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Module 1 
Welcome To The TEC Program! 
Welcome to the Thriving Entrepreneur Coaching Program™, which operates in partnership 

with Certified Flourishing Coaching™. 

In Certified Flourishing Coaching™, all our coaching programs are evidence-based, 

grounded in science, and draw from coaching best practices. Based on the psychology of 

flourishing and the most effective coaching techniques honed over decades of coaching and 

counseling tens of thousands of clients, along with training and  certifying thousands of 

coaches all over the world, Certified Flourishing Coaching™ is the  first coaching model that 

is evidence-based and truly global. 

In Certified Flourishing Coaching™, the foundation is the Certified Flourishing Life Coach™. 

Beyond that, we have 11 more Coaching Areas of Focus, or Coaching Niches, and the 

Certified Flourishing Life Coach™ designation is the prerequisite for the rest: 

1. Certified Flourishing Life Coach™:

• The 10 Core Competencies for a Flourishing Life, and

Strategies For Aligning My Life To These Core

Competencies.

2. Certified Flourishing Relationships Coach™:

• The 11 Key Success Factors for Flourishing

Relationships, and Strategies For  Aligning My

Relationships To These Key Success Factors.

3. Certified Flourishing Parenting Coach™:

• The 13 Key Success Factors for Flourishing Parenting, and Strategies For

Aligning My Parenting To These Key Success Factors.

4. Certified Flourishing Career Coach™:

• The 15 Key Success Factors for a Flourishing Career, and Strategies For Aligning

Why Is Our 
Certification 

Program Set Up 
Like This? 

Because My Life 
Must Flourish 

Before Specific 
Areas Can 

Sustainably 
Flourish. 
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My Career To These Key Success Factors. 

 

5. Certified Flourishing Wellness Coach™: 

• The 10 Key Success Factors for Flourishing Wellness, and Strategies For Aligning 

My Wellness To These Key Success Factors. 

  

6. Certified Flourishing Leadership Coach™: 

• The 10 Key Success Factors for Flourishing Leadership, and Strategies For 

Aligning My Leadership To These Key Success Factors. 

 

7. Certified Flourishing Business Coach™: 

• The 13 Key Success Factors for a Flourishing Business, and Strategies For 

Aligning My Business To These Key Success Factors. 

 

8. Certified Flourishing Creativity Coach™: 

• The 13 Key Success Factors for Flourishing Creativity, and Strategies For Aligning 

My Creativity To These Key Success Factors. 

 

9. Certified Flourishing Workplace Coach™: 

• The 7 Key Success Factors for a Flourishing Workplace, and Strategies For 

Aligning My Workplace To These Key Success Factors. 

 

10. Certified Flourishing Sales Coach™: 

• The 6 Key Success Factors for Flourishing Sales, and Strategies For Aligning My 

Sales To These Key Success Factors. 

  

11. Certified Flourishing Pastoral Life Coach™: 

• The 10 Core Competencies for a Flourishing Life, and Strategies For Aligning My 

Life To These Core Competencies, All Through A Biblical Lens. 

 

12. Certified Flourishing Educator™: 

• The 12 Key Success Factors for Flourishing Educators, and Strategies For 

Aligning My Educational Approach To These Key Success Factors. 
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The learning Journey 
 

 
 

The Conscious-Competence Learning Model: 
There is a clearly identifiable series of steps that we all go through when learning a 
new skill, developing a new habit or way of thinking. These steps sometimes bring up 
strong emotions as we struggle to learn something new. Being able to recognize 
these steps in yourself and others will help reduce the tension and challenges 
inherent in going through change and in developing new habits. 
 
When we face a new challenge or a change, our journey can be described with a 
four-stage learning model that outlines the level of our awareness combined with 
how competent we feel about a skill. This model was developed by Noel Burch in 
1970 while working at Gordon Training International. In broad strokes, the journey 
takes us from recognizing our incompetence, to consciously acquiring the skill, to 
reaching the stage of being able to actively apply the skill in our everyday lives. The 
four stages below walk us through the journey in greater detail. 
 

UNCONSCIOUS INCOMPETENCE 
This is a stage of unawareness. We literally don’t know what we don’t know, and it 
doesn’t matter to us. 
For example: We need to accomplish a task that could be completed much faster 
through the use of an application or program. However, we are unaware of the 
existence of this technology. 
 

CONSCIOUS INCOMPETENCE 
This stage tends to involve some degree of awkwardness, embarrassment, fear, and 
uncertainty. Suddenly, we’re conscious of what we don’t know. 
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For example: We’ve downloaded the program or application, but we can’t make 
sense of the navigation menus, or figure out how to perform a basic function. This 
stage can throw some people off, as they’ve moved from blissful ignorance to 
uncomfortable awareness. It can be easy to get frustrated and give up here. 
 

CONSCIOUS COMPETENCE 
In this stage, we’re starting to become more competent, but we’re very aware of 
what we’re doing. We tend to get excited about what we can do now but still have to 
pay close attention to what we are doing. 
For example: We are able to complete certain tasks and navigate the menus with 
more ease, but it still consumes a lot of mental energy. 
 

UNCONSCIOUS COMPETENCE 
The new learning is totally part of us. We no longer spend conscious resources on the 
new behavior or skill; it’s integrated into who we are. 
For example: We use the application or program to complete our tasks without 
thinking twice about it. The new skill is now embedded in our mind. 
 
 
 
 

Experiential learning 
Kolb and Frye, two leaders in adult educational theory, say that adults learn best through 
active participation and reflection. This form of learning is called "experiential" because it 
involves hands-on experience and observation as well as discussion and other forms of 
learning. 
 

What Is Experiential Learning? 
In a sense, experiential learning is simply learning by doing -- but there is more to the 
process. Not only do learners take action, but they reflect on, learn from, and take new 
action based on experience.  
 
Experiential learning theory focuses on the idea that adults are shaped by their experiences, 
and that the best learning comes from making sense of your experiences. Instead of 
memorizing facts and figures, experiential learning is a more hands-on and reflective 
learning style. Adult learners are able to utilize this theory and learn by doing, instead of 
just hearing or reading about something. Role-play, hands on experiences, and more are all 
part of experiential learning. 
 
Kolb and Frye describe experiential learning as a four-part cycle: 
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1. The learner has concrete experience with the content being taught. 
2. The learner reflects on the experience by comparing it to prior experiences. 
3. Based on experience and reflection, the learner develops new ideas about the 

content being taught. 
4. The learner acts on her new ideas by experimenting in an experiential setting. 

 
When the new ideas are put into action, they become the basis for a new cycle of 
experiential learning (Peterson, 2020). 
 

 
The Thriving Entrepreneur Coaching (TEC) Program appreciates the importance of 
both the Conscious Competence Learning Model, and Experiential Learning as 
frameworks through which sustainable growth and development can be understood 
and applied. 
 
