Mark Victor Hansen, and hearing “NO” from the experts, 140 times!
Today, the Chicken Soup for the Soul series has over 250 titles, has been translated into 43
languages, and been published in over 100 countries, selling more than 500 million copies
worldwide…

 In his first 3 years in the car business, Henry Ford went bankrupt twice, and went
completely broke 5 times in his career…

 Most people know Oprah Winfrey as one of the most iconic faces on TV and one of the
richest and most successful women in the world. Oprah faced a hard road to get to that
position, enduring a rough and often abusive childhood, as well as numerous career
setbacks including being fired from her job as a television reporter because she was "unfit
for TV".

 "12" is the number you need to know today! 12 is the number of publishers that
rejected J.K. Rowling's Harry Potter manuscript when she was living on social
assistance in the early 1990's. Eventually it was picked up by Bloomsbury, and today she is
worth an estimated $1 billion, and the Harry Potter brand is worth an estimated $23 billion.
She went on to sell 450 million copies.

 Apple Computer founder Steve Jobs on trying to get Atari and HP interested in his and
Steve Wozniak’s computer: “So we went to Atari and said, ‘Hey, we’ve got this amazing
thing, even built with some of your parts, and what do you think about funding us? Or
we’ll give it to you.’ We just want to do it. Pay our salary, we’ll come work for you. And they
said, ‘No’. So, then we went to Hewlett Packard, and they said, ‘Hey, we don’t need you. You
haven’t got through college yet.”
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 Most people wouldn't believe that the best basketball player of all time was actually cut 
from his high school basketball team. Luckily, Michael Jordan didn't let this setback stop 
him from playing the game. As he stated, "I have missed more than 9,000 shots in my 
career. I have lost almost 300 games. On 26 occasions, I have been entrusted to take the 
game winning shot, and I missed. I have failed over and over and over again in my life. And 
that is why I succeed." 

 
o Let’s discuss "Discovery-Driven Learning". When you “fail”, "fail forward". All of us, at one time or 

another, have “failed” or at least struggled in building a business or running an organization or 
launching a start-up. I've failed before, and then I would beat myself up and fail even worse! Now 
I pride myself on the learnings and growth that comes from this "Discovery-Driven Learning". 
When you fail, "fail forward". What makes the fear of failure so irrational is that failure is a critical 
part of the growth process. Without failure, we fail to grow. So, if we fear failing and don’t step 
out and try new things, we will significantly hinder our own growth, and if we’re in a leadership 
role, we may hinder the development of others: 
 Napoleon Hill - “Every adversity, every failure, every heartache carries with it the seed of 

an equal or greater benefit.” 
 Japanese Proverb - “Failure teaches success.” 
 Wayne Gretzky - “You’ll always miss 100% of the shots you don’t take.” 

The lesson for us is don't give up! Be tenacious in engaging your strengths, relentless in following 
your passions, and fiercely unyielding in living your dream! 

 
o Many middle-class people have struggled to become successful entrepreneurs and build great 

businesses because they have been trapped in a cycle of negative beliefs and settling for less. In 
his amazing book, Business Brilliant, Lewis Schiff busts the commonly held myths around 
achieving success in business. He looked at some of the most notable cases of successes and 
failures in the business world and backed it up with extensive research over 12 years. He used 
what he called the Business Brilliant survey that was conducted among self-made 
millionaires. He then compared the answers to those of the middle-class respondents and drew 
amazing comparisons between the beliefs of the two groups. To sum it all up, he found 7 
behaviors that explain the success of self-made millionaires: 

1. They are better at “following the money.”  
2. They are better at asking for money.   
3. They execute.  
4. They cultivate their networks.  
5. They can walk away.  
6. They build structures and teams.   
7. They fail.   
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o He also found that nothing succeeds like failure. He discovered that the middle class tend to 
pull back just when they’re about to be successful. That’s because most success stories are 
preceded by business failures… often crushing failures. Quitting after a setback squanders the 
opportunity created by adversity and the self-made wealthy know that persevering in the face of 
adversity is key to success! Setbacks and failures always teach you more than success! 

 

 
 
o Here we want to discuss Everything You Need to Run a Business or Organization in One 

Page, but let’s not assume it will be easy. It will be hard, but at least today, we will make it clear 
and simple. Easy and simple are not necessarily the same thing. So, let’s start by looking at 10 
Steps In The Evolution Of A Successful Business… 

 
 
10 Steps in the Evolution of a Successful Business or Organization: 
  

1) Creative Connection – We experience Inspiration! 
2) Crisis – Adversity is the birthplace of resilience and resilience leads to success. 
3) Confusion - Scattered focus.   
4) Capacity That’s Unorganized - All the capacity and potential and ideas and passion in the world 

means nothing unless it gets organized. Spirit (heart, passion, vision) without Structure vs 
Structure without Spirit (heart, passion, vision).  Spirit without structure leads to unrealized 
potential, while structure without spirit leads to unbelievable boredom.  You can’t have one 
without the other. 

5) Coaching – Coaching is the push that gets you to the next level. 
6) Clarity – When your WHY is clear, your HOW & WHAT flows easily. 
7) Capacity That Gets Organized - Any high-performing team or organization will tell you that 

structure matters. Sustainable success cannot come without structure. 
8) Competence & Confidence – Competence and confidence follows clarity, structure, and 

organization. 
9) Community - Successful businesses build a tribe of loyal followers. 
10) Celebration – Great products and influence leading to business success and celebration. 
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It is within the elements connected to FOCUS where most businesses and start-ups struggle: 

 Confusion  

 Capacity That is Unorganized  

 Coaching 

 Clarity  

 Capacity That is Organized  
 
So, let’s start there! 
 
 

Focus… 
 

o At their core, Businesses and organizations are all about 3 things: 
1) Mission – The Why… 
2) Vision – The What and Where… 
3) Strategy – The How…  

 
o We need to Clarify Our Focus. Focus is so crucial because if you chase two rabbits,  

both will escape! If you are unclear about your focus & target, you’ll get nowhere.  Experienced 
animal trainers take a stool when they step into the cage with a lion. Why?  It tames a lion better 
than anything. When the trainer holds the stool with the legs extended towards the lion’s face, 
the animal tries to focus on all four legs at once. And that paralyzes him. Divided focus always 
works against you!    

 
Do Less for More!  We Must Clarify Our Focus! 
 The more you focus, the stronger your impact: Focus is why a river has more force than a 

swamp. Focus is the reason you can do surgery with a laser, but not a flashlight. Focus is the 
reason why a fuel-powered vehicle can put us on the moon, and not just petrol in the ground. 
Henry Emerson Fosdick said this: “No horse gets anywhere until he is harnessed. No steam or 
gas ever drives anything until it is confined. No Niagara is ever turned into light and power until 
it is channeled. No life ever grows great until it is focused, dedicated, disciplined.” It’s the reason 
why some churches influence their communities, and some don’t! 

 The more you focus, the higher your quality: When there is less to do, you can do whatever you 
do more efficiently, and more effectively. Doing Less for More is about narrowing the focus and 
deciding to do less to be more effective. It requires the creation of a, “Not to Do” list to protect 
the organization from the draining effects of trying to do too much! When you eliminate the 
distractions, it’s easier to focus on what matters!  There is something about doing too much that 
blinds you over time. But when you do just enough, you begin to realize how things were meant 
to be. It’s like leaving the city and driving into the mountains. When you eliminate the 
distractions, it’s easier to focus on what matters! 
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 The more you focus, the less your stress: This is simple: when there is more to do, there is more 
to stress over. When there is less to do, there is less to stress over.  
ILLUSTRATION:  Apple really only serves a few markets, they just serve them really well.   

 
In a Peanuts Cartoon, Lucy demands that Linus change TV channels and then threatens him with 
her fist if he doesn’t. "What makes you think you can walk right in here and take over?" asks Linus. 
"These five fingers," says Lucy. "Individually they are nothing, but when I curl them together like this 
into a single unit, they form a weapon that is terrible to behold."    

"What channel do you want?" asks Linus. Turning away, he looks at his fingers and says, "Why 
can’t you guys get organized like that?" 
 
 
 

Experiential Learning: 
 

Find another person, and discuss the 10 Steps in the Evolution of a Successful Business or 
Organization. Describe to your partner what stage you are currently passing through, either 
personally, or in your business/organization: 
 
 
10 Steps in the Evolution of a Successful Business or Organization: 
  
1) Creative Connection – Inspiration. 
2) Crisis – Adversity. 
3) Confusion - Scattered focus.   
4) Capacity That is Unorganized - Spirit without structure.   
5) Coaching – The push that gets you to the next level. 
6) Clarity – Clarifying Your WHY. 
7) Capacity That is Organized - Structure building. 
8) Competence & Confidence – Competence and confidence following clarity & structure. 
9) Community - Building a tribe of loyal followers. 
10) Celebration - Great products and influence leading to business success and celebration. 
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The Lean Canvas is a great place for us to focus… 
o The Lean Canvas Is The One Page Business Plan… 

 
  

9



Experiential Learning – The Lean Canvas: 
 

Find another person, and fill in the Lean Canvas. 
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The Entrepreneur Blueprint™ 
 
o An entrepreneur is a person who undertakes an enterprise or a business.  They take risks in 

order to do that.  It’s not easy or glamourous to be an entrepreneur, or to develop a business… 
 
o YOU ARE THE CEO of Me, Inc… 

o You are the hero of your story, and the only one with the capacity to make changes in your 
life.  No one else can do it for you!   

 
o If you don’t like where you are, change it!  You are not a tree. 

 
o No matter what you are building, design is everything.  Successful Execution is all about a 

Strategic Blueprint… 
 
o So, what is the Blueprint for your Success?  It is called The Entrepreneur’s Blueprint… 
 
The Entrepreneur’s Blueprint: 
A person on a journey tells themselves a story and develops passion and purpose, experience, and 
expertise.  They are captured by an opportunity and decide to entrepreneur.  They discover clarity 
and velocity, along with branding and positioning, learning how to execute with intelligence.  They 
cultivate success as they care for themselves and those they love, ever growing and giving back. 
 
Notes: 
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  The Entrepreneurial Ecosystem… 
 
o Setting the Stage:  The Gig Economy, Side Hustles, and Entrepreneurship 

o The size of the global economy: 
o About $80 trillion in 2018 (https://www.visualcapitalist.com/).   
o What is your piece of that? 

 
o The size of the gig economy: 

o About 36% of the US workforce is freelancing, 
o 98% of the entire economy in first world & developing world countries like Canada 

and the USA are impacted by digitization.  The gig economy & digitization go hand 
in hand. 

o The gig economy is estimated at $3.7 trillion (Staffing Industry Analysts, 2017), 
o What is your piece of that? 

 
o Despite start-up culture gaining visibility from hoodie-wearing CEOs, entrepreneurship has been 

declining for decades.  The number of new businesses in America has fallen by nearly half 
since 1978, according to the Brookings Institution.  Lots of rich countries have seen similar 
declines.  The Fraser Institute compared 2001 with 2014 and found that start-up creation dropped 
by 20.3% in Australia, 18.6% in America, and 7.5% in Britain.  In Canada, the rate of small business 
start-ups declined by 13% since the early 2000s.  This creates MASSIVE OPPORTUNITY for YOU! 
 

o Entrepreneurship won’t die, but it is an endangered species.  The baby boom has passed, and 
millennials are half as likely to start a business as those over 50, according to Gallup.  Why is 
entrepreneurship struggling so much?   

o The changing world with Big Box Retail in the physical and digital worlds…  
o There are other obstacles, like government regulation… 
o It’s hard to start a business.  It’s lonely.  It’s irrational.  Essentially you work 90-100 hours a 

week for yourself to avoid working 40 hours a week for someone else.   
o But that’s the beautiful thing about entrepreneurs.  They crave independence.  The 

number-one reason entrepreneurs love running their business is freedom to make their 
own choices.   

 
o Let’s expand our entrepreneurship definition beyond Silicon Valley stereotypes.  Entrepreneurs 

are often immigrants making ends meet for their families.  Despite  
declining entrepreneurship rates in general, immigrant-owned businesses in Canada and 
the USA have increased.  43% of Fortune 500 companies were founded by immigrants or 
their children.  Entrepreneurs also include new mothers who want more time at home.  75% 
more females than males report working from home as their main reason for starting a business. 
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o So, are you ready to launch into this landscape, make an impact, and soar?  It won’t be easy, but 
it can be done if you follow The Entrepreneur’s Blueprint and are willing to respect the grind, 
hustle, and outwork the person sitting next to you.  In research studies, when asked to 
describe significant regrets in their lives, more than 8 out of 10 people focused on actions they 
did not take rather than actions they did.  In other words, they focused on things they failed to 
do rather than on things they might have failed at doing…WOW!!  There are ALWAYS people who 
say it cannot be done! 

 
 

“They” Said It Couldn’t Be Done… 
History is filled with predictions that were so wrong they appear ludicrous in hindsight: 
o “This ‘telephone’ has too many shortcomings to be seriously considered as a means of 

communication.  The device is inherently of no value to us.”  Western Union internal memo, 1876. 
o “Not within a thousand years will man ever fly.”  Wilbur Wright, 1901 
o “The wireless music box has no imaginable commercial value.  Who would pay for a message 

sent to nobody in particular?”  David Sarnoff’s associates in response to his appeal for investment 
in radio broadcasting in the 1920s. 

o “The horse is here to stay but the automobile is only a novelty – a fad.”  The president of the 
Michigan Savings Bank advising Henry Ford’s lawyer not to invest in Ford in 1903. 

o “You’d better learn secretarial work or else get married.”  The head of Blue Book Modeling 
Agency, speaking to Marilyn Monroe, 1944 

o "Television won't last because people will soon get tired of staring at a plywood box every night."  
Darryl Zanuck, movie producer, 20th Century Fox, 1946 

o "We don't like their sound, and the guitar is on the way out.  The Beatles have no future in show 
business.”  Decca Recording Company on declining to sign the Beatles, 1962 

o "It'll be gone by June."  Variety Magazine on Rock n' Roll, 1955 
o “The concept is interesting and well-formed, but in order to earn better than a ‘C’, the idea must 

be feasible.”  Yale University professor in response to Fred Smith’s paper proposing reliable 
overnight delivery service.  (Smith went on to found FedEx.) 

o “640K ought to be enough for anybody.”  Bill Gates, 1981. 
 

o “So, we went to Atari and said, ‘Hey, we’ve got this amazing thing, even built with some of your 
parts, and what do you think about funding us?  Or we’ll give it to you’.  We just want to do it.  
Pay our salary, we’ll come work for you.  And they said, ‘No’.  So then we went to Hewlett 
Packard, and they said, ‘Hey, we don’t need you. You haven’t got through college yet.’”  Apple 
Computer founder Steve Jobs on trying to get Atari and HP interested in his and Steve Wozniak’s 
computer. 

o “Children just aren’t interested in witches and wizards anymore.”  Publisher, writing to J.K. 
Rowling, 1996. 

o “There’s no chance that the iPhone is going to get any significant market share.  No chance.”  
Microsoft CEO Steve Ballmer, 2007 
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Notes: 
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Breakout Groups >> “Goals, Gifts, and Giving”: 
o Group of 3-4 

o Share your personal and business goals, describe the gifts you offer to the world, and share how 

you want to give back… 

o Share your personal and business goals:          

               

               

               

               

               

               

               

               

                

 

o What gifts do you offer the world?           

                

               

               

               

               

               

                

 

o How do you want to give back?           
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A Person on a Journey… 
 
o YOU ARE A PERSON!  This means you have worth, possibility and value far beyond: 

o Your Status – i.e., class, education, social location.  You are not your status! 
o Your Net Worth - You are not your net worth! 
o Your Past - You are not your past! 
 

o You are a person who is on a JOURNEY.  There is SO MUCH WISDOM and POWER in your 
journey: 

o My life experiences are my superpowers. 
 I am grateful for the pain because it made me raise my game. 

• I am the hero in this story, and resilience is my secret weapon. 
 

o Wisdom FROM Your Journey: 
o Each one of us is on a different path and has a different journey, 
o There is no value in comparing your journey to someone else’s, 
o You are not responsible for your journey as a child, but as an adult, you are 100% responsible,  
o Your journey has all the strength you need.   

 
o The Life-Changing Revelation?  My journey has all the strength I need in every area of my 

life.  Your journey has all the strength you need, for every area of your life.  Your experiences 
in the past qualify you for the present. 

 
Notes: 
                 

               

               

               

               

               

               

               

               

               

               

               

                

  

18



Breakout Groups >> “Superpower Brainstorm”: 
o Group of 3-4 

o Your Origin Story…  Every superhero has an “origin story”.  This origin story is often a narrative of 

adversity and tragedy, and yet accomplishment and triumph.  Our history often contains pain 

and woe, yet also, possibilities and wins.  Who you are today is the sum total of all of it.  Your 

history has made you who you are. 

 

o Unique Advantage:  The superpowers you have acquired from your story give you a unique 

advantage in the marketplace. 

 

o Describe your origin story:            

               

               

               

               

                

 

o In what specific ways have you seen triumph come from tragedy, and possibility come from pain: 

               

               

               

               

                

 

o Share the superpowers you have acquired as your origin story has played out.  Be specific:  What 

experiences provided you with which superpowers?  And what unique advantages do you have 

in the marketplace now?           
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Tells Themselves A Story… 
 
o You have your superpowers that you have acquired from your story, now it’s time to turn that 

into a story you can tell to attract your audience. 
  

o Pivotal Moment… 
o Creating CONNECTION 
o You are the expert and qualified because this is your experience that you’ve made it 

through! 
  

o What you care deeply about vs what’s trending… 
 

o What do people care about vs what do I know so much about? 
 

o Starting With Them vs. Starting With Me: 
o Where is their pain?  Empathy. 
o People want to know: 
 Do you care? 
 Do you see me? 
 Do you understand me? 
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o What Is The Problem You Can Solve? 
o Coming in to serve. 

  
o The Makings Of A Hero: 

o You are about to create a HERO!  Someone who can overcome incredible odds and rise 
above.  

 
o Hook!  Catching the Hero: 

o A good hook speaks directly to the reader and gets them to stop scrolling. 
o “That’s ME!” 
o Short and Clear. 

 
o Examples: 

o “The X Best Ways To     Without     .” 
 “The 10 Best Ways To Get Rich Without Working A 9-To-5.” 

 
o “You’re Running Out Of   And How To Fix It For   .” 