 
 
 

Learning With The Thriving  
Entrepreneur Coaching Program 
With the backdrop of the Conscious-Competence Learning Model, along with the 
insights provided by Experiential Learning, the Thriving Entrepreneur Coaching Program 
provides a series of learning modules followed by Growth Exercises. There are over 15 
Growth Exercises (including your FLQ: Flourishing Life Questionnaire), and while the 
learning modules are meant to widen your scope of insight and knowledge when it comes to 
Flourishing as an Entrepreneur, the Growth Exercises are designed for reflection, deeper 
insight, and integration of learning.  
 
Please take time to complete your Growth Exercise prior to a session with your Thriving 
Entrepreneur Coach, and then in-session, take time to share your learnings and growth.  
 
 
Throughout this manual, there are also several spaces where you can write 
and reflect. Please take advantage of these as much as possible and enjoy 
the journey towards Flourishing Entrepreneurship. 
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Module 2 
The Thriving Coaching Process For 
Transformational Change 
 
Change is hard.  
 
Just look in the mirror, or ask anyone who has tried to develop a new skill, improve a 
relationship, become a better parent, launch a business, break a tough habit, or switch 
careers. And yet for all of us, change and personal and professional development is 
absolutely necessary, and it is a critical step toward fulfilling our potential. And when we 
seek to change, we need support. Change is much better done in collaboration. 
Transformation happens best with a team. We all need a coach, and the best kind of coach 
is a Certified Flourishing Coach™.  
 
Now, the idea of change itself is pretty simple:  
1. Get a vision of who you want to be and what you want to do in your life, wellness, 

relationships, leadership, business, and career (your ideal self),  
 
2. Explore where you are at right now and understand the gaps you need to fill and the 

strengths that will help you to fill those gaps (your real self),  
 
3. Develop a learning agenda to grow where you need to grow (your learning plan),  
 
4. Formulate a road map for turning your aspirations into reality (your actual steps),  
 
5. Experiment and practice with new behaviors and roles (your trial and error), and  
 
6. Get support. Achieving and sustaining desired change is much easier with the right 

support (your tribe).  
 
However, contemplating change is easier than completing change. Certified Flourishing 
Coaches™ help people through this process. Please note that we help. We do not direct, 
lead, push, or pull. Coaches are not here to tell anyone what to do. We ask good questions 
and listen intently, offer empathy, help an individual explore their vision, and build a caring 
relationship. A coach’s role is to help an individual in making a change, and that is why a 
client invites us into the sacred space of their journey.  
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Along the way, using the evidence-based approach in Flourishing, we have discovered a 
process where a Certified Flourishing Coach™ can help a person create lasting and 
sustainable change. The coach does NOT create or drive the change, the change is created 
and driven by the individual. However, by following the steps in the Certified Flourishing 
Coach™ Model, lasting and sustainable change can occur in the individual. 
 
See, the paradox in the change conversation is always HOW? How do we integrate new 
information and change into our own lives in a sustainable way? The “what” is often easy in 
terms of defining what to do. But “how” to do it? The “how” is always the challenge, in 
terms of closing the gaps in our own life, wellness, relationships, business, and career.  
 
Using the evidence-based approach in Flourishing, we have discovered a process where a 
Certified Flourishing Coach™ can help an individual create lasting and sustainable 
change. We call it, “The Flourishing Model For Transformational CHANGE™”, and 
there are Six Steps. 
 
The Six Steps For Transformational Change were developed over more than a decade of 
designing and delivering workshops on coaching and leadership to over 10,000 professionals 
across Canada, United States, the U.K., several countries in Asia & Africa, South America, 
and the Middle East.  
 
Our approach was always evidence-based and process-focused: I wanted to break down the 
blueprint behind impactful coaching and leadership conversations that shifted peoples’ 
reality, empowered them to flourish, and transformed their performance. Over years of 
thinking about this issue, identifying patterns, testing out models, teaching literally 
thousands of people, and tens of thousands of coaching and therapy sessions, I developed a 
set of ideas that was transforming people’s ability to flourish, perform at the highest levels, 
and also impact others positively. 
 
I have found that the Six Steps For Transformational Change are useful at every 
organizational level: from enabling CEOs to better develop their successors and think 
strategically, to helping senior executives become more effective leaders to their team 
members, down to managers becoming better leaders and frontline staff. These six steps 
have helped coaches and leaders in all sorts of industries and the non-profit sector, 
including financial services, manufacturing, energy, natural resources, construction, 
healthcare, information technology, social services, and government. 
 
The Six Steps For Transformational Change evolved over the years of running High 
Performance, Leadership, and Coaching workshops for thousands of people. By working at 
both the practitioner level, the clinical level, and the operational level, and doing 
experiential learning with literally tens of thousands of people of all backgrounds, 
perspectives and industries, I was able to notice fastening patterns in how people interacted 
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with each other. Over several years I’ve built and tested many different ways of 
communicating this map to others, keeping what worked and refining what didn’t. 
Eventually this all coalesced into the ideas that I now called the Six Steps For 
Transformational Change.    
 
The Six Steps For Transformational Change describe a new way for coaches and leaders 
to have conversations when they truly want to make a difference in people’s lives and 
performance. These steps describe a new way to interact and get feedback, a new way to 
influence and grow people, and a new way to stretch and bring out the best in others.  
 
The Six Steps For Transformational Change save time, create energy, and support truly 
sustainable change.   
 
It is also helpful to understand the linkage of the Six Steps For Transformational 
Change to brain function and neuroscience. That is why we provide that linkage throughout 
this course, along with the tools and experiential learning that we offer that supports 
transformational change while also leveraging the best parts of the brain. 
 
To summarize, the Six Steps For Transformational Change are signposts that point to a 
new path to follow whenever we enter a coaching or leadership relationship with the 
intention of helping the other person change and positively grow in any way.   
 
The coach does NOT create or drive the change, the change is created and driven by the 
individual. However, by following the Six Steps For Transformational Change, lasting 
and sustainable change can occur in the individual. Here is the Flourishing Model for 
Transformational CHANGE™:  
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Module 3 
The science of Flourishing

Unlearn your limitations. Learn your possibilities. 

You were not born a winner. You were not born a loser. You were born a chooser. 

Interestingly, resilience is not something we are gifted at through birth but grow at through 
the adversity of life. This is the idea of a “Post-Traumatic Growth” Response. 

Why do some people flourish, and some do not? 

Why do some people flourish despite massive ADVERSITY and small OPPORTUNITIES, 
and yet others have little adversity and abundant opportunity, and yet do NOT? 

Despite even the experience of trauma and systems stacked against them, why do some 
flourish, while others do not, and even languish? 

Hardship and adversity is part of life, and yet we often ask, “Why do people suffer from 
problem X?” instead of the better question: “Why do some people flourish despite difficulty 
and adversity?” 

Don’t judge people for where they are if you don’t know where they started. 

Don’t tell yourself a summary of what you are and what you’re not 
based on the experience that you’ve had and not the potential 
that you carry.  

Unlearn your limitations. Learn your possibilities. 

Don’t define yourself by your dysfunction - but by your decisions. 

We typically focus more on what’s wrong with us, rather than what’s right with us. Unlearn 
your limitations. Learn your possibilities. We need a focus on strengths rather than 
weaknesses. We need more to look at what is right with people rather than what’s wrong. 
And we need to spend more time focused on flourishing, rather than mental illness.  

Part of this is asking which factors promote human flourishing, and what are the skillsets or 
competencies of those who thrive?  

Unlearn your 

limitations.  

Learn your 

possibilities. 
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THAT leads us to another question: What does it mean to “flourish”? “Flourishing” is a topic 
that psychologists have given a lot of though to in recent years.  

In simple terms, flourishing is feeling good, and functioning well. But there's more. 

According to Wikipedia, flourishing is “when people experience positive emotions, positive 
psychological functioning and positive social functioning… It is a descriptor and measure of 
positive mental health and overall life well-being, and includes multiple com-ponents and 
concepts, such as cultivating strengths, subjective well-being, goodness, generativity, 
growth, and resilience. 

According to Dr. Lynn Soots, an expert in the science of flourishing, “Flourishing is the 
product of the pursuit and engagement of an authentic life that brings inner joy and 
happiness through meeting goals, being connected with life passions, and relishing in ac-
complishments through the peaks and valleys of life.”  

This description of flourishing by Dr. Barbara L. Fredrickson and Dr. Marcial F. Losada also 
helps: “To flourish means to live within an optimal range of human functioning, one that 
connotes goodness, generativity, growth, and resilience. This definition builds on path-
breaking work that measures mental health in positive terms rather than by the absence of 
mental illness (Keyes, 2002). Flourishing contrasts not just with pathology but also with 
languishing: a disorder intermediate along the mental health continuum experienced by 
people who describe their lives as “hollow” or “empty.” Epidemiological work suggests that 
fewer than 20% of U.S. adults flourish and that the costs of languishing are high; relative to 
flourishing (and comparable to depression), languishing brings more emotional distress, 
psychosocial impairment, limitations in daily activities, and lost workdays (Keyes, 2002).”  

Always remember the 3:1 ratio of POSITIVE to NEGATIVE. Dr. Barbara L. Fredrickson and 
Dr. Marcial F. Losada discovered that people FLOURISH when they have more positive 
thoughts and feelings than negative. Their research showed that the mean ratio of positive 
to negative affects or influences was above 2.9 for individuals classified as flourishing and 
below that threshold for those not flourishing. Basically, the more you allow yourself to think 
and feel the positive (like gratitude or hopefulness or joy or expressing appreciation or 
feeling upbeat), the more you will flourish. The more you allow yourself to feel or think the 
negative (e.g., feeling ungrateful, contemptuous, irritable, or expressing disdain or dislike, 
etc.), the more you will languish. Takeaway? At least 3 to 1 for positive to negative.  
According to Dr. Martin Seligman from the University of Pennsylvania, flourishing is, “finding 
fulfillment in our lives, accomplishing meaningful and worthwhile tasks, and connecting with 
others at a deeper level—in essence, living the ‘good life’”. Flourishing is a way of thinking, 
a way of being, and a way of operating. 

This quote by the late Robert Kennedy in 1968 helps us to understand flourishing: 
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“The gross national product does not allow for the health of our children, the quality 
of their education or the joy of their play. It does not include the beauty of our  
poetry or the strength of our marriages, the intelligence of our public debate or the  
integrity of our public officials. It measures neither our wit nor our courage; neither  
our wisdom nor our learning; neither our compassion nor our devotion to our  
country: it measures everything, in short, except that which makes life worthwhile.” 

6 Characteristics of those who flourish:
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The Positive Psychology Movement
Given that most of psychology and psychiatry are focused on a “what’s wrong with 
people?” model rather than a “what’s right with people” model, the Positive Psychology 
movement was born. According to one of the leaders of Positive Psychology, Dr. Martin 
Seligman: “Positive Psychology is the scientific study of optimal human functioning that 
aims to discover and promote the factors that allow individuals and communities to thrive.” 

We typically focus more on what’s wrong with us, rather than what’s right with us. And 
psychology and psychiatry have mostly become about fixing what’s “broken”. The focus is 
repairing damage within a disease model of human functioning: 

• What is wrong with people?

• Which factors impair humans from functioning at their best?

Psychology and psychiatry have largely become about repairing dysfunction and fixing 
what’s wrong with us. They concentrate more on repairing damage within a disease 
model of human functioning. Their focus is generally what is wrong with people? Which 
factors impair human functioning? It is a focus on weakness or disease. 

Misconceptions about weaknesses: 
1) Misconception #1: Fixing what’s wrong will automatically cause us to flourish 
and thrive. Fact:

• The absence of mental illness does not imply the presence of mental health (and 
vice versa).

• Getting rid of anger, fear, and depression does not automatically cause peace, 
love, and joy to blossom.

2) Misconception #2: Life would be better if difficult circumstances are reduced or 
removed. Fact:

• The question is NOT how to prevent all problems, but how to flourish despite 
difficulty.

• It is not the absence of stress or adversity that causes us to succeed or to 
flourish. Flourishing occurs when we learn to effectively deal with difficulty.

• If we learn to thrive during adversity, our success will be much more sustainable 
than simply learning to flourish when there is no adversity.

3) Misconception #3: You will grow the most in your areas of greatest weakness. 
Fact:

• Fixing weakness does NOT automatically produce strengths.
• You will grow the most in your areas of greatest strength. As you grow, you 

become more aware of and comfortable with who you already are.
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• Spend more energy growing your strengths, and less energy fixing your 
weaknesses. Strengths are where you can grow the most. You can grow the most 
in your strengths, not by focusing on your weaknesses.  

 
 

Positive Psychology is focused on strengths: 
• What is right about people?  

• Which factors promote human flourishing?  
Other psychologists also contributed significantly to positive psychology. Abraham Maslow 
(e.g., 1954, 1968, 1970) wrote extensively about how and why psychology had gone wrong 
by studying only negative behaviors and avoiding the issue of what the human experience 
could be if fully embraced:  

“If one is preoccupied with the insane, the neurotic, the psychopath, the criminal, 
the delinquent, the feeble-minded, one’s hopes for the human species become more 
and more modest, more and more realistic, more scaled down. One expects less and 
less from people. From dreams of peace, affection, and brotherhood, we retreat.” 
(1954)  

So, what does it mean to “flourish”? In the simplest terms, flourishing is feeling good, and 
functioning well. But there is more.  
 
 

Psychology views mental health on a spectrum:  
On one end is depression. On the other end is flourishing. Flourishing is the height of 
wellbeing where a person has a strong sense of meaning, a sense that they matter to 
others, and a sense of mastery. Depression is the depths of ill-being, where one feels 
despair, feels despondent, and feels drained and worthless.  
 
Languishing is less known. Languishing is the absence of wellbeing. You don’t have severe 
depression, but you don’t have the traits of someone who is flourishing with strong mental 
health either. When you languish, you are not functioning at full capacity and lack a sense 
of meaning, mattering, and mastery. Those who languish may also wrestle with significant 
anxiety and depression. 
 