 “You’re Running Out Of Time!  Here’s How To Avoid Missing Out For Women Over 
60.” 

 “You’re Running Out Of Money!  What Should You Do Next?  For Young 
Entrepreneurs.” 

 
o “We Need To Talk About     , It’s A    .” 

 “We Need to Talk About Budgeting.  It’s a Necessary Evil.” 
 “We Need to Talk About the Elephant in the Room.  It’s Hurting You.” 

 
o “You’ll Be     If You Miss This     .” 

 “You’ll Be Sorry If You Miss This Guide To Writing The Best Headlines.” 
 “You’ll Kick Yourself If You Miss This Chance To Try Our New Course.” 
 “You’ll Be In Hot Water If You Miss This Guide To Celebrating Valentine’s Day.” 

 
o “Try     And Get       .” 

 “Try Pilates and Get a Six-Pack.” 
 “Try Soy Milk and Save Cows.” 
 “Try Changing Your Sleep Patterns and Get More Done.” 

 
o “How To     Without      .” 

 “How To Lose 20 Pounds Without Exercising.” 
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o Story - Igniting the Hero: 
o A good story includes a “Pivotal Moment”: Crucial moments that lead them on a strategic 

journey.  These are NOT bunny trails. 
o The perils and failure. 
o The awakening. 

 
o Offer - Creating the Hero: 

o A good offer is clear on your solution. 
o What do you want them to do now that they have heard your story? 
o They don’t know what you want them to do unless it’s clear.  

 
Notes: 
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Breakout Groups >> “A Story That Attracts An Audience”: 
5 Breakout Questions: 
1. If you could choose one pivotal story to share to connect with your audience what would it be? 

               

               

               

                

 

2. When you wake up in the morning, what makes you passionate?  What motivates you?  What 

drives you?              

               

               

                

 

3. Is there something from your pivotal story and your passion that you notice is a pain point or a 

problem to solve in society?  What is it?  What is the problem you can solve?    

               

               

               

                

 

4. Create a Hook for your story and share with your group.  Would this cause YOU to STOP 

scrolling?              

               

               

               

                

 

5. Create a clear Offer from your story and share with your group.  Is it clear?     
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And Develops Passion & Purpose, Experience & Expertise… 
 
Passion & Purpose: 
o Don’t ask yourself what the world needs.  Ask yourself what makes you come alive, and do that, 

because the world needs people who have come alive! 
 

o Everything in our lives flows from our passions.  No two people have the same heartbeat 
physiologically, and we each have a unique emotional “heartbeat” that races when we encounter 
things that interest us.  We instinctively feel deeply about some things and not others.  Your born-
for motivational bent serves as an internal guidance system for your life.  Your calling is what 
unlocks your Passion. 

 
o How Do You Discover Your Passions? 

• What makes me glad, sad and mad? 
• What makes my heartbeat and what drives me? 
• What puts meaning and value into my life?   
• If I could do anything, what would it be? 

 
o Albert Schweitzer said, "The tragedy of life is what dies inside a man while he lives”.  We all have 

a sense in our hearts as to what we are called to do with our lives.  This is a “heart sense”, this 
calling, answers the question of, Why Were You Born?  When we figure out why we were born 
and do that, we will walk in blessing.   

 
o We all need to ask this question: What is my job on this planet? What needs to be done, that 

probably won’t happen unless you take responsibility for it? 
 

o Abundance always flows from alignment.   
 

o How Do You Clarify Your Purpose? 
o Passion – what are your passions? 
o Ability – what are your competencies? 
o Personality – where do you fit? 
o Opportunity – where are the openings? 
o Relationships – where is the synergy? 

 
Experience & Expertise: 
o No experience should ever be wasted.  We are the combined total of every relationship we’ve 

experienced, every situation we’ve been in, and every struggle we’ve been through.  Every event 
is a learning opportunity, each difficulty is for development, and every pain can be a gain.  Pain is 
mandatory, but misery is optional.   
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o There is incredible treasure waiting inside each one of us.  The world needs what you have. The 
dreams and inspiration and gifts and aspiration inside of you can light the way, heal the wounds, 
solve the problems, and meet the needs of many people.  

 
o Treasure in the trash…  

o The greatest thing we can do with our trash-type experiences is to find the treasures 
in them.  Find the treasure in the trash!  Life doesn’t happen TO you, it happens FOR 
you… 

 
o Take a Fresh Look at Your Journey: 

1) WHAT HAVE I EXPERIENCED?  THE TRASH: 
• What Are My Past Successes & Failures?  My Highs and My Lows? 
• What Has Been My Education, Roles, and Work History? 
• What Grief and Pain Have I Walked Through? 
• What Struggles Have I Overcome? 

 
2) WHAT HAVE I LEARNED?  THE TREASURE: 

• What I learned from my journey about overcoming pain and difficulty… 
• What I learned from my journey about fulfilling my dreams… 
• What I learned from my journey about health and wellness… 
• What I learned from my journey about healthy relationships… 
• What I learned from my journey about spirituality and values… 
• What I learned from my journey about leadership & influencing others… 
• What I learned from my journey about making money and success… 

 
3) HOW WILL I SHARE IT?  THE TELL.  Never de-value your life experience and even the trash 

by not leveraging them to offer support and encouragement to others.  Give the gift of your 
journey to others!  People don't care about your money, fame, or success.  They care 
about your scars… 
o Share with others what you have experienced and lived through.  
o You will be replenished when you see how your scars heal, empower and refresh others.  
 People don't care about your money, fame, or success.  They care about your scars.  I 

love the image of this lion, because though he is scarred, he is still a lion!  His scars only 
make him more dangerous!  Your scars do the same for you!
 My wounds are my weapon! 
 My scars are my solutions! 
 My trauma is my treasure! 
 My grief is my gift! 

 My pain is my possibility!  
 My bruise is my blessing! 
 My failure is my fortune! 
 My story is my superpower
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Notes: 
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Breakout Groups >> “Passion and Purpose Check-In”: 
 
1. Discovering Your PASSIONS.  Pulling together everything we have looked at so far, what are 

your key passions?             

               

               

               

               

               

               

               

               

               

               

               

               

               

                

 

2. Clarifying Your PURPOSE.  Pulling together everything we have looked at so far, why are you 

“here”?  What is your purpose on the earth, in both life and in business?     
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They Are Captured by an Opportunity… 
 

o Somewhere along the way, in looking at their journey, the entrepreneur begins to get 
captured by an opportunity.  An “opportunity” can be a need or gap in the market, or a 
problem to be solved.  It can be a cause or an enterprise.  But the entrepreneur is captured by 
an opportunity. 
    

o Now, according to the dictionary, an opportunity is, a set of circumstances that makes it 
possible to do something.  It is an occasion or situation that makes it possible to do something 
that you want to do.  It is often some sort of favorable intersection of circumstances, and so it 
creates a situation in which it is possible for you to do something that you want to do.   

 
o The entrepreneur takes a fresh look at their journey, and they realize in the trash of their 

experiences is the treasure of their learnings, which provide solutions they can market to 
the world.  In the trash of your experiences is the treasure of your learnings, which 
provide solutions you can market to the world. 

 
WHAT THEY EXPERIENCED - THE TRASH: 

• What Are My Past Successes & Failures?  My Highs and My Lows? 
• What Has Been My Education, Roles, and Work History? 
• What Grief and Pain Have I Walked Through? 
• What Struggles Have I Overcome?  

 
WHAT THEY LEARNED - THE TREASURE: 
In looking at their journey, experiences, and 
education, entrepreneurs can be captured by an 
opportunity:  a cause to pursue, a need to meet, a 
gap to fill, or a problem to solve in the following 
areas: 

o Physically, 
o Emotionally, 
o Mentally, 
o Spiritually,  
o Relationally,  
o Financially, 
o Professionally,  
o In Community 

 
New technology or innovation may or may not be part of how these gaps are filled. 
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Notes: 
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Breakout Groups >> “Market Research”: 
 

o There is often a gap between what we think the market needs, and what the market actually 

wants.  Also, there can be a gap between how much we think the market will pay, and the 

reality.  The only way to close that gap is through trial and error, along with authentic 

conversations.  Ask the following market research questions with the members of your group 

about your solution, and let them ask you the same… 

 

1) When it comes to [fill in the problem you want to solve] what are your biggest challenges?  

               

               

               

                

 

2) What is the biggest pain points you have with [fill in the problem you want to solve]?   

               

               

               

                

 

3) What do you think would be the 3-5 most benefits people would receive if they overcame [fill 

in the problem you want to solve]?           

               

               

                 

 

4) If I put together a solution for helping you overcome [fill in the problem you want to solve], 

what would you like to see in that, and what delivery method would work best?  For example, 

a book?  One on one coaching?  Group coaching?  Online course?  Live workshop?  Etc.   
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5) How much would you realistically pay to solve this problem?       

               

               

               

                

 

6) Taking all this info, the entrepreneur also needs to ask themselves about the revenue structure 

of their business model, including revenue flows around seasonality and time of year, 

recurring revenue models, membership programs, and number of clients required at different 

price points to hit their overall revenue target.  In other words, the entrepreneur should fill out 

their revenue model and value ladder, as much as possible, at this point:     

               

               

               

               

               

               

               

               

                

 

7) Lastly, the entrepreneur list all the information and research they have now on their overall 

cost structure.  In other words, what will it cost to run their business, including both fixed costs 

and variable costs?             
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And Decide to Entrepreneur… 
 

o There is something about deciding to entrepreneur (BOTH A VERB AND A NOUN).  The 
biggest single reason people do not make this decision in my experience, and the reason 
many people do not take advantage of opportunities right in front of them, is the fear of 
failure. 
 

o But failure does not disqualify you from success.  Let me re-frame this:  Being a SUCCESSFUL 
entrepreneur is not about being a PERFECT entrepreneur.  Perfection is NOT required. 
 

o Many would-be entrepreneurs are stuck because they are so afraid of NOT being perfect.  In 
other words, the fear of failure holds many people back from making the decision to 
entrepreneur. 

 
o The reality is that every entrepreneur, at one time or another, has “failed”.  When you fail, "fail 

forward".  This is in line with a Japanese Proverb: “Failure teaches success.” 
 
o "Discovery-Driven Learning":  Research shows the most successful entrepreneurs have 5 

major course corrections before they hit a solid growth trajectory. 
 

o Failure is an event, not a person.  We all “fail”, and the best fail their way to success. 
 
 
Notes: 
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They Discover Clarity and Velocity… 
 

o Your journey makes all things clear… 
 

o When my mission is made clear in my heart it can manifest in my life. 
 

o You FINALLY start MOVING and creating MOMENTUM! 
 

• In Business, It Is Critical You Understand Your Niche… 
 

• In Its Core, Every Business Must Answer These Questions: 
o What’s the problem I want to solve? 
o What are the questions I want to answer? 
o What are the wounds I want to heal? 
o Who is my target audience? 
o What does “success” look like for them? 

 
o The “FOCUS Niche Model” Enables Us To Do That! 
 
o The “FOCUS Niche Model”: 

1. “F” – FOCUS, or WHAT is the specific problem you want to solve? 
2. “O” – OBJECTIVE, or WHY do you want to solve THIS problem?  
3. “C” – CUSTOMER, or WHO do you want to solve it for?  
4. “U” – UNDERSTAND, or WHERE are your customers’ pain points? 
5. “S” – SOLUTION, or HOW will you solve this problem in a step-by-step way? 

 
o The “FOCUS Niche Model”: 

1. “F” – FOCUS, or WHAT is the specific problem you want to solve? 
 
Start with the TOP 7 SUB-MARKETS WITHIN THE PERSONAL DEVELOPMENT MARKET… 
 Overcoming Adversity, Resilience, Transition, and Recovery 
 Inspiration and Fulfilling Your Dreams  
 Health & Wellness 
 Relationships 
 Spirituality 
 Leadership 
 Financial and Business Success 

  

35



Start with the TOP 7 SUB-MARKETS WITHIN THE PERSONAL DEVELOPMENT MARKET.  Then 
go deeper… 
 
 

2. “O” – OBJECTIVE, or WHY do you want to solve THIS problem?  
 
 

3. “C” – CUSTOMER, or WHO do you want to solve it for?  
Look At Both Demo and Psycho… 

o Demographics: Statistical data relating to the population and particular groups 
within it. 

o Psychographics: The study and classification of people according to their attitudes, 
aspirations, and other psychological criteria, especially in market research. 

 
 

4. “U” – UNDERSTAND, or WHERE are your customers’ pain points? 
Pain Point:  A pain point is a specific problem that prospective customers are 
experiencing.  You can think of pain points as problems you customer is experiencing, 
wounds they are feeling and adversity they are facing. 

 
Questions Uncover Pain: 
Logic-Based Questions: 

• What is the issue you have with the current outcomes you are experiencing with    
    ? 

• How does your current approach impact your life at large? 
• What options have you considered in addressing this “pain point?” 
• What if there was a solution to this pain point?  What benefits would you see? 

 
Emotion-Based Questions: 

• What feelings arise when you think about   ? 
• What fears arise when think about     ? 
• What frustrations arise when you think about   ? 

 
• What would you feel if you solved this challenge?  Be specific. 

 
Outcome-Based Questions: 

• Who in your life is most affected by this struggle?  Why? 
• Why not just “do nothing”? 
• What has stood in the way of finding a solution to this issue? 
• What is the single greatest change that would occur if you overcame this? 
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5. “S” – SOLUTION, or HOW will you solve this problem in a step-by-step way? 
 
o You want to answer this question and create a CLARITY STATEMENT:  

“I help (target customer) to (solve this problem) with (this step-by-step solution).” 
 
 
Examples of a “CLARITY STATEMENT”: 
• “I help busy professionals to organize their lives and be more effective with my online 

course on “9 Hacks Of The Most Productive People Which Anyone Can Do.” 
• “I help health-conscious individuals to consistently obtain healthy nutrition with my online 

course on “7 Surprising Secrets For Healthy Living, and Looking Like It.” 
• “I support peace of mind and anxiety reduction in children and youth with my online 

course on “Breaking Free of Fear.” 
• “I help female managers to go to the next level in their career with my online course on 

“Breaking The Glass Ceiling Without Wrecking Your Life.” 
• “I support wealth generation and preservation with my online course on “8 Secrets To 

Wealth Preservation” for high net-worth individuals.”  
• “I help sleep-deprived people to have amazing sleeps with my online course on “Live Like 

An Adult While Sleeping Like A Baby.” 
 
Now, you try… 
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Breakout Groups >> “Write A Clarity Statement For Your 
Business”: 

 
o Create a CLARITY STATEMENT for your business:  

“I help (target customer) to (solve this problem) with (this step-by-step solution).” 
 

o Ensure that it includes 3 elements: 
1) Customer 
2) Problem 
3) Solution 

 
 
My Business Clarity Statement... 
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Along with Branding and Positioning… 
 
o You’ve discovered your journey and nailed down your story.  You know your passion and 

purpose, and you see the opportunity.  You’ve decided to venture out and go after it!  You have 
clarity on your niche, and a Clarity Statement to prove it… 

 
o Now what?  Now you need to get the word out. 

o You need to know how to BRAND it all. 
o You need to know how to POSITION yourself in your market. 

 
Things To Know About Branding: 
1. Branding makes what you do UNDERSTANDABLE and RECOGNIZABLE.  
2. Branding isn’t just about colors: 

o How do you want people to FEEL? 
o Then, what colors, words, pictures will express that? 
o Sometimes YOU are the brand. 

3. Branding creates trust.  That is why it is important to stay consistent with your brand. 
4. Branding helps you stand out.  Words in your branding can do this.  Who do you think of when 

you hear, “Just do it”, or “Have you had a break today”?  That’s branding.  
5. Branding creates connection to you and your services. 
 
 
Get Clear On Your Brand Identity: 
o The personality of your business: Energetic, professional, creative… 
o The culture of your business: Progressive, foundational, trendy… 
o The vibe of your business: Fun, relaxed, edgy, “get down to business”… 
o The way you treat customers: Words you use to communicate… 
o The look of your business: How you want people to see you… 
 
 
Ways To Create Your Brand And Position: 
1. A logo, 
2. Choose your focus, 
3. Colors, 
4. Pictures, 
5. Create a mantra, 
6. Common words you will use or slogan. 
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o Branding is about defining who you are as a business. 
 

o Your brand is about what others say about you when you’re not in the room. 
 

o Think about recognizable brands you know regarding their color, slogan, images, pictures, or 
design.  In your view, what works well?  What doesn’t?  

 
 
Notes: 
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Breakout Groups >> “Branding Breakthrough”: 
 
Discuss the following: 

1. Your brand is about what others say about you when you’re not in the room.  What positive 

things would you share about one another if they weren’t in the room?  Share with one 

another to help them identify your brand.  Identify words and themes to help narrow down 

their brand:              

               

               

                

                

 
2. Share what you want your brand to FEEL like to your dream customers?    

               

               

               

               

                

 

3. From that feeling you desire, give each member in your group a brainstorm and feedback on 

what messaging, words, colors would work well for their brand:      

               

               

               

                

 

4. Individual work: Now that you have a Clarity Statement for your business, think about the 

colors, images, look and feel, personality, culture, and vibe that you want your brand to 

represent.  Write it down here:            
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Learning How to Execute with Intelligence… 
 
Social Media Part 1 
 
Know Your Audience 
At a minimum you should know: 
• Your ideal client’s problems 
• Their desired outcomes 
• Their demographics 
 
You’ll also want to understand their psychographics: 
• What makes them tick? 
• How do they view the world? 
• What transformation they desire? 
• What are their interests? 
• What gets them excited? 
 
Here’s the thing: Having hundreds of thousands of social followers or email subscribers can give 
you a confidence boost BUT are all those people engaged with you and taking action when you 
post an offer?  If not, you’re trying to please too many people at once, which will only lead you to 
becoming frustrated with your business. 
 
 
Choose Your Colors 
The most impressive and memorable IG feeds are those that have a cohesive look and design.  
Colors play an important role in your design, but you’ll need to have your own brand figured out 
first.  At a minimum you should choose: 

• 1-4 brand colors 
• 1-2 brand fonts  
• Logo 

 
If you do not already have these items, it’s time to start thinking about: 

• What colors do you want people to associate with your brand?  
• What emotions do you want to evoke when people discover your IG feed or website? 
• What is your overall brand message? 