Corey Keyes is one of the most active researchers in positive psychology, and he has done a 
substantial amount of research to identify the characteristics associated with flourishing. 
Keyes was also the researcher who introduced the concept to positive psychology of 
languishing. In his research, he discovered that about 17.2% of adults in the U.S. are 
flourishing. Another 56.6% are moderately mentally healthy (they’re “okay”), 12.1% are 
languishing, and 14.1% are depressed. So, far more (52% more) are languishing or 
depressed (26.2%) compared to those who are flourishing (17.2%).  
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Those who are languishing are not mentally ill, but show few signs of mental health. 
Whereas the presence of mental health is described as flourishing, the absence of mental 
health is described as languishing. A person who is languishing is not experiencing the 
actual presence of mental illness. They are simply experiencing the absence of full mental 
health and thus do not thrive. 

The problem with experiencing the absence of full mental health is that Keyes’ 2010 
research showed that the people most likely to experience major anxiety and 
depression in the next 10 years are the ones who are languishing right now. 

According to Keyes, languishing can be “as bad as depression in some of its outcomes, like 
suicides, lost workdays, lost productivity and so forth.”  

Here are three reasons why we should be concerned about the lack of flourishing – also 
known as languishing (Keyes 2002):  

1. Pure languishing is associated with substantial psychosocial impairment at levels
comparable to an episode of pure depression. This means that when people are
languishing, they are impaired in how they think and feel, and that they struggle
with growing and maintaining healthy social relationships.

2. Languishing (12.1%) is basically as prevalent as mental illness (14.1%).
3. Only about 17.2% of adults in the U.S. are flourishing. And so, 52% more are

languishing or depressed (26.2%) compared to those who are flourishing (17.2%).

Given that languishing is the absence of mental health (while flourishing is simply the 
presence of full mental health), what is the impact of languishing? 

• Languishing dulls your motivation,
• Languishing disrupts your ability to focus,
• Languishing triples the odds that you’ll cut back on work,
• Languishing is connected to poor emotional health,
• Languishing is connected to high levels of limitations of activities of daily living,
• Languishing is connected to a high likelihood of 6 or more lost days of work 

annually, that those who are languishing attribute to their mental health.

Languishing is very similar to depression in these impacts. A major depressive episode 
relates to poor emotional health, high limitations of activities of daily living, and a high 
likelihood of several missed workdays.  

“Languishing is the middle ground between being mentally healthy and 
mentally ill,” Keyes said. “It’s not depression, but it’s the absence and 

insufficiency of feeling good and functioning well.” 
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On the other hand, moderately mentally healthy and flourishing adults reported the best 
emotional health, the fewest days of work loss, and the fewest days of work cutbacks. And 
flourishing adults reported even fewer limitations of activities of daily living than adults who 
were moderately mentally healthy (Keyes, 2002).  

To flourish is to be filled with positive emotion and to be functioning well psychologically and 
socially. Our goal is not simply to avoid depression and languishing, but to flourish and 
thrive.  

Completely mentally healthy adults – as defined by Keyes as those free of a 12-month 
mental disorder and flourishing —reported the fewest missed days of work, the fewest half-
day or greater work cutbacks, the healthiest psychosocial functioning (i.e., low helplessness, 
clear goals in life, high resilience, and high intimacy), the lowest risk of cardiovascular 
disease, the lowest number of chronic physical diseases with age, the fewest health 
limitations of activities of daily living, and lower health care utilization (Keyes, 2007). 
According to Keyes (2007), “Measures of disability, chronic physical illness, psychosocial 
functioning, and health care utilization reveal that anything less than flourishing is 
associated with increased impairment and burden to self and society… flourishing individuals 
function markedly better than all others, but barely one fifth of the U.S. adult population is 
flourishing.”  

In the United States, in terms of combined direct and indirect costs, mental illness is among 
the three most costly conditions (Keyes & Lopez, 2002). That is, after cardiovascular 
disease, mental disorder was the third most costly category of conditions at approximately 
$160 billion in 1999, just behind the burden of physical rehabilitation, which came in at 
second place (Keyes & Lopez, 2002). Worldwide, mental illness has been shown to be 
among the top five causes of disability-adjusted life years, a measure of the number of 
years of life lost prematurely to death and the number of years lived with disability in a 
population (Murray & Lopez, 1996, 1997).  

It would produce massive psychosocial and economic benefits if more people were equipped 
in our societies to flourish and thrive. That is why the vision of Certified Flourishing 
Coaching™ is to empower Certified Flourishing Coaches™ who will help their clients create a 
roadmap to flourish. We want to empower and support human flourishing in every way! 
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Flourishing Made Simple 
It is better to focus on strengths rather than weaknesses. This is looking at what is right 
with people rather than what’s wrong. Here we spend more time focused on flourishing and 
mental health, rather than mental illness. This means we need to understand which factors 
nurture human flourishing. Flourishing Is: 

o A consistent sense of meaning, or being inspired. 
o A consistent sense of mattering, or feeling important. 
o A consistent sense of mastery, or having influence. 
o A consistent sense of more, or experiencing growth and increase. 
o A consistent sense of mature relationships, as in: 

o Connection – Being around people I can identify with. 
o Chemistry – Being around people I can vibe with. 
o Collaboration – Being around people I can partner with. 

 
 

The Dual Continuum Of Mental Health And Mental Illness  
Part of the work of Dr. Keyes revolved around what is called, “The Dual Continuum Of 
Mental Health And Mental Illness”. The dual continuum provides a contemporary view of 
mental health and wellbeing, showing that mental health and mental illness are separate 
and distinct concepts. In this model, mental health is imagined as positive feelings and 
positive functioning. High mental health can be thought of as “flourishing”. Mental health 
and wellbeing is an asset that can be cultivated and developed. 
 
People displaying positive mental health and wellbeing can be described as functioning well 
and flourishing in the following domains: 

• Emotional Wellbeing, 
• Psychological Wellbeing, 
• Social Wellbeing, 
• Physical Wellbeing, 
• Spirituality and Cultural Wellbeing. 

 
According to the dual-continuum model of mental health and mental illness, mental health 
is not merely the absence of mental illness (Westerhof & Keyes, 2010). An individual’s 
ability to thrive and flourish is not negated by a diagnosis of a mental illness: 
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The dual-continuum model is divided into four quadrants. On the x-axis is a continuum of 
serious mental illness on one end on no mental illness symptoms on the other end. On the 
y-axis is a continuum of poor mental health (languishing) on one end, to optimal mental 
health (flourishing) on the other. Someone can have optimal mental health without mental 
illness, they can have poor mental health without mental illness, they can have poor mental 
health with mental illness, and they can have optimal mental health with mental illness. 
 
Many people with a mental illness live rich and rewarding lives. Many people who do not 
have a mental illness struggle with their mental health. We hold this model in mind because 
it allows a nuanced conversation and recognizes the importance of skills, knowledge, and 
attitudes that allow for good mental health and acknowledges the need for knowledge about 
mental illnesses, including their symptoms and treatments. Mental health and wellness 
resources should be inclusive of a range of experiences, should not place mental health in 
opposition to mental illness, and should collectively address all four quadrants of the dual-
continuum model. 
 
As one of the leading experts on the Science of Flourishing, the defining characteristics of 
Keyes’ model include some of the following items: 

1) Emotional wellbeing (life satisfaction, happiness), 
2) Psychological wellbeing (purpose in life, autonomy, positive relations with others, 

environmental mastery, personal growth), and 
3) Social wellbeing (social acceptance, social contribution). 
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What Does Flourishing Look Like? 
In 1958 Marie Jahoda, who was a pioneer of a more positive outlook in psychology, 
identified six concepts associated with positive mental health: 

1. Attitudes toward the self, 
2. Development of self-actualization, 
3. Integration of psychological functions, 
4. Autonomy, 
5. Accurate perception of reality, and 
6. Environmental mastery. (Keyes 2002) 

 
Keyes took this further and suggested that Mental Health and Flourishing encompasses 
three domains (Keyes 2007): 

1. Emotional Wellbeing, 
2. Psychological Wellbeing, and 
3. Social Wellbeing. 

 
According to Keyes (2007), social and psychological scientists have been studying 
flourishing for about 50 years. This research has yielded as many as 13 specific dimensions 
of flourishing in these 3 areas. These 13 dimensions help us understand what flourishing 
looks like when lived out. 
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13 Dimensions Reflecting Mental Health as 
Flourishing (Keyes) 
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Module 4 
Understanding Your Story & The FLQ 
Without a doubt, Story is one of the most powerful internal forces and influences in our 
lives, specifically the Story we are telling ourselves as a person, and also as a person in 
Business. There is Power in Story. 

The Story we tell about our life becomes the Story of our life. And the Story we tell about 
our Business becomes the Story of our Business. This internalized narrative becomes what 
we live out in word and deed. You could call this a self-fulfilling prophecy.  

Some of the Story we tell ourselves about ourselves and our Business could be inspiring and 
empowering and even energizing us to be more, do more, and learn more. 

But elements of our Story could be disempowering, demotivating, and draining us of the 
capacity to Flourish in Business. So in order to thrive in Business, it is important to uncover 
the current story we are telling ourselves about ourselves and our Business. Then, we can 
use the information from our Story to build new beliefs and behaviors leading to better 
outcomes. 

We live in a society that is driven by narrative and story. Why? Because story connects 
BOTH the right and left sides of your brain. When the right side and left side of your brain 
connect on an idea or narrative or storyline, it locks it into your long-term memory. 

Proven Intersections Between Neuroscience, 
Biology, and Story... 
Your brain on story is different than your brain when it is receiving any other form of 
information, including straight facts and data. There are proven intersections between 
neuroscience, biology, and story we cannot ignore. The threads of stories that we read, 
hear, watch, and click on affect us intrinsically. 

Neuroscientists at Emory University published research in December 2013 showing the 
changes in neural patterns of volunteers after reading a narrative story based on real 
events. The researchers assigned subjects to read Robert Harris' 2003 novel Pompeii, a 
piece of historical fiction based on real events. This type of writing employs the storytelling 
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techniques of fiction to tell true stories. 

The results showed heightened connectivity in a specific part of the brain. The left temporal 
cortex lit up, and not just for the period immediately following the reading assignments. The 
neural changes persisted for several days. That’s why we sometimes say that a story was so 
powerful we just can’t seem to shake it. 

The Emory researchers found the primary sensory motor region of the brain changes as well 
after reading story. Even though the participants were not actually reading the novel while 
they were in the brain scanner, they retained this heightened connectivity, almost like 
muscle memory. That’s why some stories make you say, “I felt I was there.” 

To understand the power of story, first let's do a short primer on some brain chemicals. 

First, there's cortisol, which gets produced when something warrants our attention, like 
distress. Where we hear about potential threats in our environment - or hear something 
distressing in a story - cortisol helps us stay attentive. From a speaker’s perspective, 
cortisol may be the brain chemical most closely associated with first contact with a listener 
– in other words, awareness.

Next comes a far more popular brain chemical called dopamine. This gets produced to aid in 
an elaborate learning system that rewards us (with pleasure) when we follow the 
emotionally charged events in a story. If cortisol helps with awareness, dopamine aids, so to 
speak, with arousal, rewarding us to stick with the journey.  

And then comes what could very well be the wonder drug of storytelling: oxytocin. While 
there are many other things in the human organism that help make us social, oxytocin has 
been identified as a chemical that promotes prosocial, empathetic behavior. And, according 
to the research, this is what enables us to identify with the hero/protagonist in a story. 

Professor Paul Zak, director of the Center for Neuroeconomics Studies at Claremont 
Graduate School, found that reading simple, humanistic stories changes what is in our blood 
streams. Taking blood samples of subjects before and after reading a story about a father 
and his terminally ill son, Zak found their blood levels contained an increase of cortisol and 
oxytocin after reading the story. Called the human bonding or empathy chemical, oxytocin 
is also released by breastfeeding mothers. 

Once they had read the story, subjects were then asked to donate money to a cause for ill 
children. 80% of the subjects complied. Imagine anything that would cause 80% of people 
to do as they were asked! 
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So, with cortisol, we have a brain chemical that helps with awareness.  With dopamine, we 
have another brain chemical that helps with arousal and pleasure. With oxytocin we have a 
brain chemical that helps produce empathy and action, the grand prize for all of us, which is 
changing behaviour. As Professor Zak concluded, we can "change behavior by changing our 
brain chemistry." Professor Zak spent time specifically studying the role of oxytocin. 
Oxytocin is a neurochemical in the brain that Zak says gives the "it's safe to approach 
others" signal in the brain.  

When we are telling a story, different parts of our brain light up when we use our memory 
or evoke an emotion and, at the same time, the same part of the brain of the listener lights 
up as well. What is in play is known as "mirror neurons".   

Our brains were wired for reaching out and interacting with others. Stories seem to contain 
that timeless thread of human connection, even if that connection is just through words on 
a page or screen, or words heard on a podcast. Stories have always been a primal form of 
communication. They are timeless links to ancient traditions, legends, archetypes, myths, 
and symbols. They connect us to a larger self and universal truths. 

The bottom line?  
We only fully change when we understand the story we have been telling ourselves, and 
shift our story towards a healthy direction where needed. So many of us tell ourselves a 
story that disempowers us or cripples us, rather than empowering us or building us.  

In the Thriving Entrepreneur Coaching Program™, we have a tool to help us uncover our 
story: The FLQ: Flourishing Life Questionnaire. 

The FLQ helps us uncover our Story and to clearly see the Story we are telling ourselves 
about our life and Business. 
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The FLQ 
At an individual level, we measure our flourishing using the FLQ: The “Flourishing Life 
Questionnaire”. The FLQ allows a person to measure and better support their capacity to 
Flourish, and measures what’s right about us, as opposed to what’s wrong.  
 
The FLQ Provides a Picture of an Individual’s Alignment To The 10 Core 
Competencies For Flourishing (Dr. Wayne Hammond, Ph.D.): 
1) Personal Empowerment – Confident and optimistic with a strong belief in their ability 

to create success and take control of their own life. Knowing what is important to them 
supports a growth aptitude for taking smart risks and realize their greatest potential. 