 
Colors can influence human behavior.  Here’s a summary of what our basic colors mean: 

• Blue: trust, calm, faith, stable, power 
• Red: love, passion, anger, hunger, energy 
• Black: bold, rich, power, mystery, elegance 
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• Green: natural, eco-friendly, soothing, envy, balance 
• Yellow: cheer, energy, optimism, fresh, warmth 
• Orange: health, thirst, wealth, youthful, happiness 
• Pink: tender, sensitive, caring, emotional, sympathetic 
• Purple: royal, arrogant, luxury, creative, mysterious 

 
 
Select Your Filters 
Here are some popular image-editing apps to explore: 

• VSCO: Great for filters for a consistent look, saturation, exposure, and contrast 
• Snapseed: Great for small details and bright colors 
• A Color Story: Great for bright whites and bright color 
• Canva : Great if you are not tech savvy 

 
Just because you have images to post doesn’t mean that EVERY single one should make the cut.  
In fact, your brand image and the look of your feed will both benefit if you use discretion in 
choosing your photos.  Some image DON’Ts include: 

• Poorly lit photos – If a filter can’t fix the poor lighting, scrap the photo.  
• Text-heavy promo graphics – If it’s too wordy no one will read it. 
• Posting ONLY promotions or photos your products – Yes, you’re looking to get new clients 

and make sales, but you’ll bore people if you don’t mix up your content. 
 
 
BONUS TIP: Choose a signature “thing.”  What are you inspired by?  What do you do on the 
regular that others might be inspired by (i.e., cooking a healthy lunch or a specific morning 
routine you can document each day)?  Do you have an obsession with something different or 
interesting?  Like a specific Starbucks drink, or are you in love with a quirky hobby or item?  
 
 
Create Your Content 
Many people think content only involves writing but especially when you’re using Instagram your 
visuals are your content, coupled with your captions.  So, thinking about your images, what kind 
of content do you want to post?  

• Selfies? 
• Lifestyle shots (maybe from a branded photoshoot)? 
• Flat lays? 
• Quote graphics? 
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To make your scheduling easier, consider posting one type of content each day of the week.  Then 
you’ll get into a publishing habit, and you won’t have to question what to publish because it will 
be scheduled already.  Think of these as “Theme Days,” where you might post a motivational story 
every Monday (as “Motivational Monday”) or always post educational content on Tuesdays as 
“Marketing Tip Tuesday.” 
 
To make this simpler, identify 3-5 themes your content will fall into.  These themes should reflect 
what you teach in your business. 
 
 
Select Your Posting Schedule 
Rather than just “winging it” and hoping for the best, if you have a Business Account, take control 
and look at your Instagram Insights. 
 
Visit Instagram Insights by tapping the bar-chart icon on the top right of your profile page.  Look 
under “Audience” tab to find information on when most people are accessing your content.  
Under the Followers section, you’ll also find information on times of day and days of the week 
most people are looking at your content. 
 
 
Optimize Your Bio 
Your bio is valuable real estate on Instagram simply because it’s the first thing people see on your 
profile page, so make sure you make the most of it by including the following: 
• Profile Photo 
• Your Name 
• Your Username 
• Business Category 
• Call to Action 
• Link 
• Location 
• Contact 
 
Use Your IG Highlights Feature 
How to Create a Highlight from an Active Story 

1. Tap on an Active Story so you can view it. 
2. Choose the last option, labeled Highlight. 
3. Hit the plus icon to save your story as a Highlight. 
4. Create a name for the new Highlight. 
5. Tap the Add button. 
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Why are highlights important? 
• Stories are temporary 
• Showcase your products and services in a structured way 
• Tell an ongoing story 
 
 
Craft Your Captions 
Captions are the text that accompany your image.  Images will help you capture someone’s 
attention, but captions will keep it – and lead them to action and turn them into actual paying 
clients! 
 
Most importantly, you want to bring your voice and personality into each caption.  You want your 
words to sound like you and the way you speak naturally.  If you write more formally than you 
speak, your words will sound forced.  Likewise, if you add curse words into your captions because 
everyone else is doing that, it will also sound forced.  Write your captions as if you were speaking 
to your best friend. 
 
If you’re not sure about how to capture your natural voice, answer these next few questions and 
do the exercises:  

• What’s your ‘natural’ personality?  Are you fun and upbeat?  More serious?  Sarcastic?  
Witty?  Light and bubbly?  
 

• Think about who you naturally are and how you come across to others naturally. Write 
down 3-5 adjectives that describe your personality.  If you’re unsure how you come across 
to others, ask some trusted friends or business peers. 

 

• How do you speak when in conversation with a friend? 
 

• Think about how you’d talk to a close friend and write from that place, so your writing 
seems more natural. 
 

• Practice writing your captions in Google Docs using the ‘Voice’ option to capture your 
natural way of speaking. 
 

• How are you already showing up on other platforms (if you use others)?  You’ll want to 
make sure this voice matches your brand and carries throughout everything you post on IG 
and everywhere else. 

 

• Remember it’s okay and encouraged to show your personality because your ideal clients 
want to get to know YOU.  They aren’t actually on IG to be sold to – they’re there to be 
inspired, educated, and entertained.  Show off your personality and your tribe will naturally 
find you. 
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• Don’t just sell your offers–sell who you are, your story, your message and your why.  Focus 
on building a trusted relationship with your followers and they will eventually turn into 
paying customers and coaching clients. 

 
 
Why is writing captions in your own voice so important?  It will help you: 

• Build better, more authentic relationships with potential customers because they'll feel like 
they're getting to know the real you (and they are!) 

• Score more comments, which boosts you up in the Algorithm.  People don’t want to chat 
with a robot; they want to converse with a real person who is approachable and is willing to 
answer their questions in a timely manner.  Writing in your own voice will come across as 
natural and will attach a real person to your brand image. 

• Stand apart from others in your field or niche.  People will remember you and will continue 
to look at your stuff or seek out your new posts, simply because you’re using your 
authentic, personal voice instead of a more formal, fake, ‘business’ voice.  Your own style 
will also shine through; instead of doing what all the other coaches are doing, go in your 
own direction by adding your personality to each post. 

 
Here are a few prompts you can use to kickstart some captions.  If they ‘fit’ within your themes (or 
even if they don’t, but they feel fun for you!) give them a go: 
 
 
INSPIRATION: 

• What’s something you learned from someone else recently that you wholeheartedly agree 
or disagree with? 

• Why do you do what you do?  
• What do you stand for?  
• Why do you sell the specific programs, products, or courses you do?  Let people know! 
• What’s happened to you in the past week?  (Try to tie it back into your brand message or 

what you teach/do) 
• Your hopes and dreams.  What’s your vision for your business and life?  Tell your people so 

they want to come along for the ride – and make sure to keep them updated along the 
way. 

• Don’t forget about showing off your client wins.  This will inspire viewers and when people 
are inspired, they’re more likely to act (and reach out to you!) 

• Share your support for a charity or a cause. 
• Ask questions, such as: 

o “What book or movie had a life-changing effect on you?”  
o “Who would you most want to have dinner with and why?” 

• Share the best business advice you ever received and how it made an impact on your 
business.  
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ENTERTAINMENT: 
• Upcoming plans.  What are you working on or preparing for (either personally or 

professionally)? 
• What do you and your customers have in common?  Make an effort to share that.  

Examples include: Movies and music, quotes, favorite things, food, beverages, places, 
people. Get creative! 

• Incorporate a lesser known ‘holiday’ into your brand.  Does National Popcorn Day or 
National Redhead Day fit your image?  You can find one of these lighthearted holidays for 
nearly every day of the year. 

• Host a contest. 
• Host a flash sale. 
• Ask questions, such as: 

o “Who was your childhood crush?” 
o “What was your favorite vacation and why?” 
o “What’s on your bucket list?” 

• Post a close-up photo of anything (your product, a tool, flower, etc.) and ask people to 
guess the item. 

• Around the holidays ask your followers about their favorite holiday memories, food, 
traditions, etc. 

• Share your milestone celebrations, such as a business anniversary, book, or product launch, 
or your 25th wedding anniversary. 

• Share your team spirit, whether professional league, college level, or your child’s local 
sports team. 
 
 

EDUCATION: 
• Build trust and increase credibility by showing up as the go-to, sought-out expert in your 

niche by sharing:  
o Tips and tricks 
o Techniques 
o Mini ‘how-to’ guides (similar to your email lead magnets) 
o Free advice 

• Share what you’re up to that reinforces you’re an expert, for example: 
o Write a caption about that time you hosted a webinar for 500+ people or rocked the 

stage for the first time. 
o Always include a teachable moment–aka what you learned as a result. 

• Showcase the results clients achieve when they work with you or buy a program. 
• Answer each of your Frequently Asked Questions in a separate post. 
• Toot your own horn and explain why you’re the premier coaching choice versus others in 

your industry. 
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• If you’ve been interviewed in any form of media, share those interviews.  You’ll build 
credibility and your interviewer will appreciate the traffic you send. 

• Ask questions where you can give free advice but also mention your products or programs 
as solutions.  Frame the question around your market’s pain points, like: 

o “What’s the number one roadblock to reaching the success you desire?” 
o “What’s the number one excuse that prevents you from reaching your health goals?” 

• Share an interesting statistic about your industry and how this may affect your followers. 
• Share a new trend in your industry and the reasons your followers should or should NOT 

jump on the bandwagon. 
• Debunk myths or misconceptions about your industry. 

 
 

Include Calls-to-Action 
Call-to-action ideas include: 

• Click the link in bio (IG) 
• Tag a friend who [needs to see this / you’d bring to this event / some-other-action] (IG) 
• Hop on over to the blog 
• Share your thoughts / ideas below 
• Ask a question (i.e., “What do YOU think of Facebook’s new “Story” feature?”) 
• Leave a comment or emoji below (IG) 
• Ask them to DM specific word if they’re interested in [blank]. (Make the word applicable to 

your offer!) (IG) 
• Vote for your favorite [insert item here] in the comments 
• Create a sense of urgency. Use phrases like: 

o 24-hour flash sale 
o Hurry up! 
o Limited time offer 
o Available to the first 50 customers ONLY 

• Tease your followers about [upcoming launches, big announcements, industry news, etc.] 
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Pro Tips for Writing CTAs (Call to action): 
1. Don’t be vague or wishy washy.  Tell the viewers exactly what you want them to do.  
2. Use strong action verbs, such as, “buy now”, “click on link in bio”, “tag a friend”, etc. 
3. Convey the reason for WHY they should take action.  What will they receive in return?  

What’s in it for them:  A solution to a problem?  A connection?  A meaningful conversation?  
 
Another pro tip: Don’t aim for perfection.  It’s much more important to start posting consistently 
to your social media accounts as you learn about Highlights and get practice writing captions and 
CTAs. 
 
 
Why You Should Use Stories 
IG  and Facebook Stories should supplement your feed and tell a bigger story – about who you 
are, what you believe in, and what you help people with.  Stories are great for behind-the-scenes 
content and true, in-the-moment experiences or updates. 
 
Stories are also great for sharing anything else that’s timely, such as a cart close, sale ending, or a 
webinar you’re hosting that day or week.  Search for some appropriate filters to highlight your 
message and watch your timing so that the Story expires at the same time your sale ends. 
 
One important note: Your Story images do not have to be the same images from your grid.  In 
fact, it’s much more interesting if they are completely different!  Consider your grid the place for 
posting evergreen content and your Story is the place for more timely information.  Or you can 
showcase the ‘behind the scenes’ action to achieve one of your fabulous grid photos. 
 
BONUS TIP: If you’re nervous about going on video, a fun thing about Stories is that you can 
choose from 100s of filters.  Which means you don’t need to obsess over “looking perfect” before 
you show up.  Just put on a filter and press record!  And if you don’t love it, it’ll expire in 24 hours 
anyway –unless you choose to add it to your highlights! 
 
Here are a few things to think about when deciding what to share on Stories to get seen and get 
new clients: 

1. Not all stories have to be video – or include you talking to the camera at all.  You can also 
share photos.  

 
2. You can promote your business by: 

o Announcing new content, such as a new post on your feed, a new blog post, podcast 
episode, or media interview 

o Showcasing a webinar 
o Announcing or providing details about a new offer 

  

50



3. Repost content from other businesses, such as: 
o Relevant content that compliments your brand 
o Funny or relatable memes (if it makes sense for your brand) 
o Industry news that can be useful or valuable to your audience 

 
4. Use polls to get your audience’s opinion – and their attention: 

o Survey your audience about something in your personal life (if it makes sense for 
your brand – and without airing your dirty laundry!) 

o Survey them about something business-related, such as: 
▪ What topics they’d like to see in an upcoming piece of content? 
▪ Questions they have about [X] topic 
▪ Ask them to click YES to receive more information on something you’re 

creating (i.e., “Who wants more details about the webinar?”) 
 

5. Promote your products by showing them in action: 
o Give a sneak peak of something you’re working on in your business, such as a: 

▪ Sale 
▪ New digital product 
▪ Updated website 
▪ New blog, etc. 

o Direct them to go to your link in bio to get more details or see the full thing. 
 

6. Introduce yourself!  
o Show your face and tell people about you.  You can also re-tell your brand story or 

signature story since not everyone will know what you’re about.  
o What makes you unique?  What’s your superpower?  Don’t make it difficult for new 

followers to figure out why they need to hire you; tell them! 
o Be sure to save these particular Stories as Highlights so people who discover your 

feed can see what you’re about quickly. 
 

7. Use your Stories to post things that don’t make sense to keep on your feed.  Your feed – or 
your grid – is best used to publish evergreen content that doesn’t expire or go out of date.  
Stories are only live for 24 hours, so use this space to promote: 

o A time-sensitive offer or deadline 
o A graphic that would mess up your feed’s aesthetic look, but you still want to share, 

such as a:  
▪ Giveaway announcement 
▪ Sneak peak of a new product 
▪ Project you’re taking part in, like an affiliate contest, a JV project, or a hashtag 

challenge. 
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8. Share a part of your routine.  Is there something you do daily and consistently that you can 
take your viewers along for?  Maybe it’s a morning walk or jog or a meditation practice.  
Something that can inspire viewers or help them get into a positive mindset. 

 
Showing viewers this piece of your life everyday will build trust and give them something 
to expect and look forward to.  You can also use this daily story to share advice or tips/tricks 
related to your subject and continue to build your expertise in their eyes. 

 
 
A few last tips: 

o Stories do not allow for adding captions like regular posts, so if you’re using images, use 
your stickers and other enhancements wisely to get your point across.  
 

o Think about adding text subtitles or short captions to your videos for people who watch in 
silence.  Plenty of people keep their sound off while viewing social media plus you never 
know when a hearing-impaired person will stumble upon your Story.  They may be the 
person who needs your help the most and they won’t know the context of your Story 
without captions.  

 
o Anytime you post something, think of ways to tie your life or daily happenings back into 

your customer’s story.  
▪ What are you doing/thinking/feeling/saying that your customers might relate to? 
▪ What lesson can they learn from your own experiences? 
▪ How can you inspire them? 

 
o Make sure there’s not a huge disconnect between what’s on your feed and what’s in your 

Stories.  Use Stories to share personal snippets of your life and how you live, but don’t stray 
too far from the type of content you share on your Feed.  Your Stories should complement 
your feed, not make your viewers wonder if they’re in the wrong place. 

 
o IG users can find Stories through hashtags and “by location” so this means IG Stories could 

be the first contact someone has with your brand.  So, make it count by posting relevant 
content and creating a cohesive look that ties into your overall brand. 
 

o Stick to a few fonts or filters in Stories – just like you do on your feed. 
 

o Use your hashtags!  You can use up to 10 hashtags on each Story. 
 
Yes, you want to promote your business and make sales, but keeping your customers’ needs 
foremost in your mind when you’re publishing these Stories will win over your audience. 
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Remember Your Calls-to-Action 
Even though Stories last only 24 hours, calls to action are just as important as on written content.  
What do you want your viewers to do after viewing your Story? 
 
IG Reels - How to create engaging content in Reels form: 

o Educational content.  Showcase your expertise by posting educational content. 
Remember these will be short snippets: Think “3 Ways You’re Ruining Your Instagram 
Feed” or “How to Become an IG Influencer in 3 Steps”.  With the short 30-second time 
frame, consider using topics like this as a series, provided you can describe each step in this 
amount of time.  

 
o Product reviews or case studies.  Product reviews work best for product-based 

businesses, even digital products.  Whole case studies work well if you’re selling a service.  A 
30-second video will suffice for an overall, “I love it!” with some bullet points of the product 
features.  You can also make your call to action, “Read a more detailed review on the blog” 
which will drive traffic back to your website. 

 
o Inspirational content.  Share your own story, such as how you got to where you are, why 

you do what you do, and obstacles you’ve overcome.  What are your tricks for overcoming 
obstacles or keeping a positive mindset?  Do you have Motivational Monday advice?  Share 
a quick video every week. 
 

o Entertaining content.  Try the latest Reels challenge, like a dance or lip syncing with a 
popular audio – but only if this makes sense for your brand.  Do you love to dress up for 
Halloween?  Show off your latest costume.  Does your child want to do your job for the day?  
Snap a quick video to show the world that entrepreneurship can start at a young age! 
 

o Show your personality!  Reels is just one more opportunity on IG to show people who you 
are and what you’re into.  Remember the saying, “All work and no play makes Jack a dull 
boy”?  The same is true for you.  Show some video about causes that are close to your heart.  
Talk about where you volunteer and why.  If you love the beach – even during the chilly 
winter months – shoot a video of you in your winter coat breathing in the salt air.  Yes, 
you’re an awesome businessperson but there’s more to your personality than business.  
Show it off! 

 
o Write a caption that exudes your personality.  That’s right…even though Reels is all video, 

you still have the ability to write a caption AND use up to 30 hashtags.  Make use of this 
prime real estate! 
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Use Hashtags & Comments to Reach Your Audience & Increase Engagement 
Unless you are brand new to social media, you’ve seen hashtags.  It’s that keyword phrase 
preceded by a pound sign, #.  Each social platform has its own ‘best practices’ for using hashtags 
but here on Instagram, they are more than welcome.  In fact, you can use up to 30 hashtags on 
each IG post and Reel plus you can use up to 10 hashtags on IG stories. One of the biggest 
mistake new IG users make is NOT using hashtags! 
 