2) Personal Awareness/Management – Possesses insight to a broad range of personal 
feelings and an ability to express them in positive and controlled ways. Identifies 
different levels of stress in their life and copes with stressful situations in positive ways.   

3) Emotional/Social Intelligence - Emotionally receptive and can identify, manage, and 
express emotions to others in sensitive ways. Good listeners, team players, effective 
communicators, and empathetic. Shift their thinking to understand what others are 
feeling and why.   

4) Leadership/Courage - Confident in their strengths and competence to purposefully 
perform. Open to new ideas and ways of creating success. Has a deep sense of integrity, 
cares about the needs of others, and takes initiative to empower others to be their best. 

5) Innovative/Entrepreneurial – Thinks creatively, considers options that others might 
not think possible, turns challenges into learning opportunities, and adapts innovative 
ideas into successful solutions.  

6) Resilience/Growth Mindset - Advances despite adversity by bouncing back from 
challenges, adapting when things might not be working out, and learning from their 
mistakes. Develops competence by embracing new challenges to discover their 
untapped potential for greatness. 

7) Motivated/Self-Directed Learner - A confident learner who takes the initiative to 
continuously grow their skills and potential in successful ways. Demonstrates respect 
and gratitude for the expertise and judgment of those they seek help from. Not afraid to 
make mistakes and not overly worried about being wrong.  

8) Moral Directedness/Integrity - Honest and genuine with a strong sense of purpose, 
goals, and personal vision. Embraces core values that guide their decisions, determine 
what they stand for, and influence responses when challenged by others.   

9) Interpersonal/Collaborative Skills - A good communicator who can effectively 
manage the feelings of others as well as their own. Respectful and positive team-
players, able to problem solve and resolve conflicts, and can effectively manage the 
expectations of others in positive ways.   

10) Effective Problem Solver/Accountable – Considers situations from a holistic 
perspective and takes responsibility for decisions made. Has a “common sense” 
approach to dealing with life situations and will get things done and take the initiative.   
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Growth Exercise: 
Unpacking Your FLQ 
Review The Results Of Your FLQ With Your Thriving Entrepreneur Coach. 

Then Create A Growth Plan Using The FLQ Platform.  

Discuss And Share Your Reflections Here: 
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Module 5 
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 currently, you can 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 as an Entrepreneur? 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. 
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The Entrepreneurial Ecosystem: 
Setting the Stage:  The Gig Economy, Side Hustles, and Entrepreneurship 

o The size of the global economy:
o About $100 trillion in 2022 (https://www.visualcapitalist.com/100-trillion-

global-economy/). What is your piece of that? Opportunity Abounds!
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o The size of the entrepreneurship economy:
o There are 582 million entrepreneurs in the world.
o 274 million (41%) are female.
o There are more than 31 million entrepreneurs in the U.S. (Global 

Entrepreneurship Monitor)
o 55% of adults in the U.S. have started at least one business in their lifetime.

(Global Entrepreneurship Monitor)
o Entrepreneurs in the U.S. cite wanting to be their own boss as the top 

motivation for starting a business. Other top motivations for becoming an 
entrepreneur include pursuing a passion (39%), wanting to exit corporate 
America (25%), taking advantage of a new opportunity (25%) and finding 
new work after being laid off (11%).

o More Interesting Stats:
o There are 31.7 million small businesses in the US, accounting for 99.9% of all 

businesses (SBA, 2020).
o Meanwhile, the US has 20,139 large businesses (SBA, 2020).
o From 2000 to 2019, small businesses generated 10.5 million jobs, nearly 

twice that of large businesses (5.6 million) (SBA, 2020).
o Small businesses make up 47.1% of all private-sector employees (SBA, 

2020).
o Small businesses account for 65.1% of new jobs created (SBA, 2020).
o 47.1% of the entire American workforce is employed in small businesses

(SBA, 2020).

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
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o 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. In 2021, 44% of Fortune 500 companies
were founded by immigrants or their children. A 2012 study found that
immigrants were more likely to start businesses than members of the native
population in most of the 69 countries surveyed. In the United States, where
13.7% of the population is foreign-born, immigrants represent 20.2% of the
self-employed workforce and 25% of startup founders. And according to a
2018 study by the National Foundation for American Policy, immigrants
founded or cofounded 55% of the United States’ billion-dollar companies — so-
called unicorns. Entrepreneurs also include new mothers who want more time at
home.

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
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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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Growth Exercise 
Goals, Gifts, and Giving 
This exercise is designed to create opportunities for reflection and then discussion with your 
Thriving Entrepreneur Coach. Please reflect first, and then share your personal and business 
goals, describe the gifts you offer to the world, and discuss how you want to give back… 

Share Your Personal And Business Goals: 

What Gifts Do You Offer The World? 

How Do You Want To Give Back? 
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Module 6 
A Person On A Journey 
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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. Imagine looking at all you 
have been through, and saying this:

 “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.”

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 for owning it and making the most of it.

o Your journey has all the strength you need.

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. 

Everything you have been through has equipped you for where life has brought 
you to. 
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Growth Exercise  
Superpower Brainstorm 
 
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. Everything you have been through has equipped you for where you 
have been brought to. 
 
Unique Advantage… 
The superpowers you have acquired from your story give you a unique advantage in the 
marketplace. 
 
This exercise is designed to create opportunities for reflection and then discussion with your 
Thriving Entrepreneur Coach. Please take time to reflect and write, and then share with your 
Thriving Entrepreneur Coach… 
 

Describe Your “Origin Story”: 
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In what specific ways have you seen triumph come from tragedy, and possibility 
come from pain? 

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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Module 7 
Tells Themselves A Story 
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. 

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 Creating Connection:
o You are the expert and qualified because this is your experience that you’ve

made it through!

o As an entrepreneur, we always need to take time to separate fact from feeling. In other
words, we can be clear about what we care deeply about, versus what’s trending and
thus might sell. The important question to ask here is what people care about, instead of
just focusing on what you know a lot about.

Starting With Them vs Starting With Me: 
o Where are their pain points? This is about Empathy. People want to know:
 Do you hear me?
 Do you see me?
 Do you understand me?

o What Is The Problem You Will Solve?

o Who Will You Solve It For?

o What Differentiates Your Product or Service From Others?
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Hook, Story, Offer 

o Hook! Capturing Attention:
o A good hook speaks directly to the reader and gets them to stop scrolling.
o You want to create this response: “That’s ME!” It is 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, and How To Fix It 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 Regret It If You Don’t Purchase Our 365/24/7 Service Plan For All

Your Home Heating, Air Conditioning, and Plumbing Needs.”
 “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.”
 “How To Get Great Service Without Breaking Your Bank Account.”

o Story – Sustaining Attention:
o Tell the story that led to the creation of your product or service. A good story

includes a “Pivotal Moment”: Crucial moments that lead them on a strategic
journey, the perils and failure, and the awakening or “aha” moment.

o Offer – Converting Attention:
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.
o If you confuse, you lose!
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Growth Exercise 
A Story That Attracts An Audience 
Please take time to reflect and write, and then share with your Thriving Entrepreneur 
Coach… 

1. If You Could Choose One Pivotal Story To Share To Connect With Your
Audience, What Would It Be? Remember, Facts Tell, But Stories Sell. This Story
Could Be Used As A “Hook” To Get People To Stop Scrolling And Look At What
You Are Offering:

2. What Is The Problem You Will Solve For Your Customers? Be Clear and
Concise.
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3. Who Do You Want To Solve It For? i.e., Who Is Your Target Customer, In 
Terms Of Demographics and Psychographics?    
 
 
 
 
 
 
 

 
 
4. What Differentiates Your Product or Service From Others? 
 
 
 
 
 
 
 
 

 
 

5. Create A Hook. What Images Could You Use To Help Draw People In? Would 
This Cause YOU To STOP Scrolling? 
 
 
 
 
 
 

 
 

6. Create An Offer. Is It Clear? Remember, If You Confuse, You Lose (The Sale!) 
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Module 8 
Passion & Purpose, Experience & Expertise 
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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? 
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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.   

 
o There is incredible treasure waiting inside each one of us. The world needs 

what you have. It needs who you are. 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… 
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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.  
o People don't care about your money, fame, or success. They care about 

your scars: 
♥ My wounds are my weapon!  ♥ My pain is my possibility! 
♥ My scars are my solutions!  ♥ My bruise is my blessing! 
♥ My trauma is my treasure!  ♥ My failure is my fortune! 
♥ My grief is my gift!    ♥ My story is my superpower! 
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Growth Exercise  
Learnings & Leanings... 
Please take time to reflect and write, and then share with your Thriving Entrepreneur Coach. 
 
What I have learned from my journey about overcoming pain and difficulty: 

 
 
 
 
 
 
 
 
 

 
 
What I have learned from my journey about fulfilling my dreams: 

 
 
 
 
 
 
 
 
 

 
 
What I have learned from my journey about spirituality and values: 
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What I have learned from my journey about health and wellness: 

What I have learned from my journey about healthy relationships: 

What I have learned from my journey about leadership & influencing others: 

What I have learned from my journey about making money and success: 
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Discovering Your PASSIONS. Pulling together everything we have looked at so far, 
what are your key passions? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
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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Module 9 
Captured By An Opportunity 
 

 

57



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. An “opportunity” can be a cause or an enterprise. 
The entrepreneur is captured by that 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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How Could Your Entrepreneurship Show Up? 
 
Broadly speaking, the “market” can be looked at in different ways. One is to look at the 
market by industry, for example, automotive, energy, retail, logistics, professional services, 
forestry, agriculture, etc. Another is by looking at the market by relevance, or by the need it 
meets, the gap it fills, or the problem it solves.  
 
In looking at their journey, experiences, and education, entrepreneurs can be captured by 
an opportunity: 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 
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Growth Exercise 
Market Research
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 market 
research. Ask the following market research questions to 5-10 people about your proposed 
product or solution. 

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

2) What are the biggest pain points you have with [fill in the problem you want to
solve or product you want to offer]?
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3) What do you think would be the 3-5 best benefits people would receive if they 
experienced [fill in the solution or product you will offer]? 

 
 
 
 
 
 
 
 
 
 

 
 
4) If I put something together for [fill in the problem you want to solve or product 
you will offer], what would you like to see in that, and what delivery method 
would work best? For example, an app? A delivery service? A live event? A bricks 
and mortar location? What qualities would be important for this to succeed? 

 
 
 
 
 
 
 
 
 
 

 
 
5) How much would you realistically pay for this? 
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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 
different price points, as much as possible, at this point: 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
7) Lastly, list all the information and research you have now on your overall cost 
structure. In other words, what will it cost to run your business, including both 
fixed costs and variable costs? Research what you don’t yet know. 
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Module 10 
Deciding 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, 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’s 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.

Braving Atychiphobia (The Fear of Failure) 
We learn wisdom from failure much more than success. If your life is free from failure, 
you’re not taking enough risks. What dream lies deep in your heart, waiting to burst into 
action, that the fear of failure may be holding back? The fear of failure is a dream thief. 
Only one thing holds us back: the Fear of Failure. 

Two Types of Fear: 
1) Healthy / Rational Fear - Fear of falling over a cliff, fear of being hit by a car, fear of a 

heart attack without proper self-care, etc. There are all healthy, rational fears which 
serve as a warning or defense mechanism.

2) Un-Healthy / Irrational Fear - These are the fears that harm us the most. These are 
irrational, often illogical fears that we need to learn to overcome or we will be paralyzed 
by them! It is these kinds of fears that Roosevelt spoke of - ”…the only thing we have to 
fear is fear itself…”
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Atychiphobia (The Fear of Failure) 
There is actually a medical term for the fear of failure. “Atychiphobia” (from the Greek phóbos, 
meaning "fear", and atyches meaning "unfortunate") is the abnormal, unwarranted, and 
persistent fear of failure. As with many phobias, atychiphobia often leads to a limited lifestyle, 
and often hinders or eliminates a person’s willingness to attempt certain activities. A person 
afflicted with atychiphobia, or the Fear of Failure, considers the possibility of failure so intense 
that they choose not to take risks. Often, the person who wrestles with the Fear of Failure can 
subconsciously undermine their own efforts so that they no longer have to continue to try. 
Because effort is critical to the achievement of personal goals and fulfillment, this reluctance to 
risk holds a person back from a life of meaning and fulfilled potential. In other words, if you 
fear failing before you even start something, chances are, you will put less effort in, and so 
you WON’T succeed. It becomes a self-fulfilling prophecy. 

The Cycle of The Fear Of Failure 
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Braving The Fear of Failure: B.R.A.V.E. 

B - Begin To See Yourself With Kindness 
“Kind-Sight” Rather Than “Hind-Sight”. 

See yourself without harshness, bitterness, blame or judgment. See yourself through the 
lens of potential and possibility. View your life with what I call “Kind-Sight”, rather than just 
“Hind-Sight”. Think about this with me for a moment. 

Imagine living your life, not beating yourself up any more about things from your past. 
Instead of slapping your forehead and asking, “What was I thinking” (we’ve ALL done 
THAT!), breathe and ask the kinder question: “What was I learning”? 

R – Redefine Failure As Learning 
The reality is that failure is an event, not a person. The reality is that we will all fail: 
• 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!...
• About 2 decades ago, the publishing phenomenon that has now become the best-selling

Chicken Soup for the Soul series was little more than an idea and a proposal that 140
publishers rejected 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
book series has over 250 titles and has sold over 110 million copies in the U.S. and
Canada! Chicken Soup for the Soul books have been translated into 43 languages, and
been published in over 100 countries, and have sold more than 500 million copies
worldwide! From 140 no’s to 500 million copies!

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

• Michael Jordan - Most people wouldn't believe that a man often lauded as the best
basketball player of all time was actually cut from his high school basketball team.
Luckily, 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."