 
Hashtags are used to sort content into groups. 
 
 
One quick note: Experts advise that the best hashtags have between 400-800k posts in the “most 
recent” feed at a time.  You’ll see the number of posts in the search results. While using hashtags 
that have only 25 posts might sound appealing because you’ll get noticed faster, think about how 
FEW people are actually using that hashtag.  Out of MILLIONS of daily users, it will take a much 
longer time to get noticed, simply because that particular hashtag is not what people are 
searching for. 
 
 
Of course, a hashtag with so few posts might indicate that the hashtag is an untapped market or 
just hasn’t ‘caught on’ yet, which is why a mix of hashtags is optimal.  For a business wanting to 
attract foodies, using #foodblogger (52 million posts), #foodwriter (193,000+ posts), and 
#foodiepics (420,000+ posts) is a good way to get started. Brainstorm variations of these hashtags 
or continue using the IG search bar; for each specific hashtag you search, you’ll see other 
variations in a dropdown box.  Soon you’ll have plenty more than 30 hashtags to use for your 
posts. 
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Choosing the Right Hashtags 
Here are some suggestions for hashtag categories to consider: 

• Image related.  What is actually in the image you’re posting?  This will often be an overly 
broad hashtag.  If you’ve posted a photo of the roses you just bought yourself, maybe it’s 
#roses.  These hashtags are designed to potentially pull in new people who otherwise 
wouldn’t see your content, but they still have to scroll to find you.  Now, take #roses and get 
as specific as you can.  You might be someone who talks about roses a lot (it’s one of your 
“signature things”) and uses it in your branding, so you post #roselover as well (which is a 
bit more specific to you and not just the image, and also might attract others like you). 

• Product related.  If you’re someone who sells digital products, you might choose hashtags 
like #digitalplanner, #contentcreator, or #learnonline.  Then get more specific and use 
hashtags that describe what your product is about, such as #plannersupplies or 
#plannerstickers.  Consider creating your own product-specific hashtag based on the title 
of your product (more on this in a minute).  This works for both digital and physical 
products. 

• Customer interests.  Instead of just hash tagging #digitalplanner and calling it a day, also 
include hashtags related to your customer AND your product, such as #planneraddict, 
#plannerjunkie, or maybe even #paperlover.  You might also consider hashtags like 
#productivity, #productivemamas, or #timemanagement, etc.  Do your research. 

• Customer lifestyle.  Who is your customer?  What is she obsessed with?  What hashtags is 
she using on HER posts?  What popular hashtags or IG challenges might she be involved 
in?  What hobbies does she have RELATED to your products? (i.e.., In the digital planner 
example, maybe she’s also obsessed with a particular time management method or is a 
member of the #5amclub).  These could all be relevant tie-ins to your digital planner 
products. 
 
How does she spend her days?  Is she a #winewednesday girl, for example? 
#FinancesFriday?  What are her interests in general?  Maybe she loves #yoga or #barre.  
Pay attention to your customers and their interests and you’ll be inspired with some 
relevant hashtags. 
 

Unfortunately, there’s no simple formula for creating the ‘perfect’ hashtags.  You’ll need some 
creative brainstorming and research for finding the best hashtags for your business.  Here are 
some tips to follow: 

• Mix up the ‘size’ of hashtags you use. 
o The best hashtags have between 400-800k posts in the “most recent” feed at a time.  

Choose 5-10 hashtags in that category.  
o Choose 5-10 more ‘niche’ hashtags which have under 200k posts. 
o Finally, choose only 3-5 hashtags that have above 1M posts. 
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• Search for a hashtag using the Search function (the magnifying glass icon in the app).  
You’ll see the number of posts under the hashtag. 

 
• Don’t use the same hashtags on each post!  This can be viewed as spammy on IG.  

o Instead, create 3-4 ‘sets’ of hashtags you rotate through.  
o Save these hashtags in your scheduling app of choice OR in the “Notes” section on 

your phone.  Makes it easy to copy/paste with each post. 
 

• Create your own branded hashtag to enhance your brand.  Use your custom hashtag on 
your posts and encourage customers (people who purchase) and others (people who just 
like your content or affiliates) to use it on their posts related to your products or brand. 

 
• Use longtail keyword phrases as hashtags.  Yes, these are the same keywords you use to 

improve the SEO on your website.  Longtail keywords more closely reflect what people are 
searching for online, so these same people are likely searching IG with the same phrases. 
 

 
What is Engagement? 
Engagement means taking the time to interact with you on social media.  Are your posts getting 
likes, shares, and comments?  Do you consistently get new followers?  Do you receive DMs from 
users asking for more information?  Do people save your images?  These are all signs that your 
audience is ENGAGING with you. 
 
In terms of engagement, the most important advice is don’t ignore your comments! 
 
By responding back to comments, you have an opportunity to learn more about each follower 
and who they are, what they struggle with, and how you can help them.  If you’re not sure what 
you can say in return, consider starting with these ideas: 
 

1. Say thanks and give them more information or insight on what you shared 
2. Respond with a comment about them (after checking out their feed– i.e. “I saw you’re just 

as obsessed with cats as I am.  Love it!”) 
3. Ask them a follow-up question 
4. Say whatever feels most natural but always find a way to naturally open up the 

conversation, if possible 
 
Here are some other free ways to get more eyeballs on your IG feed: 

• Shoutouts: Ask an influencer or others in your niche or related niche to shout you out on 
their Stories or Posts and you do the same in return.   
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How do you choose the right shoutout partner?  By doing some research.  
o Look for accounts who have the same following (number and type of follower). 
o Are these accounts focused on the same topics or complementary topics? 
o Ask for statistics.  Ask for a screenshot of stories or post engagement if it feels 

appropriate. 
Be prepared to explain “what’s in it for them”.  Yes, you want the help to get more exposure 
but what can you offer them in return? 
 

• Plan an IG takeover: Give someone access to your IG Story and/or feed for a full 24 hours.  
They get to introduce themselves to you audience and they ask their audience to come 
along and follow them over on your account.  It’s a win-win! 

 
• Use tags: People use this to get the attention of their favorite brands, especially when 

they’re posting about their favorite product from that brand.  Encourage your followers to 
tag you when they’re posting about your wonderful programs or when they receive their 
new course. 
Be careful to ONLY tag those people or brands that are actually featured in your post or 
Story.  If you tag others not included in the post, you may get flagged for spamming. 
 

• Comment on other people’s posts: Just as YOU want engagement on your posts,  
so do other IG users.  Do some hashtag research or simply look for your favorite brands and 
leave some honest comments.  While you don’t have to write a novel in the comments 
section, give a little more thought than, “Great looking cat!”  You just never know what 
connections you’ll make, all because you took the time to leave some comments. 
 

With consistent attention and work, you’ll start to see your numbers increasing as followers 
discover your awesomeness! 
  
 
Notes: 
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Breakout Groups >> “Social Media School – Part 1”: 
 
Discuss the following: 

1. Why do you want to use social media to build your business?  What do you already know and 

love about it and what’s working well for you?         

               

               

               

                

 

2. Partner up and look at each other’s social media platforms and get their feedback about what 

kind out what feelings they experience when they see your photos & captions.  Now discuss 

what core feelings you want your followers to experience when they see your photos & 

captions?  Write down 5-10 words (i.e., inspired, vibrant, luxurious, connected).  Brainstorm 

together how you can achieve your goal.          

               

               

               

                

 

3. What fears do you have around being seen or showing up on social media?  What feels scary or 

uncomfortable about this?            

               

               

               

                

 

4. What do you need to believe about yourself, about social media and about your ideal clients in 

order to start showing up in a more powerful way?        

               

               

               

                

  

58



5. What would it feel like if you were already attracting ideal clients?  What would you be doing,

thinking, and feeling?  How is that different from what you’re doing, thinking, and feeling

today?

6. What would it feel like if you knew you could not “fail” at social media?  What kind of content

would you share?  How would you show up in photos & on video?

7. What will sharing valuable content and attracting dream clients from social media do for you

and your business?  What will it do for others (i.e., your family, your clients-to-be, the world at

large)?

8. Think about all the ways you could earn money from social media.  Brainstorm and list out 5-10

possibilities.  (Examples: Connecting & selling a high-end program through DMs, affiliate sales

via a link in your bio, directing followers to a sales page for your e-course, etc.)
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Social Media Part 2 
 
What Content Should You Send Your Email List to Grow the Relationship & Build Credibility? 
We all worry about it: What sets you apart from other people and helps you grow your list faster 
than theirs?  The good news is: You shouldn’t be worrying about that.  
 
Focus on making sure your ideal audience gets what they are looking for and craving. 
 
 
Learn to Leverage the Expertise of Others 
This means that you should be: 
o Keeping a database or list of great resource, people, and articles 
o Following official blogs for the software, apps and services your audience is likely to use 
o Following top experts who can help your audience (especially the ones who are always first 

with industry changes and news) 
o Building a relationship with these top experts, so you are perfectly positioned to leverage 

them at the right time 
o Looking for what others aren’t covering—things that your potential audience members are 

actually asking in these experts’ comments section at the end of each blog post or article 
o Being the first to create posts, articles and solutions to what people are complaining about or 

asking for 
 
 
Perceived Value & Subscriber Mindset 
A key factor in this equation is knowing exactly what your ideal customer will see as a benefit 
(“perceived value”) and she doesn’t care about (something that’s not really relevant, or that she 
can easily afford to acquire any time). 
 
Knowing the emotion behind what’s driving them is key to providing the right extra incentive; the 
right bonus gift to offer in your email subject line and email body. 
 
 
Identify Your Unique Strengths When it Comes to Content Creation 
Knowing your unique content creation strengths isn’t just saying to yourself: “Well, I’m best at 
asking the right questions at the right time”. 
 
It’s also about knowing where you fit in among the other influencers and your peers.  It’s about 
knowing the best position in your market for you to be and stationing yourself prominently there.   
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It’s all about thinking strategically and looking at cause-and-effect: Saying “if this, then that”. 
 
So what are your unique strengths in relation to: 

o The skills and expertise you already possess 
o The skills and expertise surrounding you 
o Where you want to be, six months, a year, three years down the road 
o Where you are right now  
o Connections and advantages you have that you can make good use of for the benefit of 

your people 
o What your people are looking for right now 
o What you can deliver right now 
o What they’re going to be looking for six months from now 
o What you can set in motion and plan to deliver six months from now 
o Benefits and advantages you can offer—especially ones unique to you 

 
So, if you communicate best by audio then start a podcast series.  Don’t do twelve other things.  
Throw all your energies into setting that up and enriching it with powerful shows and let your list 
know.  
 
If you communicate best by curating information, do that—it’s a great way to leverage experts 
even if you can’t get them to agree to be interviewed or partner with you on a project. 

o Always put your unique spin (and voice) on what and who you’re introducing 
o Tell your audience why you think they will benefit from checking out the curated content 
o Don’t share the whole piece of content, verbatim: Give your audience just enough of a taste 

to whet their curiosity and then invite them to “read more” 
 
 
Creating Solutions 
If you are keeping an eye on competitors, you will also know what solutions are already out there.  
o If an existing solution is perfect, become an affiliate of that creator and let your email list 

subscribers know about the solution, offering your affiliate link 
o If an existing solution is inadequate, hard to use or non-existent—create one!  Right now! 

This will also give you leverage to interest a larger-name expert in your field in becoming your 
affiliate, teaming up with you in some way, or even just accepting (or giving) an interview. 
 
The best way to make sure you leave no stone unturned when it comes to making sure your 
people have all the content options from you that they need is to create a system, so that you 
have a physical or mental “checklist”, every time you tackle: 

o A new topic or industry change 
o A new product to promote 
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o A new question from followers (yours or your competitors’) 
o A new seasonal holiday or event 
o A fresh look at an “evergreen” topic  
o Any significant change in your subscribers’ lives  

 
So, it’s not just about creating dynamite content: It’s also about: 

o Letting your subscribers know where to find it (via multiple means—starting with email) 
o Delighting your subscribers with your timing 

 
To summarize our strategy for credibility-building, relationship growing content creation that will 
generate leads and grow your list: 

o Leverage the experts—the people who have made it further along the path than you have, 
so far; and who everyone turns to 

o Provide the perfect content mix—Curation and original content (as well as presenting 
products as an affiliate—ones that you know your followers will love) 

o Plan your content and create a system (with checklists) for regularly producing it 
o Spend less time on content creation and more on listening 
o Share your results via multiple platforms--especially email! 

 
 
How To Come Up With Irresistible Offers They’ll Love To Buy 
Creating content is just the beginning of providing online resources to your ideal subscriber and 
customer.  You also have to make sure it’s content that people want, that you get it in front of 
them when the time is ripe, and that it’s in the best format to attract your ideal customer or client.  
We’ll define “content” as resources you create for your ideal follower. 
 
No matter what medium you use to create your content with, however, you need to be ready to 
deliver two basic types of content: Evergreen and trending. 
 
 
Understanding Evergreen 
“Evergreen” content is information they will always need, no matter what is trending in their field 
or industry or what is in season.  
 
For example, “Best Business Practices” is a topic that is evergreen; “Ten Easter Recipes” is not.  The 
latter relates to a specific season—Easter; and while you can re-use the same content next Easter, 
it’s not evergreen—it’s seasonal. 
 
“How to Attract New Clients” is always evergreen; “3D Printing for Business” is going to be 
outdated in ten years, as new technologies replace it. (Perhaps even in one year!) 
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How To Find New Trends 
1. Identify three to six top platforms or companies that your ideal subscriber regularly uses.  

Follow their official blogs. 
2. Identify three to six top influencers that provides news of changes and new trends your 

industry.  Follow them on the platform where they are most active. 
3. Get in the habit of: 

a. Always reading their emails straight away 
b. Scheduling in twenty minutes to check out what’s new with them every day 

4. Make notes, do your own research—and present your findings to your audience 
5. Check out documentaries on television and headline articles on your local grocery-store 

magazine racks. 
 
 
Increase Your Chances Of Making The Sale 

o If you’re presenting a link via an email, put it in more than one place (the middle and in a 
P.S., for example) 

o If you’re putting a link to a video or landing page under your name in a signature, preface 
the link with a line to attract and intrigue (a call-to-action) 

o If you’re writing about something you want people to check out through a link, include a 
video or photograph to catch their attention visually as well as textually 

o If you’re posting on a social network, re-purpose your post and tweak it for at least two 
other social networks 

 
No matter where you share your information: 

o Ask people to keep on sharing it 
o Give them a reason why their friends will thank them for doing this 
o Make sure you have also set up sharing buttons and icons on your post or page  

 
 
How To Find The Perfect Sales Balance 
There are two killers to growing your list: Making your emails all about selling, selling, selling—and 
being afraid to mention selling at all. 
Follow this three-step formula in your email: 

o Summarize the single most important truth of your email  
o Lead into the link with a promised key benefit 
o Use positive calls-to-action that promise a result  

 
Remember that your email copy has to appeal to your reader’s emotions.  You want her to feel at 
least one of these things: 

o You are describing her problem exactly (pain point) 
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o You are talking about where she wants to be/how she wants to see herself (identity and
self-image)

o She identifies with you/the story you are telling (empathy)
o She sees herself with a chance at succeeding in whatever you are talking about (dream

fulfillment)

What makes someone open an email—even if she would vigorously deny any feelings connect 
with the reason she opened it? 

It’s always about emotion.  Remember that, and you’ll talk from the heart! 

How To Get People Excited About Your Message 
What excites you about your post?  Your new product?  Your upcoming webinar?  Why does it 
excite you?  What are you most looking forward to sharing with your subscribers?  

Before you send an email out about anything, ask yourself these questions; then write from that 
feeling of enjoyment, anticipation, satisfaction, pleasure—whatever positive emotion you are 
experiencing. 

Think about what the information is going to mean to them.  Then isolate the single, most 
important point of your whole email.  Put that in your subject line … and repeat it right after your 
opening hook, just before a link to your item. 

Notes: 
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How To Get Countless Leads Into Your List 
A combination of free and paid lead generation strategies will give you an effective way to spread 
your reach, but you should never use a strategy based on whether it is free or paid. Rather, you 
should use a particular strategy because it’s the right one at that moment to accomplish your 
specific goal. 

Lead generation shouldn’t feel like rocket science, either.  What you’re really doing is just finding 
more ways to reach more of the right people who will like what you offer. 

There are three main areas you need to build strategies around: 
o Your website or blog
o Your social presences
o Your email list

The best place to focus your attention—and never, ever forget—is on your email list.  That’s where 
you interact: 
o With your ideal subscribers, one-on-one
o Share exclusive content, making them feel like an “insider” in your circle
o In real-time, as things are happening (not two months later, when they finally remember to

visit your site again)
o Consistently, so that they get used to having regular contact with you

Easy & Effective Lead Capture Strategies & Secrets 
With lead generation, it’s important to remember there are four components you have to devote 
equal attention to: 
o Your offer or free incentive
o Your call-to-action, inviting them to click on a tab or link
o Your landing page—where this click takes them to
o Your web contact form—in many cases, it’s on the landing page, leading to another offer or

to a sign-up form, if you’ve presented the offer on a social network rather than by email

Always think like your visitor.  What are they looking for on your site?  In your email?  What would 
they be delighted to find? 

1. Less is more
In emails and blog posts, stick to one main point or message—and ruthlessly take out anything
that goes off on a tangent.  (Put these snippets in an “ideas” file, and use them
for future posts or emails.)
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Likewise, watch out to make sure you don’t repeat your main point.  Insert your call-to-action 
right after making your big point (and again, later on). 

But never cut for the sake of cutting: Tell exactly what you need to tell to connect on an emotional 
level.  

2. Don’t tell people what to think—tell them a story they can relate to
You can and should use “you” statements when email marketing.  If you make people relate to a
story or a statement, instead of ordering them to react a certain way, you will achieve much
better results by engaging emotion, empathy, and interest.

3. Share Your Sign-up Form

Getting Them To Click Through  
What makes people go from “I’ll check this out later” to actually clicking through to your landing 
page or to your offer—and then purchasing? 

To achieve full interaction, you need to do three things when you write your emails.  If you’re not 
doing them, people won’t click through and/or buy. 

You need to: 
o STOP at the exact moment you’ve hit the high point—that single, most-important “message” in

your message
o Tell them what you want them to do next (i.e. right that moment!)
o Make it easy for them to do this
o Example calls-to-action:

 “Register for the webinar right now—it’s absolutely free.”
 “Just pick up your copy to get started”
 “Check out the first lesson to take your first step”
 “In a few seconds, you’ll have the solution! Just click the link below to get started.”
 “Don’t procrastinate—click on the link below right now”

Never, ever use ANY strategy just for the sake of “pushing” a subscriber, however: It almost never 
works, and you’ll feel “pushy”.  In fact, if you get that feeling, honor it and listen to it, because it’s 
most likely a warning signal that you’re trying too hard. 

Just get into the habit of looking for opportunities — and remember to speak honestly, simply, 
and always from the heart. 
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Breakout Groups >> “Social Media School – Part 2”: 

Discuss the following: 

1. Identify the most common driving emotions your subscribers respond from:

2. Brainstorm and Identify exactly what your subscriber would perceive as a high-value gift,

product, or program.  (We mean REALLY highly-perceived!)

3. Go over your current offers and links.  Brainstorm if there are ideal, natural places to add some

of these CTAs? (If so, add them!)

4. Go through your inbox and analyze the emails you’ve actually clicked on and opened. Discuss

why you liked them and were compelled to check them out.  Was it:

• The subject line?

• The pain point?

• Relating to something strongly?

• The call-to-action?

• A bonus they used to sweeten the pot?

• Something  you urgently needed?
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5. Now discuss why you did or didn’t buy after opening those emails.

6. Discuss using this template to write strong email templates for different types of emails,

making sure your template includes basic necessary elements:

• HOOK  (Opening sentence to catch attention)

• Short Paragraph

• High Point Where I Stop

• Call-to-Action (What I want them to do right now)

• Wrap up Paragraph
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Sales & Marketing Strategy 
 
Attracting People Who Can Pay 
Language: 

o Appeal to those ideally suited 
o Actively repel those who can’t afford you, don’t have the right temperament, interests or 

needs for your coaching, or who just aren’t ready for you yet  
o Cut out vague words and generalizations.  

 
Don’t be afraid to use words you have been conditioned to think of as “negative”.  State exactly 
who can be helped and how you can help—and who should not try your programs just yet.  
 
Make sure that your landing page or home page states your main specialty clearly, then quickly 
clarifies: 
o Who your services are for 
o How they will transform the visitor 
o Who your services are NOT for 
 

The whole key here lies in being specific.  The more specific you are, the more you will attract the 
right people and repel the wrong ones. 
 
 
Talk Up The Transformation 
Make sure you are clear about the results you are offering.  
Start by stating your biggest benefit—the most significant transformation.   
Some directions you can take: 
o How their lives will change for the better 
o What plateau they can break free from 
o What big obstacle they can overcome 
o What investing in your offering will help them to achieve 
o How much easier and simpler your offering will make their lives 
o How much time they will save 

 
You need to gauge personality traits around your clients, such as: 

o Do they thrive on peer support … or do they want one-on-one attention? 
o Are they all about fast-tracking … or removing blocks? 
o Do they want a “done-for-you” approach … or are they happy to do it themselves? 

Talking up the transformation will increase the perceived value of what you are offering—for the 
right client.  
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Stepping Up Your Calls-To-Action 
1. Using tentative, wimpy-sounding words that make you seem unsure of your own offer 
2. Assuming people will click on your “buy” button… without telling them to do this! 
3. Assuming people will click on “the right tab” when they’re ready to check your offer 
4. Cluttering up your call to action with too much information 
5. Presenting suggestions rather than actual calls to action! 
6. Using the word “Submit” on your “buy” button.  
7. Camouflaging your calls to action with visual distractions (unnecessary links, text or colors that 

blend into the rest of the page and don’t stand out) 
8. Unclear instructions 
9. Not getting to the heart of the matter before asking for the action (presenting the problem 

and giving your chief transformational benefit) 
10. Not providing a big incentive to click  
 
 
Five Way of Increasing Your Chances of Getting a YES 
1. Are you making it easy for them to say "yes"? 
Are you removing obstacles that are causing them to hesitate?  Every obstacle? 
o “Early bird” pricing—a reduced rate for the first XX participants 
o Payment plans 
The Early Bird pricing can be a great strategy because the limitation on the time it’s available 
and/or the number of participants allowed can create a natural sense of urgency. 
And payment plans offer a practical “win-win” solution for both you and your potential client: She 
gets the program; you get the sale. 
 
2. Is there a clear reason (in your offer) they should sign up now?  
A single awesome bonus that is only available for a limited time or in a limited number can 
prompt many people to take the plunge. 
Another incentive that can prompt your followers and subscribers to sign up: If you have a special 
event about to take place.  
 
3. Is there a clear reason to THEM that they should sign up now?   
Have you made sure that your ideal client or subscriber can instantly see the big benefit in 
signing up now?  
Make it personal: What do they want more than anything else in the world that only you are 
offering, right now? 
You need to identify what immediate or nearly immediate achievement you can safely promise 
that will leave her feverishly trying everything to put together the funds for your program. 
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4. Are you picking up the phone? Or just emailing?  
An important part of creating offers that convert: Take nothing for granted.  Don’t do anything on 
autopilot.  
 
So don’t just email your client with your offer—especially if there’s a time limit drawing close.  Pick 
up the phone and make personal contact.  
 
This personal, immediate contact is priceless, because it will give you a real learning opportunity, 
as well as letting potential or existing clients hear your voice—creating an emotional connection. 
o Important to the person you contact (not just to you!) 
o Something they’ll genuinely be glad to be reminded about 
o Significant in value 
o Exclusive 
o Genuine 

Give a helpful but closed answer—avoid giving an impromptu full coaching session by having an 
answer ready for further onslaughts of questions. Do try to couch things in the most positive way 
possible.  Particularly get rid of tentative words like “maybe” or “perhaps” or “if”. 
 
5. Are you proving your claims in advance? 
Use social proof to show that your clients GET results - including tons of examples.  Not only on 
social media, but on your website too. 
 
 
Get Them To Rave About You 
Ask for the testimonial: 
o In a follow up email, after a course, workshop, challenge or even after a really helpful webinar 
o At the conclusion of a workshop or at the end of a session (NOT their first!) 
o When you have celebrated their latest achievement with them 
o In a blog post 

 
A painless way to gather testimonials: Just ask them to fill out your feedback form and provide 
either an easy link or provide the form directly below your request, on your website. 
 
Help them help you with a simple list of questions to guide them: 
1. What do you love most about      ? 
2. How have you use    product to “solve your problem”? 
3. Something else awesome about us if you’d like to gush. (We don’t mind one bit!) 
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Overcoming Obstacles To The Sale 
You WILL get objections, but what it’s important to realize is that people who object and respond 
with negatives sometimes become your best clients — if you can help them past the barriers they 
are throwing up for themselves. 
 
That’s the first thing to discern: Are these objections really valid… or is the client simply afraid to 
stretch her envelope, step outside her comfort zone and actually achieve her dream?  
 
Many times, it’s the fear of stepping outside a comfort zone that derails people: Or resistance to a 
new idea. 
 
1. When people object to your price. 
Realize that you never, ever have to justify your pricing.  
 
Next, consider the sub-text going on: Is this person at the stage where they can actually afford 
your pricing?  
 
If the answer is ‘no’, don’t drop your rate for them—EVER.  Instead, either thank them for their 
time and let them go, recommend another coach who works within their budget, or give them a 
more budget friendly option. 
 
 Alternatives could be: 

o A selection of services and products, each with differing price points 
o A tiered system 

 
Set your prices to reflect: 

o How automated your offering is  
o How much ongoing work it will take 
o How interactive you need to be 
o How energizing or debilitating you find it 

 
 
2. “How do I know this will work?” 
When you get this type of objection, pay attention to tone and attitude.  If the tone is belligerent, 
you may not wish to work with that particular person. 
If the tone is more pleading, anxious, or dubious (or even just matter-of-fact) that’s a potential 
client! Always, always qualify it by pointing out that it’s a two-way transaction: It’s up to your 
prospect to put the work in.   
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3. “I’m waiting for…” 
What such “waiting for” statements often provide warning about is that your potential client may 
be a perennial fence-sitter… or just afraid. 
 
Treat them as you would any other client: Offer a lower-cost alternative—IF you have one set up—
and point out the benefits of following through on what you’ve begun in the free consultation.  
 

Sometimes a potential client like this will see the light and commit… and sometimes they really 
just can’t.  
 
When you help your clients take the next step and commit, you’re doing them a huge favor, so 
never doubt yourself or allow yourself to feel pushy when you set yourself up to overcome 
objections and have the sales conversation that ends in a sale. 
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Feed Your Funnel With Facebook Ads 
Grab Your FREE Planner by visiting http://bit.ly/FEEDYOURFUNNEL and use coupon code 
BLUEPRINT to Learn How To: 

• Create an outstanding high-quality free offer to  create leads 
• Learn how to  monetize your funnel before you even begin  
• Lay  the foundation so  your leads ask “what’s next” 
• Determine Your Target Audience 
• Prepare Your email Autoresponder 
• Create Your Facebook Ads 

 
Nowhere is it easier to reach millions of people with just a few dollars spent, and business owners 
and service providers alike are discovering that the return on investment for these ads can be 
very good indeed.  
 
But you do have to put some thought into what kinds of ads to create, which audiences to target, 
and—of course—good copywriting.  
 
To start, you’ll need to determine the type of ad you’ll run.  Facebook offers plenty of choices, such 
as:  

• Page likes. Your ad will prompt people to “like” your business or fan page.  
• Website visit. This ad asks people to click through to your website or landing page.  
• Boosted posts. This ad is simply a Facebook page post which you’re paying to show to a 

greater audience.  
• Reach a local audience. This ad is ideal for brick and mortar businesses who want to get the 

word out regionally.  
• Get people to claim your offer. Keep in mind this ad is designed for retail stores promoting a 

coupon or other discount.  
• Lead ads. This new type of Facebook ad makes it easy for people to sign up for your offer, 

because Facebook will automatically fill in their information with the click of a button. The 
downside is your prospect will see only your ad—not your landing page. So, your space is 
extremely limited.  

 
While each ad type has its place, for filling your funnel, you will most likely choose either website 
visit or lead ads. And while lead ads are an exciting development, you might find that the 
standard website visit is easier to manage, simply because you’ll have one more chance (your 
landing page) to entice people to give up their email address.  
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Determine Your Ad Style.  
What’s the primary purpose of your ad?  This will determine which style will work best for your 
needs.  My ad will:  

o Promote my free gift to help fill my funnel [Website visit]  
o Drive traffic to a blog post or other content [Boosted post]  
o Encourage page “likes” [Page likes]  
o Allow people to subscribe with one click [Lead ads]  
o Find an audience for my local business [Claim my offer or Find a local audience]  

 
The 17th century mathematician, Blaise Pascal, is often quoted as saying, “I would have written a 
shorter letter, but I did not have the time.”  If you’ve ever tried to write short form copy, then you 
know this is true.  With just a few words, it’s difficult to:  

o Get a reader’s attention 
Let them know they’re your target audience  

o Explain your offer 
Make it compelling enough to get the click  

 
But that’s exactly what you need to do with Facebook ads.  Stats suggest that you have less than 
300 characters and one image to make your case, and for most people, that will take some effort.  
Start by paying close attention to the ads you see in your Facebook feed.  Take screenshots of 
them and save them in a “swipe” file.  As you notice each one, ask yourself:  

• What about this ad captured my attention?  How do I know I’m the correct audience?  
• What is the offer? 
• Why is it compelling (or not)? 
• Which words specifically make me want to click?  

Think about the image as well.  What makes it eye-catching?  Does it contain text or not? What 
do you like about it?  What do you dislike?  
The more ads you study, the better you will be at creating ads that work for your business.  
While entire volumes can be written on how to write effective copy, it may help to remember a 
few tips:  

1. Speak your market’s language.  If you grab the planner you’ll learn about using a survey 
where you can learn the words your readers are using to describe their needs. 

2. Find the biggest benefit.  If you’re offering a coupon, why?  What will your reader gain from 
it?  But don’t stop there.  Find the benefit of the benefit, and your sales copy (because that’s 
what this is) will convert well. 

3. Fulfill your promise.  If you’ve ever clicked on an ad for shoes only to land on a page full of 
jewelry, then you know about unfulfilled promises.  Don’t do that to your readers.  Make 
sure that the information on your landing page is an expanded version of your ad.  

Pro tip: Pick up a copy of “Words that Sell” by Richard Bayan. It’s a thesaurus for copywriters, 
and when every word counts, it’s an invaluable resource.  
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Writing An Ad 
When you run ads, think about how you can structure it like a mini-sales page.  A great sales page 
has: 

o A strong, attention grabbing headline.  Facebook ads don't necessarily have headlines, 
but the first few sentences of the ad should serve the purpose of “hooking” your reader to 
read the rest of the page. 

o Paint a picture of the problem.  In the first part of your Facebook ad, you should paint a 
picture of the problem your reader is having.  For example, when it comes to Facebook 
ads, a big problem is that marketers and entrepreneurs “shoot themselves in the wallet” 
while trying to figure out what works and what doesn't. 

o A personal story of transformation.  Why should your reader listen to you?  The best 
way to convince someone that you “get” what they're going through is by telling a story 
of how you experienced something similar, and how you overcame it using a specific 
system, strategy, or software you've developed. 

o Mentioning the “elephant in the room.”  There's always some “unspoken truth” about 
the industry you're in, or something your prospects find annoying about everyone else.  If 
you can bring that to light, your readers will love your originality. That translates to 
increased credibility. 

o FAQs.  A good sales page has FAQs that address questions and concerns readers have.  
For example, people might be thinking “Will this product work for my specific situation?” 
“Will I have enough time to set this up / work through this, etc?” “How do I know I can 
trust this person?” A good sales page hits all those objections before they can even come 
up. 

Obviously, your Facebook ad can't be as long as a full blown sales page, but you can create a 
condensed version of it within your ad. 
 
 
Include A Great Call To Action 
The most important part of your Facebook ad is the call to action (CTA).  This is how readers know 
what you want them to do after viewing your ad.  Whether you want them to download an e-
book, subscribe to your website or buy a product, make that clear in your Facebook ads. 
 
If you want your ad to not only get clicks but also convert, consider trying one of these examples: 

o Sick of [blank]? 
o Stop doing [blank] 
o Get this free [blank] 
o Use this free coupon for [blank] 
o Enter to win [blank] 
o Find out why [celebrity or publication] said [blank] 
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Basically, your CTA needs to be short and clear.  It should also include a powerful action word that 
gets readers to not only notice it, but act on it. 
 
 
Lay Out Your Ad 
Use the following template and recommended character counts to plan your ad: 

o Website URL.  Where clicks to your ad go.  
 

o Image. Must have less than 20% text for ad approval.  
Pro tip: Bright, eye-catching graphics or video will always work best.  Avoid using images 
that portray your readers pain, and instead focus on the outcome they will receive (i.e., 
Don’t choose an image of a sad, overwhelmed woman.  Instead use an image of a happy 
woman lounging on the beach.  That’s the outcome she wants). 
 

o Headline (25 characters or less**). Appears below the ad image:  
___________________________________________________ 

 
o Text (90 characters or less**). Appears above the ad image:  

____________________________________________________ 
 

o News feed link description (200 characters or less**).  Appears below the headline.  
__________________________________________________ 

** Recommended character counts only. Some ads may show more, while others may 
show fewer. 
 

o Call to action button.  Choose one.: 
o Now button  
o Apply Now  
o Book Now  
o Contact Us  
o Donate Now  
o Download  
o Learn More  
o Shop Now  
o Sign Up  
o Watch More  

 
o Display Link. Appears below news feed description.  
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Breakout Groups >> “Sales & Marketing School”: 
 
Discuss the following: 

1. Think about or look through your sales pages, emails and social media posts and discuss 

whether or not you simply make suggestions when giving a call-to-action or do you ask 

confidently?              

               

               

               

               

                

 

2. What do you find the most difficult part of sales conversations? 

• Being clear on the benefits 

• Overcoming objections 

• Sharing my story 

• Explaining my transformative process 

                

               

               

               

               

                 

 

3. Clarify and write down your big selling point - your most crucial message and your qualifying 

statement (Example: How I can help…. // You should work with me if you are/want…): 
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4. Who should NOT try your program or product?  Brainstorm some keywords or phrases you will 

use to repel them, so they don’t waste their time and money - and yours? (Example: You  should 

not sign up for this if…)              

                

               

                

                

                

 

5. Brainstorm your transformative promises: 

• How will their lives change for the better? 

• What plateau can they break free from with your help? 

• What is the biggest obstacle in their minds/lives? 

• What will investing in your offer help them achieve? 

• How much easier and simpler will your offer make their lives? 

                

               

               

               

               

                

 

6. Determine why they should sign up NOW. make it personal - something that will affect their 

current situation or mindset directly. 

• Is there a bonus you can add that will tip the scales? 

• Are you offering something that no one else is offering? 

• Will they be able to achieve something quickly that they find amazing if they get started? 
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They Cultivate Success While Caring for Themselves… 
 

o Leo Tolstoy: "The strongest of all warriors are these two:  Time and Patience." 
 
o There is no overnight success, only overnight reward for years of effort. 

 
o So, how do you sustain years of effort?  SELF-CARE 
 
o Loving yourself is not vanity, it is sanity! 

 
o Zig Ziglar: “You were not born a winner.  You were not born a loser.  You were born a chooser.” 

 
o Resilience is the capacity to recover quickly from difficulties, and to bounce back from 

disruption, stress, or change.  Resilience is a choice. 
 

o Resilience is not a gift at birth, but like a muscle, is something we nurture and cultivate. 
  

o Resilience is THIS: “They tried to bury us but didn’t know that we were seeds.” 
 

o Warren Buffett: “The best investment you can make is an investment in yourself.  The more 
you learn, the more you'll earn.” 

 
o This is the principle of Rest… 

o The Creator worked 6 days and then rested… 
 

o Rest and replenishment are all about a long-term mindset… 
 

o Not resting is about a short-term mindset… 
 

o “Plug in” to recharge as opposed to “unplugging” with Netflix or video games.  Nothing 
is recharged until it gets “plugged in” … 
 

o SOOOO…  WHO and WHAT do you need to plug into in order to recharge? 
 
o Self-care is not just a random day spa or trip to the ice cream store, but for it to be 

effective, self-care should be intentional, focused, and scheduled… 
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o Recharge with Self-Care – 18 Daily Practices: 
1) Sleep  
2) Nutrition 
3) Exercise 
4) Learning 
5) Meditation 
6) Affirmations 
7) Visualization 
8) Journaling 
9) Coaching  

10) Connection 
11) Community 
12) Contribution 
13) Creativity (Creating) 
14) Gratitude 
15) Forgiveness 
16) Boundaries 
17) Nature 
18) Spirituality 

 
 
Notes: 
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Breakout Groups >> “Redefining Your Daily Routine”: 
 

o Here is the process for effective execution in anything, the process for moving from DESIRE 
to DELIGHT: 

 
1) Share your daily routine:            

               

               

               

                

 

2) What do you really desire?            

               

               

               

               

                

 

3) What shifts need to happen in your daily routine in order to take your desire and move it to 

delight?               

               

               

               

                

 

4) As a result of this discussion, what will your NEW daily routine be?      

               

               

               

                

  

83



And Those They Love… 
 

o Human beings are social animals, hard-wired to connect with others.  Research across a wide 
variety of disciplines consistently demonstrates that social support enhances productivity (we 
get more done), psychological wellbeing (we feel more complete and fulfilled), and even 
physical health (our body breaks down less). In fact, George Vaillant, Harvard professor of 
psychiatry, who directed the world’s longest continuous study of physical and mental health, 
when asked what he had learned from his 40 years of research, said that, “the only thing that 
really matters in life are your relationships to other people.” 

 
 
Building Community Based Networks: 
o “Bravery rises in Tribe.” Connie Jakab 

 
o “Stop selling products and start building community.” Abe Brown 
 
 
 
Community Is THE Way To Build Your Business.  Why? 
1. Social Contagion: When a small group of people buy into an idea, a product, a movement, that 

one thing spreads. 
2. Community brings excitement and synergy to your idea, service, or product. 
3. People are starving for connection.  Connection may be the NUMBER ONE THING we all need 

especially right now.  
4. It’s a great entrance point to your value ladder. 
5. It allows people to test-drive your content and engage with you before diving fully in. 
6. It turns your idea into a movement. 
 
 
 
What Can A Community Around Your Project Look Like? 
o A membership site, 
o A challenge, 
o A summit/conference, 
o A group coaching program. 
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What Are The Secret Ingredients For Building Community Around Your Message? 
 
1) Taking on the attitude of serving as a leader. 
Leaders who build true community lay down their need to be the most important to serve their 
people. 
 
2) Making CONNECTION the goal. 

- If the community you’re building is just you talking - with no interaction or input from others - 
then you have a problem. 

- You want to think of ways to connect the members to one another in meaningful ways around 
your message, product, idea. 

 
3) A roadmap 

- People need to know the journey you are taking them on.  

- We can’t expect people to show up and journey with us with no map. 

- Lay out step by step what the journey will be and activities along the way. 
 
4) Point the community to MORE 

- Be intentional with the purpose of the community and what you are calling them to. 

- Have ways they can engage with you and your services up the value ladder to give them further 
IGNITION. 

- Think of ways you can “graduate” those who have journeyed through your roadmap to next 
steps. 

 
 
Notes: 

                

               

               

               

               

               

               

                

  

85



Breakout Groups >> “Building Community-Based Networks”: 
 
Discuss: 

1. When have you felt a part of a cause, a message, a group?  What characteristics did that group 

have?               

               

               

               

                

 

2. What type of community could you start building now? (membership site, challenge, summit, 

etc.)               

               

               

               

                

 

3. What are ways you can make connection the goal in that community you will build?   

               

               

               

               

                

 

4. What journey will you take people on?  What is the result you are bringing them to and the 

steps in between to get there?           
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Ever Growing and Giving Back… 
 
Never Stop Growing… 
 

 
 
o Abraham Lincoln – “Give me 6 hours to chop down a tree, and I will spend the first 4 hours 

sharpening my ax.”  You can be the strongest lumberjack in the forest, but with a dull ax, 
you’re in trouble!  A sharp ax is a strength multiplier. 
  

o The difference between where you are and where you want to be is what you do daily, and 
who you are most connected to. 

 
o You Can’t Lead Unless…  

1. You Feed – Self-Care 
2. You Read – Stimulate 
3. You Seed – Sow 
4. You Intercede – Support 
5. You Need – Surrender 
6. You Weed – Self-Awareness 
7. You Breed – Succession Planning 
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And Giving Back… 
 
o Don’t wait to get rich to start giving back: 

o Give up in order to go up. 
o We make a living from what we get, but a life from what we give. 
o Your greatness is not in what you have, but in what you give. 
o We rise by lifting others. 
o J.L. Kraft, head of Kraft Cheeses, who gave 25% of his income to charity, said this: “The only 

investments I ever made which have paid constantly increasing dividends is the money I 
have given to the Lord.” 

o John Rockefeller, Sr. said this: “I have tithed every dollar God has entrusted me:  And I 
want to say, if I had not tithed on the first dollar I made, I would not have tithed on the 
first million dollars I made.” 

o We rise by lifting others.  As we refresh others, we are refreshed. 
 
o How Can I Give Back? 

o Tugs – What tugs at your heart strings? 
o Traction – Outcomes. 
o Team – Partner. 
o Talent – Contribute expertise. 
o Time – Contribute time. 
o Treasure – Contribute financial resources. 

 
o Love one another. 
 
Notes: 
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Breakout Groups >> “Giving Back With Strategic Contribution”: 
Discuss: 

1. Tugs – What tugs at your heart strings?          

               

               

                

2. Traction – Outcomes.  What organizations or causes seems to be producing the outcomes you 

are most interested in?            

               

               

                

3. Team – Partner.  Are there people you can align with around the causes you most connect 

with?               

               

               

                

4. Talent – What expertise can you contribute to causes you are passionate about?    

               

               

               

                

5. Time – What contribution of time can you begin with?        

               

               

                 

6. Treasure – Consider if and what financial resources you could contribute?     

               

               

                

7. Next steps.  Your next steps are:           
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Conclusion… 
 
Genesis 35:19-21:  

“So Rachel died and was buried… Over her tomb Jacob set up a pillar, and to this day that 
pillar marks Rachel’s tomb.  Israel moved on…”   

 
Wow!  What a progression: 

• We experience a loss (self-caused or life-caused losses) - Jacob, 
• We bury and grieve the loss - We don’t deny the pain of the loss - Jacob, 
• We honour the loss –- Jacob, 
• We move on – Israel moved on – The new you moves on! 

 
Here are some questions as we wrap this up: 

o What do you need to bury and move on from to be free to elevate your life and business 
both now and beyond? 
 

o If you do move on, what life impact will you have?  What business impact?  What 
generational impact will you have?  (That’s why immigrants love entrepreneurship - 
because they’re thinking of future generations) 
 

o If you do not move on, what generational impact will you have? 
 
 
Notes: 
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What Were Your Top 3 Losses of The Last Few Years? (Grief and Burial): 

•                

               

•               

               

•               

               

   

 

What Were Your Top 3 Wins of The Last Few Years? (Setting Up a Pillar): 

•               

               

•               

               

•               

               

 

 

Where Will The “New You” Move On To In The Next Year and Beyond? 

•               

               

•               

               

•               

               

 

 

Success Always Works Best in a PROCESS and in COMMUNITY… 

o Flourishing Coaching Program and Flourishing Business Coaching Program - 

https://www.flourishingcoachingprogram.com/  
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Appendix:  Marketing to Your Tribe… 
 
Marketing to your “tribe”, the people who love and follow you, is a fine art.  It is about building an 
authentic relationship, connecting on a relevant level, and adding genuine value.  It is answering 
questions people are asking, solving problems people are feeling, and healing wounds people are 
feeling.  The deeper our rapport and relationship, the deeper our client will trust us, and the 
greater will our opportunity be to share solutions. 
 
 
4 Customer Insight Questions… 

1. What frustrates you the most about                                         ?  PAIN POINTS 
2. What are you trying to accomplish in                                                        this year?  

ASPIRATIONAL DESIRES 
3. What do you think you need to double your results in                   this year?  

FELT NEEDS, EDUCATIONAL NEEDS 
4. What strategies have you tried to improve your                                             that 

worked, and what strategies didn’t work?  EFFORTS TO DATE 
 
 
Positioning…   
Positioning yourself intelligently is critical.  This is creating rapport and affinity with your people.  
We create rapport when we share our story of struggle.  We create rapport and affinity when we 
describe our solution search story.  We build on that rapport when we describe our surprising 
results.   begin to build legend when we share our secret revelation and your step-by-step 
framework. 

• My “story of struggle” is…. 
• My “solution search story” is… 
• My “surprising results” are… You need to be surprised by your results, and excited by 

them, and share them.  
• My “secret revelation” is… 
• My “step-by-step framework” is… 

 
 
What Would My Audience Pay Me For?  
As you think about your Solution, you really need to make sure it is HIGH VALUE! And it needs to 
be a SOLUTION! An answer to a question, a solution to a problem. It helps them move towards 
their goals and dreams. High value is high quality and full of excellence! 

• The Features/Framework/Content Is… 
 Features – DVD? Seminar? Live Event? Book? E-Book? Etc. 
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 Framework – The process or system. What is the process or system they are 
buying? 

 Content – What is the outline of the content they will receive? 
• The Benefits Are…  What are all the benefits they will receive? Write down 100 benefits 

for everything you are offering! If you can’t come up with 100 bullet points, dig deeper! 
• The Reason It Works… Clearly communicate the reason why your program works. 

Communicate clearly why it works! 
• The Way It Will Double Their Business/Happiness… This will show the benefits, but it 

also helps you think through what to create and communicate. 
• To Pay My Price Point, My Customer Must Believe… This is CRUCIAL! What do your 

customers need to believe to pay the price you are asking?? 
 
 
Include Core Elements in all your content: 

 Address the problem – you need to share the problem.  People will buy stuff from you 
when they have a problem you can help them solve. 

 Focus on the possibilities – all great marketing shares the problem, and the possibilities. 
 Think about perspective – All great content offers perspective and a place for them to 

focus. 
 Share your personal story – make yourself alive and real.  You need to be a real-life 

person with real-life challenges.  You need to weave your personal story throughout so 
that you have buy-in and credibility.  Vulnerability is so important.  

 Talk about the plan – When you create content, people are paying you for the plan.  
They want to know the plan.  They need a specific plan to move from where they are to 
where they want to be.  

 Share positivity – No matter what, share hope and positivity energy.  You make content 
world class when you share positive energy.  People should feel it! 

 
 
In Your Buyers Mind, Your Products Must: 

o Solve a distinct, immediate, and ongoing problem. 
o Provide “fast and proven” results – “This stuff works!”  Offer testimonials and success stories 

from past clients, and testimonials and success stories from the new product. 
o Easy for them to understand how your solution works.  If your solution is not easy to 

understand and apply in a step-by-step framework they will not buy.  Give them usable 
information.  In other words, don’t just tell them to start working out, give them a step-by-
step plan to do so. 

o Be easy to access and consume. 
o Guaranteed! Not guaranteeing results, but guaranteeing quality and satisfaction… 
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A Framework for Effective Sales Messaging: 
1) A Bold Claim - big promise of results 
2) A Specific Description of The Results & Benefits They Will Achieve 
3) Your Story - Your "woe-to-win" story. People must believe in your story in order to believe in 

your solution. 
4) Your Solution - Big picture overview, light on details here 
5) Testimonials - real-life testimonials of those who you have helped with your solution - in print 

or video. Try to have 3-5. 
6) The Features & Benefits of Your Solution - A deeper description of what they will get, i.e., 8 

DVDs, a course manual, 2-days live training, etc. 
7) The Price - Price juxtaposition - Price comparison. i.e., my clients normally pay this, but right 

now I am offering it to you for this... 
8) Bonuses - If you take action on this today, or by this date, you will ALSO receive these amazing 

extra bonuses. 
9) Guarantee - If you’re not completely happy within 30 days, 100% satisfaction, full refund. 
10) Urgency and Call to Action - Urgent Call to Action - UCTA - Use scarcity, i.e., early bird pricing, 

limited product availability, etc.  Be ethical but create scarcity. 
 
 
Notes: 
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Designing Your Website 
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Social Media and Marketing 
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Basic Business Budgeting and Bookkeeping 
 

Successful Businesses Are Focused On Sustainability 
 
Profit is important so we can leverage our capacity to give back. When I began my business, 
the idea of profit was foreign to me. I was much more interested in simple survival and just 
getting by, rather than the idea of generating maximum profits. It almost felt erroneous for me to 
seek to attain profit, as if I was doing something wrong or sinister.  
 
But remember this: The more your profits, the greater your capacity to give.  Profit is important 
so we can leverage our capacity to give back. Never feel guilty for super profits if they lead to 
spectacular giving!   
 
Profit equals a company's revenues minus expenses. Earning a profit is important to a business 
because profitability impacts whether a company can secure financing from a bank, attract 
investors to fund its operations and grow its business. Companies cannot remain in business 
without turning a profit. The critical takeaway here is that PROFIT and SUSTAINABILITY are 
mutually exclusive: you can’t have one without the other. 
 
 

Profits Are Important Because: 
Returns for Owners 
First, the obvious use for profits; wages, dividends, and/or return on investment for the business 
owners.   
 
Impressing Investors 
Investors want a good return on their investment, whether it is paid out to them or not, and they 
often view profits as a measure of their return. 
 
Loan Repayments and Impressing Lenders 
Only the interest portion of loan repayments lowers your profit, but the business must make 
enough income to also cover the principal portion.  Lenders need to see regular profits to 
reassure themselves that the business will be able to repay its loans. 
 
Savings 
Profit is income less expenses.  Here’s another way to look at it: profit is unspent income, i.e. 
savings.  If you want to build up savings in your business, you must have profits. 
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Working Capital 
In simple terms, working capital is the amount of money sitting in the business’ bank account.  
Businesses need to leave money in the bank account during the good times, so that there will be 
enough money to pay expenses during the slow times, for example, Christmas closures or quiet 
months.  There needs to be enough money to pay for costs until the money comes in from 
customers.  Similar to savings, a business builds up working capital using profits. 
 
Asset Purchases 
All assets need to be replaced eventually, so the business needs investors, lenders or savings to 
fund asset purchases. 
 
Business Growth 
Profits help business owners determine whether a business can, or should, grow.  If the business 
has very little profit at the current size, it may be even less profitable when it grows.  Or a business 
may only be profitable once it reaches a certain scale, due to volume discounts, high fixed 
expenses, or large minimum order quantities from suppliers. 
Many business growth initiatives require spending money in advance, such as marketing 
campaigns, asset purchases, or increasing staff capacity.  The business needs profits before 
growing so that it can fund growth initiatives with the help of savings, lenders or investors.  Most 
businesses will require increased working capital after growth, to manage the new (and perhaps 
more extreme) peaks and troughs in their cash flow throughout the year. The business needs 
profits, before and after growing, to fund the new working capital requirements. 
 
Measure Of Success 
Profits provide a measure of success for a business.  They are the best source of finance/capital to 
invest in expanding the business.  They attract further funds from investors enticed by the 
possibility of high returns on their investment.  They allow a business to expand its operations if it 
so desires.  They allow a business to look attractive to potential lenders.  
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What Is a Profit and Loss (P&L) Statement? 
The term profit and loss (P&L) statement refers to a financial statement that summarizes the 
revenues, costs, and expenses incurred during a specified period, usually a quarter or fiscal year.  
These records provide information about a company's ability or inability to generate profit by 
increasing revenue, reducing costs, or both.  These statements are often presented on a cash or 
accrual basis. 
 
The profit and loss statement is a financial statement that summarizes the revenues, costs, and 
expenses incurred during a specified period. 
 
The P&L statement is one of three financial statements every public company issues quarterly 
and annually, along with the balance sheet and the cash flow statement.  When used together, 
the P&L statement, balance sheet, and cash flow statement provide an in-depth look at a 
company's financial performance together.  It is important to compare P&L statements from 
different accounting periods, as any changes over time become more meaningful than the 
numbers themselves. 
 
 

How Profit and Loss (P&L) Statements Work 
The P&L statement is one of three financial statements every company uses regularly, typically 
quarterly and annually, along with the balance sheet and the cash flow statement.  It is often the 
most popular and common financial statement in a business plan as it shows how much profit or 
loss was generated by a business. 
 
P&L statements are also referred to as a(n): 

• statement of profit and loss 
• statement of operations 
• statement of financial results or income 
• earnings statement 
• expense statement 
• income statement 

 
The P&L or income statement, like the cash flow statement, shows changes in accounts over a set 
period of time.  The balance sheet, on the other hand, is a snapshot, showing what the company 
owns and owes at a single moment.  It is important to compare the income statement with the 
cash flow statement since, under the accrual method of accounting, a company can log revenues 
and expenses before cash changes hands. 
 
A company's P&L shows its income, expenditures, and profitability over a period of time.  The 
balance sheet, on the other hand, provides a snapshot of its assets and liabilities up to a certain  
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date.  The balance sheet is typically presented as of the last day of the company’s fiscal year.  
Investors use the balance sheet to understand the financial strength of the company, comparing 
the amount and quality of its assets against its liabilities. 
 
Below is a sample P&L statement.  It begins with an entry for revenue, known as the top line, and 
subtracts the costs of doing business, including the cost of goods sold, operating expenses, tax 
expenses, and interest expenses.  The difference, known as the bottom line, is net income, also 
referred to as profit or earnings. 
 
 
Example of a Profit and Loss (P&L) Statement 
Below is an income or P&L statement for 2020 and 2021.  All of the figures are in CAD millions. 
You can use the income statement to calculate several metrics, including the gross profit 
margin, the operating profit margin, the net profit margin, and the operating ratio.  Together 
with the balance sheet and cash flow statement, the income statement provides an in-depth 
look at a company's financial performance. 
 

Twelve Months Ended December 31 2014 2013 
Sales and revenues:     

Sales of Machinery, Energy & Transportation 52,142 52,694 

Revenues of Financial Products 3,042 2,962 

Total sales and revenues 55,184 55,656 
Operating costs:   

Cost of goods sold 39,767 40,727 

Selling, general and administrative expenses 5,697 5,547 

Research and development expenses 2,135 2,046 

Interest expense of Financial Products 624 727 

Other operating (income) expenses 1,633 981 

Total operating costs 49,856 50,028 
Operating profit 5,328 5,628 
Interest expense excluding Financial Products 484 465 

Other income (expense) 239 (35) 

Consolidated profit before taxes 5,083 5,128 

Provision (benefit) for income taxes 1,380 1,319 

Profit of consolidated companies 3,703 3,809 

Equity in profit (loss) of unconsolidated affiliated companies 8 (6) 

Profit of consolidated and affiliated companies 3,711 3,803 
Less: Profit (loss) attributable to noncontrolling interests 16 14 

Profit  3,695 3,789 
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Profit Is Key For Giving Back 
In 1982, a company called Newman’s Own was started by actor Paul Newman and his friend, 
author A.E. Hotchner. As it says on their website, “It started out as a joke and got out of hand”.  
The idea came from the Newman family’s tradition of giving away bottles of their now famous Oil 
and Vinegar Salad Dressing as a Christmas gift. Someone suggested that if it was good enough 
for family, it might be a great product. So, the company was founded on two principles: 

1)  Top-quality products without artificial ingredients or preservatives, 
2)  ALL profits would be donated to charity.  Their motto is: “Shameless Exploitation in 

Pursuit of the Common Good” and “Let’s give it all away to those who need it!” 
 

The company was immediately successful, donating over $1 million to charity in its first year.  
Since then the company has expanded its product line into salad dressings, pasta sauces, salsas, 
popcorn, lemonade, ice cream, and steak sauce. As of October 2019, more than $550 million USD 
has been donated to thousands of charities, including children’s programs, disaster relief, 
environmental causes, medical research, affordable housing, hunger relief, and organizations that 
aid the elderly!  I love this quote from the website: “Who would’ve thought that so much good 
could come from a simple idea?” 
 
It’s important to understand the impact of Newman’s Own. Remember, Paul Newman started 
this in 1982. Before philanthropy became cool and the huge focus on Corporate Social 
Responsibility, and before the Billionaire Giving Pledge of Bill Gates and Warren Buffett, Paul 
Newman set up this company with a focus on shameless exploitation in pursuit of the common 
good. Many believe that the example of Paul Newman, set way back in the early 80’s, when most 
people were focused on big hair, really tight pants, and spandex, this this paved the way for the 
huge focus on philanthropy and generosity that we see today.   
 
This illustrates something: Life is about tapping into such an incredible level of blessing that you 
can literally BE A Blessing to those around you all the days of your life! We are blessed to be a 
blessing! The plan is to channel wealth to you so that wealth can be channelled through you.  
We are Blessed to Be a Blessing!  
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4 Levels of Wealth: 
1)  Shortage / Poverty - Not Having Enough to Meet Your Own Needs. We cannot Be a 

Blessing when we’re not even meeting our own needs.   
Characteristics of Shortage: 
- There is never enough, and always too much month at the end of the money!   
- I can’t afford to give to others!  How can I get these creditors off my back? 
- No planning for the future.  How do you plan for the future in poverty mode? 

 

2)  Survival / Provision – Your Needs Met.  
Characteristics of Survival: 
- Barely enough to survive. Just enough month at the end of the money! 
- I can afford to give a little but can’t afford to be generous! 
- Little planning for the future. It’s hard to plan for the future in survival mode. 
 

3)  Success / Prosperity - More Than Your Needs Met!  Success and Prosperity is where we 
have more than just enough.   
Characteristics of Success: 
- We have more than enough!  We have more money than month!   
- I can afford to give to others, and to go beyond that and be generous! 
- Active planning for the future. Success empowers you to see beyond now… 

 

4)  Significance / Plenty - Meeting the Needs of Others! True Prosperity is Plenty: having 
enough to meet others’ needs. We are not talking here about getting rich, but growing 
Wealth! The goal is not riches, but Wealth! We want to BE a blessing!   
Characteristics of Significance: 
- We meet the needs of others! Focus is outward, our orientation is others! 
- Looking for places to make large “impact investments”. A life of significance. 
- Active planning for the future. Significance sees beyond this decade. 

 
 

Mindset Matters: 
When it comes to PROFIT, mindset matters. There is enormous power in the mind. You can 
change your whole life if you obtain the right Mindset, because Where The Mind Goes, the Man 
& the Money Follows! You are the fruit of the thoughts you have planted and nourished.  If you 
want a better harvest, you must plant better thoughts. Just like an apple seed will not produce a 
peach tree, a poverty mindset will not produce prosperity. As surely as an apple seed becomes 
an apple tree, the images in your mind become your reality! 
 
No thought lives in your brain rent-free. Every thought has a consequence. Positive thoughts 
produce positive outcomes; negative thoughts produce negative outcomes. People shape their 
lives through their thoughts. 
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You Will Never Rise Higher Than Your Mental Frameworks - Nothing can stop a person with 
the right mindset from great results. And nothing can help the person with the wrong mindset!  
You gotta win the battle between your ears! Don’t look first to fill your bank account; look first to 
fill your mindset with beliefs which will support you to grow wealth. Beliefs such as abundance, 
gratitude, innovation, and creativity. Beliefs such as focus, strategy, partnership and generosity. It 
is impossible to capture wealth-generating opportunities with a mindset captivated by 
poverty. 
 
If you want to give back, being profitable is the pre-requisite:  

• A focus on PROFIT forces a level of discipline so you can give back. 
• Give Back – Don’t wait to get a lot to start giving back. 
• Give up in order to go up. 
• We make a living from what we get, but a life from what we give. 
• Your greatness is not in what you have, but in what you give. 
• We rise by lifting others.  As we refresh others, we are refreshed. 

 
 

Bookkeeping: 
Proper bookkeeping ensures you're always on top of your business's finances, which enables you 
to make wise financial choices that can help you grow your business. 
 
Bookkeeping is the process of recording your business's financial transactions so that you know 
exactly how much you're making and where your money is going. It's foundational to running a 
profitable business—after all, if you don't know how much you're making or where that money is 
going, you'll have a hard time finding ways to expand your profitability. 
 
If you've never worked in finance before, small-business bookkeeping can feel overwhelming. 
Fortunately, most small-business bookkeeping software was made specifically for non-
accountant small-business owners. (Free bookkeeping software can help you save money if you're 
just starting out.) Alternatively, in-house or outsourced bookkeepers can update your books for 
you, typically for a monthly fee. But whether you plan to do bookkeeping yourself or outsource it 
to an accountant, it pays to understand the basics of bookkeeping. 
 
Below, we'll break bookkeeping down to its most basic principles. Along with reading this page to 
get a quick bookkeeping overview, we always recommend meeting with a CPA (certified public 
accountant) or bookkeeper long before you open your doors—or, if you've already launched your 
business, as soon as possible. A financial expert can give individualized bookkeeping advice 
specific to your unique business while providing a more in-depth look at the basic principles we 
cover here. 
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1. Choose your bookkeeping method 
There are two main bookkeeping methods: single-entry and double-entry. You'll need to choose a 
method before you can start keeping your financial record, since the method you choose 
determines how and where you record each financial transaction. 
 
Single-entry bookkeeping is the simpler bookkeeping choice. It requires you to record each 
financial transaction just once in your overall bookkeeping record. This method can work for 
freelancers or sole proprietors with no more than one or two business transactions a month. 
 
But single-entry bookkeeping is less accurate than double-entry, which has you record each 
transaction twice: once as a debit and once as a credit. Since you make two entries per 
transaction, you're better equipped to catch small mistakes in your record before they turn into 
major financial problems. 
 
No matter how much money you bring in a month, we generally recommend double-entry 
accounting as a better choice for most small-business owners. Plus, nearly all bookkeeping and 
accounting software use double-entry accounting anyway.  
 
If you choose to used double-entry bookkeeping—and we strongly suggest you do!—you'll record 
each transaction as a credit and as a debit. We'll show you examples of how to record a 
transaction as both a credit and debit later on. 
 
 
2. Set up your general ledger 
Centuries ago, businesses would record their financial transactions in a physical book called the 
general ledger (GL). Now, general ledgers are mostly virtual—instead of jotting down transactions 
on a piece of parchment with a quill and ink, business owners enter and organize transactions 
with a spreadsheet or with bookkeeping and accounting software. 
 
Every time you perform a financial transaction—for instance, make a sale, accept a client's invoice, 
or pay a bill—you should record that transaction in your general ledger. Recording a financial 
transaction in your general ledger is referred to as making a journal entry.  
 
There are a few main ways to set up a general ledger. Using a spreadsheet is the cheapest option, 
especially if you use Google Sheets rather than Microsoft Excel, which costs a monthly fee. 
However, general ledgers can get complicated if you're trying to juggle multiple accounts. 
 
Bookkeeping software (which can cost anywhere from nothing to several hundred dollars a 
month, usually depending on your business's size and needs) automatically generates a general 
ledger for you and populates it with accounts.  
 

111



 

Alternatively, you can pay an accountant, bookkeeper, or outsourced accounting company to 
manage your accounts and ledger for you. 
 
3. Create your business accounts 
Your general ledger is organized into different accounts in which you record different types of 
transactions. Bear in mind that, in the world of bookkeeping, an account doesn’t refer to an 
individual bank account. Instead, an account is a record of all financial transactions of a certain 
type. There are five basic types of accounts: 

• Asset accounts, which record all the resources your business owns (like inventory and 
property) 

• Liability accounts, which record all the obligations and debts you owe (like monthly rent 
payments) 

• Revenue or income accounts, which record the money your business earns (like inventory 
sales) 

• Expense or expenditure accounts, which record all the cash that flows out from your 
business (like employee salaries or monthly utility payments) 

• Equity accounts, which record a business owner’s held interest in the business (like stock 
shares) 

 
What is a chart of accounts? 
If a general ledger is like a book, a chart of accounts is like a book's table of contents—it's a list of 
all the accounts your business uses to record transactions. In this metaphor, each account is like a 
chapter of a book, and individual journal entries are kind of like the pages of each chapter. 
 

Category Type What transactions should I put in this Category? 

Sales Revenue Income Revenue from selling products 
Service Revenue Income Revenue from selling services 
Returns & Chargebacks Income Sales or Service refunds, returns, and chargebacks 
Interest Income Income Income earned from interest 
Other Income Income Other sources of income 
Cost of Goods Sold Cost of Sales Product purchases for the purpose of resale 

Cost of Service Cost of Sales 
Transactions that are directly related to the 
generation of Service Revenue 

Bank & Merchant Fees Expense Fees from Banks or Merchant Processors 
Business Meals Expense Meals with clients 

Client Entertainment Expense Entertainment with clients 
Computers or Equipment Expense Computer or other equipment purchases 
Gas & Auto Expense Gas and vehicle maintenance expenses 
Independent Contractor Expense Payments to people for services 
Insurance Payments Expense For all business insurance payments 
Interest Paid Expense Interest paid on credit cards or loans 
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Lawyers & Accountants Expense Payments for professional services 
Licenses or Fees Expense Local, State, or Federal business licenses or fees 
Marketing or Advertising Expense Marketing and advertising costs 
Miscellaneous Expenses Expense Other business expenses 
Phone, Internet & Utilities Expense A place for common business utility expenses 
Postage & Shipping Expense Postage and shipping costs to customers 
Rent or Lease Expense Rent or lease payments 
Software & Hosting Expense Software and web hosting payments 
Supplies Expense Other business supplies 
Taxes Paid Expense Taxes paid by the business 
Travel & Transportation Expense Travelling and transportation costs 

 
Bookkeeping begins with setting up each necessary account so you can record transactions 
in the appropriate categories. You likely won’t have the same exact accounts as the business 
next door—that's one key reason we recommend meeting with a CPA to set up an individualized 
chart of accounts specific to your business. But regardless of the type or size of business you own, 
the accounts we list below are the most popular. Odds are you'll use a at least a handful of them.  
 
The most common small-business accounts: 
Account name Type of account 
Accounts payable Liability 
Accounts receivable Asset 
Cash Asset 
Dividends Equity 
Equipment Asset 
Insurance expense Expense 
Interest expense Expense 
Interest income Revenue 
Interest payable Liability 
Inventory Asset 
Owner’s capital Equity 
Real estate Asset 
Rent expense Expense 
Rental income Revenue 
Retained earnings Equity 
Salaries and wages Expense 
Sales income Revenue 
Supplies Asset 
Supplies expense Expense 
Unearned service revenue Liability 
Utilities expense Expense 
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4. Record every financial transaction 
You’ve created your set of financial accounts and picked a bookkeeping system—now it’s time to 
record what’s actually happening with your money. Apart from having the data for your 
transaction on hand, you'll need to decide which accounts that will be debited and credited.  
For example, imagine that you’ve just purchased a new computer for your business. You paid for 
the system, which cost $2,000, in cash. The transaction will affect two accounts: cash (an asset 
account) and equipment (also an asset). Because you’re decreasing your cash and increasing your 
equipment, you would record a $2,000 debit (on the left) for the equipment account and a $2,000 
credit for the cash account (on the right). 
 
Remember, it's crucial that each debit and credit transaction is recorded correctly and in the right 
account. Otherwise, your account balances won’t match—which means you don't have an 
accurate understanding of where your business actually stands financially. 
 
Most accounting software will automatically import your bank data so you don't have to manually 
enter and organize each transaction. If you're using spreadsheet software as your GL, you'll need 
to enter each transaction by hand. 
 
5. Balance the books 
The last step in basic bookkeeping is to balance and close the books. When you tally up account 
debits and credits—often at the end of the day, week, month, quarter, and year—the totals should 
match. If they do, this means your books are “balanced.” 
 
You have been recording journal entries to accounts as debits and credits. At the end of the 
period, you’ll “post” these entries to the accounts themselves in the general ledger and adjust the 
account balances accordingly. 
 
For example, if over the course of the month your cash account has had $3,000 in debits 
(increases) and $5,000 in credits (decreases), you would adjust the cash account balance by a 
total of $2,000 (as a decrease). 
 
Follow this method to adjust the balances for each account in your ledger. At the end of this 
process, you’ll have what’s called an “adjusted trial balance.” When you combine accounts types, 
the adjusted balances should meet the accounting equation: 

Assets = Liabilities + Equity 
 
If two sides of the equations don’t match, you’ll need to go back through the ledger and journal 
entries to find errors. Post corrected entries in the journal and ledger, then follow the process 
again until the accounts are balanced. Then you’re ready to close the books and prepare financial 
reports. Most accounting software tackles the bulk of this process for you automatically, including  
generating the financial reports we discuss below. 
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6. Prepare financial reports 
Now that you’ve balanced your books, you need to take a closer look at what those books mean. 
Summarizing the flow of money in each account creates a picture of your company’s financial 
health. You can then use that picture to make decisions about your business’s future. 
 
Here are some of the most common financial reports created in bookkeeping: 

• Balance sheet. This document summarizes your business’s assets, liabilities, and equity at a 
single period of time. Your total assets should equal the sum of all liabilities and equity 
accounts. The balance sheet provides a look at the current health of your business and 
whether it has the ability to expand or needs to reserve cash. 

• Profit and loss (P&L) statement. Also called an income statement, this report breaks down 
business revenues, costs, and expenses over a period of time (e.g., quarter). The P&L helps 
you compare your sales and expenses and make forecasts. 

• Cash flow statement. The statement of cash flow is similar to the P&L, but it doesn’t include 
any non-cash items such as depreciation. Cash flow statements help show where your 
business is earning and spending money and its immediate viability and ability to pay its 
bills. 

Bookkeeping software helps you prepare these financial reports, many in real-time. This can be a 
lifeline for small-business owners who need to make quick financial decisions based on the 
immediate health of their business. 
 
7. Create a bookkeeping schedule 
At least once a week, record all financial transactions, including incoming invoices, bill payments, 
sales, and purchases. And make it a priority to close your books regularly too. You may do this 
every month, but at the very least, balance and close your books every quarter. 
 
Another pro tip? Make sure to tackle your books when your mind is fresh and engaged—say, at 
the start of the day before you open your doors rather than late at night, after you’ve closed up 
shop. You want to be at your best when you’re looking at figures that explain your business’s 
profitability and help you chart a course for progress. 
 
Plus, doing the books earlier in the day can help you minimize the temptation to put off 
bookkeeping until the next day . . . and then the day after that. 
 
8. Store records securely 
Proper record-keeping for small businesses makes the process easier and keeps you compliant 
with the law. You never want to waste time chasing down last month’s missing invoice, and you 
certainly don’t want to find yourself in trouble with legal requirements. Visit SBA.gov to find out 
more about how small businesses can stay legally compliant. 
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Takeaway: 
Whether you take on your small-business bookkeeping yourself or end up outsourcing to an 
expert, understanding the basics will help you better manage your finances. You’ll save time 
chasing receipts, protect yourself from costly errors, and gain valuable insights into your 
business’s potential. 
 
And don't forget our most important piece of advice: always meet with a CPA, bookkeeper, or 
other financial expert as you set up your general ledger and chart of accounts. Because sure, you 
can go it alone—but you'll experience much less hassle and stress if you work with an expert right 
from the start.  
 
Want more bookkeeping tips? Expand your bookkeeping knowledge by brushing up on the most 
common bookkeeping errors (and how to avoid them). 
https://www.business.org/finance/accounting/small-business-bookkeeping-basics/ 
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Abe Brown, MBA, CMCT, CPHSA is the Coach’s Coach, and is 
an Entrepreneur, Professional Speaker, International Best-
Selling Author, and High-Performance Leadership Coach.  He is 
the founder of the Flourishing Life Coaching Program™, the 
CEO of Wellness Innovate Corp, and the CEO of Momentum 
Coaching. 

Abe is people-first, and is focused on supporting people, 
relationships, entrepreneurs, businesses, and non-profits to 
thrive.  Flourishing people produce flourishing relationships, 
businesses, and workplaces, along with high performance and 
profound positive impact.  Abe is also passionate about 
workplace mental health and changing the world by changing 
the workplace.  Along with the team at Wellness Innovate, Abe 
is the creator of Flourishing Workplaces™.  

Abe has started or led several businesses and non-profits 
into the tens of millions of dollars, and has worked in the 
entrepreneur space, the corporate space, and the non-profit 
space at Senior Executive levels.  As past President of one of the 
largest Life & Executive Coach Training and Certification 
organizations in the world for 13 years, Abe trained and certified thousands of Life Coaches and 
Executive Coaches in North America and around the world.  Abe is focused on coaching leaders, 
executives, and entrepreneurs towards high-performance, resilience, and over-the-top results in 
both life and business.  Abe has also been a professional speaker for over two decades in 4 
continents and over 20 countries around the world and has spoke to audiences of tens of 
thousands. 

Abe earned a Master’s in Business Administration (MBA) from the University of Calgary 
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Profile:  Connie Jakab 
Facilitator, The Entrepreneur Blueprint™ 

Director of Community, Flourishing Life Coaching Program 

Connie Jakab has been working in resilience and 
flourishing for over 20 years.  Starting with youth at 
risk and gangs in East Vancouver, Connie has been 
researching how community creates resilience 
and mental wellness her entire career through a 
sociological lens.  She has owned and started three 
companies, along with a non-profit from scratch, 
growing her businesses to empower others to 
grow and expand their personal potential.  Her 
passion to see others reach their potential has 
allowed her to oversee regional and national high-
performance teams.  She has been working to 
ignite Brave Communities and Collaborations in 
teams for over 20 years. 

She is the author of three books, the third one 
selling out within the first six months.  Connie has 
spoken on stages all over North America, 
impacting audiences with her passion and 
compassion.  Her engaging storytelling won 
Connie the opportunity to meet and share the 
stage with Tony Robbins.  Connie was recently 
given the award “Woman of Inspiration Top 150 in 
Canada” for her passion to see others flourish. 

“My passion is helping people discover their story, understand its meaning, and turn it into a 
brand that can BOTH change people’s lives and increase your impact and income.” 
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	We all worry about it: What sets you apart from other people and helps you grow your list faster than theirs?  The good news is: You shouldn’t be worrying about that.
	Focus on making sure your ideal audience gets what they are looking for and craving.
	Learn to Leverage the Expertise of Others
	This means that you should be:
	o Keeping a database or list of great resource, people, and articles
	o Following official blogs for the software, apps and services your audience is likely to use
	o Following top experts who can help your audience (especially the ones who are always first with industry changes and news)
	o Building a relationship with these top experts, so you are perfectly positioned to leverage them at the right time
	o Looking for what others aren’t covering—things that your potential audience members are actually asking in these experts’ comments section at the end of each blog post or article
	o Being the first to create posts, articles and solutions to what people are complaining about or asking for
	So what are your unique strengths in relation to:
	o The skills and expertise you already possess
	o The skills and expertise surrounding you
	o Where you want to be, six months, a year, three years down the road
	o Where you are right now
	o Connections and advantages you have that you can make good use of for the benefit of your people
	o What your people are looking for right now
	o What you can deliver right now
	o What they’re going to be looking for six months from now
	o What you can set in motion and plan to deliver six months from now
	o Benefits and advantages you can offer—especially ones unique to you
	So, if you communicate best by audio then start a podcast series.  Don’t do twelve other things.  Throw all your energies into setting that up and enriching it with powerful shows and let your list know.
	If you communicate best by curating information, do that—it’s a great way to leverage experts even if you can’t get them to agree to be interviewed or partner with you on a project.
	o Always put your unique spin (and voice) on what and who you’re introducing
	o Tell your audience why you think they will benefit from checking out the curated content
	o Don’t share the whole piece of content, verbatim: Give your audience just enough of a taste to whet their curiosity and then invite them to “read more”
	Creating Solutions
	If you are keeping an eye on competitors, you will also know what solutions are already out there.
	o If an existing solution is perfect, become an affiliate of that creator and let your email list subscribers know about the solution, offering your affiliate link
	o If an existing solution is inadequate, hard to use or non-existent—create one!  Right now!
	This will also give you leverage to interest a larger-name expert in your field in becoming your affiliate, teaming up with you in some way, or even just accepting (or giving) an interview.
	The best way to make sure you leave no stone unturned when it comes to making sure your people have all the content options from you that they need is to create a system, so that you have a physical or mental “checklist”, every time you tackle:
	o A new topic or industry change
	o A new product to promote
	o A new question from followers (yours or your competitors’)
	o A new seasonal holiday or event
	o A fresh look at an “evergreen” topic
	o Any significant change in your subscribers’ lives
	So, it’s not just about creating dynamite content: It’s also about:
	o Letting your subscribers know where to find it (via multiple means—starting with email)
	o Delighting your subscribers with your timing
	To summarize our strategy for credibility-building, relationship growing content creation that will generate leads and grow your list:
	o Leverage the experts—the people who have made it further along the path than you have, so far; and who everyone turns to
	o Provide the perfect content mix—Curation and original content (as well as presenting products as an affiliate—ones that you know your followers will love)
	o Plan your content and create a system (with checklists) for regularly producing it
	o Spend less time on content creation and more on listening
	o Share your results via multiple platforms--especially email!
	How To Come Up With Irresistible Offers They’ll Love To Buy
	Creating content is just the beginning of providing online resources to your ideal subscriber and customer.  You also have to make sure it’s content that people want, that you get it in front of them when the time is ripe, and that it’s in the best fo...
	No matter what medium you use to create your content with, however, you need to be ready to deliver two basic types of content: Evergreen and trending.
	Understanding Evergreen
	“Evergreen” content is information they will always need, no matter what is trending in their field or industry or what is in season.
	For example, “Best Business Practices” is a topic that is evergreen; “Ten Easter Recipes” is not.  The latter relates to a specific season—Easter; and while you can re-use the same content next Easter, it’s not evergreen—it’s seasonal.
	“How to Attract New Clients” is always evergreen; “3D Printing for Business” is going to be outdated in ten years, as new technologies replace it. (Perhaps even in one year!)
	How To Find New Trends
	1. Identify three to six top platforms or companies that your ideal subscriber regularly uses.  Follow their official blogs.
	2. Identify three to six top influencers that provides news of changes and new trends your industry.  Follow them on the platform where they are most active.
	3. Get in the habit of:
	a. Always reading their emails straight away
	b. Scheduling in twenty minutes to check out what’s new with them every day

	4. Make notes, do your own research—and present your findings to your audience
	5. Check out documentaries on television and headline articles on your local grocery-store magazine racks.
	Increase Your Chances Of Making The Sale
	o If you’re presenting a link via an email, put it in more than one place (the middle and in a P.S., for example)
	o If you’re putting a link to a video or landing page under your name in a signature, preface the link with a line to attract and intrigue (a call-to-action)
	o If you’re writing about something you want people to check out through a link, include a video or photograph to catch their attention visually as well as textually
	o If you’re posting on a social network, re-purpose your post and tweak it for at least two other social networks
	No matter where you share your information:
	o Ask people to keep on sharing it
	o Give them a reason why their friends will thank them for doing this
	o Make sure you have also set up sharing buttons and icons on your post or page
	How To Find The Perfect Sales Balance
	There are two killers to growing your list: Making your emails all about selling, selling, selling—and being afraid to mention selling at all.
	Follow this three-step formula in your email:
	o Summarize the single most important truth of your email
	o Lead into the link with a promised key benefit
	o Use positive calls-to-action that promise a result
	Remember that your email copy has to appeal to your reader’s emotions.  You want her to feel at least one of these things:
	o You are describing her problem exactly (pain point)
	o You are talking about where she wants to be/how she wants to see herself (identity and self-image)
	o She identifies with you/the story you are telling (empathy)
	o She sees herself with a chance at succeeding in whatever you are talking about (dream fulfillment)
	What makes someone open an email—even if she would vigorously deny any feelings connect with the reason she opened it?
	It’s always about emotion.  Remember that, and you’ll talk from the heart!
	How To Get People Excited About Your Message
	What excites you about your post?  Your new product?  Your upcoming webinar?  Why does it excite you?  What are you most looking forward to sharing with your subscribers?
	Before you send an email out about anything, ask yourself these questions; then write from that feeling of enjoyment, anticipation, satisfaction, pleasure—whatever positive emotion you are experiencing.
	Think about what the information is going to mean to them.  Then isolate the single, most important point of your whole email.  Put that in your subject line … and repeat it right after your opening hook, just before a link to your item.
	Notes:
	How To Get Countless Leads Into Your List
	A combination of free and paid lead generation strategies will give you an effective way to spread your reach, but you should never use a strategy based on whether it is free or paid. Rather, you should use a particular strategy because it’s the right...
	Lead generation shouldn’t feel like rocket science, either.  What you’re really doing is just finding more ways to reach more of the right people who will like what you offer.
	There are three main areas you need to build strategies around:
	o Your website or blog
	o Your social presences
	o Your email list
	The best place to focus your attention—and never, ever forget—is on your email list.  That’s where you interact:
	o With your ideal subscribers, one-on-one
	o Share exclusive content, making them feel like an “insider” in your circle
	o In real-time, as things are happening (not two months later, when they finally remember to visit your site again)
	o Consistently, so that they get used to having regular contact with you
	Easy & Effective Lead Capture Strategies & Secrets
	With lead generation, it’s important to remember there are four components you have to devote equal attention to:
	o Your offer or free incentive
	o Your call-to-action, inviting them to click on a tab or link
	o Your landing page—where this click takes them to
	o Your web contact form—in many cases, it’s on the landing page, leading to another offer or to a sign-up form, if you’ve presented the offer on a social network rather than by email
	Always think like your visitor.  What are they looking for on your site?  In your email?  What would they be delighted to find?
	1. Less is more
	In emails and blog posts, stick to one main point or message—and ruthlessly take out anything that goes off on a tangent.  (Put these snippets in an “ideas” file, and use them
	for future posts or emails.)
	Likewise, watch out to make sure you don’t repeat your main point.  Insert your call-to-action right after making your big point (and again, later on).
	But never cut for the sake of cutting: Tell exactly what you need to tell to connect on an emotional level.
	2. Don’t tell people what to think—tell them a story they can relate to
	You can and should use “you” statements when email marketing.  If you make people relate to a story or a statement, instead of ordering them to react a certain way, you will achieve much better results by engaging emotion, empathy, and interest.
	3. Share Your Sign-up Form
	Getting Them To Click Through
	What makes people go from “I’ll check this out later” to actually clicking through to your landing page or to your offer—and then purchasing?
	To achieve full interaction, you need to do three things when you write your emails.  If you’re not doing them, people won’t click through and/or buy.
	You need to:
	o STOP at the exact moment you’ve hit the high point—that single, most-important “message” in your message
	o Tell them what you want them to do next (i.e. right that moment!)
	o Make it easy for them to do this
	o Example calls-to-action:
	 “Register for the webinar right now—it’s absolutely free.”
	 “Just pick up your copy to get started”
	 “Check out the first lesson to take your first step”
	 “In a few seconds, you’ll have the solution! Just click the link below to get started.”
	 “Don’t procrastinate—click on the link below right now”
	Never, ever use ANY strategy just for the sake of “pushing” a subscriber, however: It almost never works, and you’ll feel “pushy”.  In fact, if you get that feeling, honor it and listen to it, because it’s most likely a warning signal that you’re tryi...
	Just get into the habit of looking for opportunities — and remember to speak honestly, simply, and always from the heart.
	Language:
	o Appeal to those ideally suited
	o Actively repel those who can’t afford you, don’t have the right temperament, interests or needs for your coaching, or who just aren’t ready for you yet
	o Cut out vague words and generalizations.
	Don’t be afraid to use words you have been conditioned to think of as “negative”.  State exactly who can be helped and how you can help—and who should not try your programs just yet.
	Make sure that your landing page or home page states your main specialty clearly, then quickly clarifies:
	o Who your services are for
	o How they will transform the visitor
	o Who your services are NOT for
	The whole key here lies in being specific.  The more specific you are, the more you will attract the right people and repel the wrong ones.
	Talk Up The Transformation
	Make sure you are clear about the results you are offering.
	Start by stating your biggest benefit—the most significant transformation.
	Some directions you can take:
	o How their lives will change for the better
	o What plateau they can break free from
	o What big obstacle they can overcome
	o What investing in your offering will help them to achieve
	o How much easier and simpler your offering will make their lives
	o How much time they will save
	You need to gauge personality traits around your clients, such as:
	o Do they thrive on peer support … or do they want one-on-one attention?
	o Are they all about fast-tracking … or removing blocks?
	o Do they want a “done-for-you” approach … or are they happy to do it themselves?
	Talking up the transformation will increase the perceived value of what you are offering—for the right client.
	Stepping Up Your Calls-To-Action
	1. Using tentative, wimpy-sounding words that make you seem unsure of your own offer
	2. Assuming people will click on your “buy” button… without telling them to do this!
	3. Assuming people will click on “the right tab” when they’re ready to check your offer
	4. Cluttering up your call to action with too much information
	5. Presenting suggestions rather than actual calls to action!
	6. Using the word “Submit” on your “buy” button.
	7. Camouflaging your calls to action with visual distractions (unnecessary links, text or colors that blend into the rest of the page and don’t stand out)
	8. Unclear instructions
	9. Not getting to the heart of the matter before asking for the action (presenting the problem and giving your chief transformational benefit)
	10. Not providing a big incentive to click
	1. Are you making it easy for them to say "yes"?
	Are you removing obstacles that are causing them to hesitate?  Every obstacle?
	o “Early bird” pricing—a reduced rate for the first XX participants
	o Payment plans
	The Early Bird pricing can be a great strategy because the limitation on the time it’s available and/or the number of participants allowed can create a natural sense of urgency.
	And payment plans offer a practical “win-win” solution for both you and your potential client: She gets the program; you get the sale.
	2. Is there a clear reason (in your offer) they should sign up now?
	A single awesome bonus that is only available for a limited time or in a limited number can prompt many people to take the plunge.
	Another incentive that can prompt your followers and subscribers to sign up: If you have a special event about to take place.
	3. Is there a clear reason to THEM that they should sign up now?
	Have you made sure that your ideal client or subscriber can instantly see the big benefit in signing up now?
	Make it personal: What do they want more than anything else in the world that only you are offering, right now?
	You need to identify what immediate or nearly immediate achievement you can safely promise that will leave her feverishly trying everything to put together the funds for your program.
	4. Are you picking up the phone? Or just emailing?
	An important part of creating offers that convert: Take nothing for granted.  Don’t do anything on autopilot.
	So don’t just email your client with your offer—especially if there’s a time limit drawing close.  Pick up the phone and make personal contact.
	This personal, immediate contact is priceless, because it will give you a real learning opportunity, as well as letting potential or existing clients hear your voice—creating an emotional connection.
	o Important to the person you contact (not just to you!)
	o Something they’ll genuinely be glad to be reminded about
	o Significant in value
	o Exclusive
	o Genuine
	Give a helpful but closed answer—avoid giving an impromptu full coaching session by having an answer ready for further onslaughts of questions. Do try to couch things in the most positive way possible.  Particularly get rid of tentative words like “ma...
	5. Are you proving your claims in advance?
	Use social proof to show that your clients GET results - including tons of examples.  Not only on social media, but on your website too.
	Get Them To Rave About You
	Ask for the testimonial:
	o In a follow up email, after a course, workshop, challenge or even after a really helpful webinar
	o At the conclusion of a workshop or at the end of a session (NOT their first!)
	o When you have celebrated their latest achievement with them
	o In a blog post
	A painless way to gather testimonials: Just ask them to fill out your feedback form and provide either an easy link or provide the form directly below your request, on your website.
	Help them help you with a simple list of questions to guide them:
	1. What do you love most about      ?
	2. How have you use    product to “solve your problem”?
	3. Something else awesome about us if you’d like to gush. (We don’t mind one bit!)
	Overcoming Obstacles To The Sale
	You WILL get objections, but what it’s important to realize is that people who object and respond with negatives sometimes become your best clients — if you can help them past the barriers they are throwing up for themselves.
	That’s the first thing to discern: Are these objections really valid… or is the client simply afraid to stretch her envelope, step outside her comfort zone and actually achieve her dream?
	Many times, it’s the fear of stepping outside a comfort zone that derails people: Or resistance to a new idea.
	1. When people object to your price.
	Realize that you never, ever have to justify your pricing.
	Next, consider the sub-text going on: Is this person at the stage where they can actually afford your pricing?
	If the answer is ‘no’, don’t drop your rate for them—EVER.  Instead, either thank them for their time and let them go, recommend another coach who works within their budget, or give them a more budget friendly option.
	Alternatives could be:
	o A selection of services and products, each with differing price points
	o A tiered system
	Set your prices to reflect:
	o How automated your offering is
	o How much ongoing work it will take
	o How interactive you need to be
	o How energizing or debilitating you find it
	2. “How do I know this will work?”
	When you get this type of objection, pay attention to tone and attitude.  If the tone is belligerent, you may not wish to work with that particular person.
	If the tone is more pleading, anxious, or dubious (or even just matter-of-fact) that’s a potential client! Always, always qualify it by pointing out that it’s a two-way transaction: It’s up to your prospect to put the work in.
	3. “I’m waiting for…”
	What such “waiting for” statements often provide warning about is that your potential client may be a perennial fence-sitter… or just afraid.
	Treat them as you would any other client: Offer a lower-cost alternative—IF you have one set up—and point out the benefits of following through on what you’ve begun in the free consultation.
	Sometimes a potential client like this will see the light and commit… and sometimes they really just can’t.
	When you help your clients take the next step and commit, you’re doing them a huge favor, so never doubt yourself or allow yourself to feel pushy when you set yourself up to overcome objections and have the sales conversation that ends in a sale.
	Feed Your Funnel With Facebook Ads
	Grab Your FREE Planner by visiting http://bit.ly/FEEDYOURFUNNEL and use coupon code BLUEPRINT to Learn How To:
	• Create an outstanding high-quality free offer to  create leads
	• Learn how to  monetize your funnel before you even begin
	• Lay  the foundation so  your leads ask “what’s next”
	• Determine Your Target Audience
	• Prepare Your email Autoresponder
	• Create Your Facebook Ads
	The most common small-business accounts:
	4. Record every financial transaction
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