• Wayne Gretzky was too small and slow to play in the NHL…
• Warren Buffet, one of the richest and most successful businessmen ever, was rejected

by Harvard…
• In 1905, the University of Bern rejected a Ph.D. dissertation, saying it was irrelevant &
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• fanciful. Albert Einstein was down but not defeated…

Failure Is The Path To Success 
• “Success is most often achieved by those who don't know that failure is inevitable.” -

Coco Chanel
• “Only those who dare to fail greatly can ever achieve greatly.” - Robert F. Kennedy
• “The phoenix must burn to emerge.” - Janet Fitch
• “Failure should be our teacher, not our undertaker. Failure is delay, not defeat. It is a

temporary detour, not a dead end. Failure is something we can avoid only by saying
nothing, doing nothing, and being nothing.” - Denis Waitley

• “There is only one thing that makes a dream impossible to achieve: the fear of failure.” -
Paulo Coelho

• “Success is stumbling from failure to failure with no loss of enthusiasm.” - Winston
Churchill

A – Acknowledge The Impact Of Others’ Opinions 
How others see us has an effect on us. Especially in our formative years, how other see us 
affects us. 50% of all the information we learn in our lives, we learn from the ages of 0-7. 
Thus, we are programmed and conditioned to think certain thoughts and believe certain 
beliefs before we are old enough and wise enough to do intelligent analysis of what is 
healthy vs. unhealthy. 

We need to take a painful look at how others see us now and how they have seen us in the 
past. We need to look at what negative words have been spoken over us that will affect us 
today… 

There is a story about this in ancient history. Rachel was giving birth. She had had one son 
before, and now was about to give birth to her second son. As she was in labor, she started 
dying and knew she would die soon. So she spoke to her husband, named Jacob, and said 
to name the son Ben-oni, which means literally, “Son of my sorrow”, because she was dying 
due to childbirth. Her husband, though totally empathetic and distraught because he was 
losing his wife, did not want to label his son with that, and ended up calling him Benjamin, 
which means, “Son of my right hand, or son of favor”. The father knew this sort of name 
would shape and even permanently scar how his son saw himself. Rather than naming him 
son of sorrow, he called him son of favor, Benjamin. 

See, life and death is in the power of the tongue! The world we live in is created by words. 
Honesty here is important. The first step in dealing with dysfunction is to identify it. Reflect 
on it. Ponder it. Journal. 
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V – Visualize Success 
Many experts recommend visualization as way of overcoming the negative thoughts so 
often associated with failure. Instead of letting negative self-talk keep you from taking risks, 
imagine how great life will be after you’ve succeeded. By visualizing yourself as a success, 
you diffuse your fear of failure. 

Also, consider breaking down large, fear-inducing goals into smaller, less intimidating ones. 
When you reach each small goal, recognize that these are early successes in the grand 
scheme of the overall project. 

Be realistic. Visualization is powerful. The brain's response to imagined scenarios is often on 
par with its response to real life success and failure. If you want to overcome a fear, it can 
be helpful to make a point of habitually visualizing yourself succeeding. However, try to 
keep your scenario realistic. Imagine yourself overcoming your fear in a manner that could 
actually happen. 

Try visualizing your success gradually. If visualizing the end result (such as giving a 
presentation at a seminar) itself is still terribly overwhelming, break down your 
visualizations to follow your preparation. In this way, giving a successful presentation will 
be much easier to envision, because you have already completed so many steps that will 
help you get prepared and be successful. 

Visualize your success. When you have to deal with something that frightens you, try to 
visualize regularly. Close your eyes and imagine success. Take 10 to 15 minutes before bed 
each night to visualize yourself overcoming your fear. You may find yourself becoming 
calmer in real life if you regularly face your fears in your mind. 

Go into detail. The more detail you use in a visualization, the better. When you encounter 
the actual scenario, you'll be calmer if the moment closely matches your imagination. Try to 
engage with all your senses, including sight, smell, sound, touch, and taste.

E – Embrace A Growth Mindset 
Carol Dweck (1999) coined the terms “fixed mindset” and “growth mindset” to describe the 
underlying beliefs people have about their intelligence and ability. A person with a fixed 
mindset assumes that human qualities, such as intelligence, character, and ability, are 
relatively stable, and cannot be changed in any meaningful way. Success is the affirmation 
of one’s inherent intelligence. 

Conversely, a person with a growth mindset believes that human qualities are malleable and 
can be improved with effort. In this way, challenges and obstacles are viewed as a natural 
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part of learning. 
 
According to mindset theory, holding a growth mindset is advantageous. People with growth 
mindsets are more likely to succeed academically because they are more motivated to 
learn, have a desire for hard work, are less discouraged by difficulty, and use more effective 
strategies for learning (Cury, Elliott, Da Fonsecca, & Moller, 2006; Dweck and Leggett 
1988). In contrast, people with fixed mindsets are more likely to avoid challenges and be 
debilitated by failure because they believe they do not have the ability to succeed (Sousa & 
Tomlinson, 2011). Mindsets can be changed and shifting mindsets can have a profound 
impact on nearly every aspect of one’s life. The key to changing mindsets lies first and 
foremost in self-awareness. 
 
According to Dweck, the brain itself can be programmed with either a fixed or a growth 
mindset. A fixed mindset is more primal and resistant to change, even if new experiences 
disprove their beliefs. These are people less likely to take up new hobbies, take chances or 
believe in their ability to perform better in various aspects of their life. 
 
A growth mindset is more fluid and open to change. People with this mindset are less likely 
to rigidly define themselves, and more likely to embrace challenges from a place of 
optimism rather than fear. 
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Growth Exercise  
Braving The Fear Of Failure 
 
Spend time reflecting on the following questions, and then discuss with your Thriving 
Entrepreneur Coach: 
 

1) B - Begin To See Yourself With Kindness 
Where do you need to begin to see yourself with kindness? 

 
 
 
 
 
 
 
 
 
 
 
 

 
 

2) R – Redefine Failure As Learning 
Please reflect on some perceived “failures” you have had in life or business. Take 
time to redefine them as learning in your mind, and then write down what you 
learned from those “failures” below: 
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3) A – Acknowledge The Impact Of Others’ Opinions 
Is your experience of the fear of failure really about the fear of failure, or about 
attaching too much importance to the opinion of others? And how can this 
realization help you with the fear of failure going forward? 

 
 
 
 
 
 
 
 
 

 
 

4) V – Visualize Success 
Take time to visualize success in something where you have previously visualized 
failure. Please take 10-15 minutes to really see it, feel it, and believe it. Describe 
the experience here: 

 
 
 
 
 
 
 
 

 
 

5) E – Embrace A Growth Mindset 
Take time here to celebrate areas you notice a growth mindset in your life and 
business. How could you build on that strength and foster it in other areas? 
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Module 11 
Clarity and Velocity 
 
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, This Is Understanding Your Niche. 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! 
 
 
 

The “FOCUS Niche Model”: 
1. “F” – FOCUS, or WHAT is the specific problem you want to solve? 
2. “O” – OBJECTIVE, or WHY will you 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? 

 
 

1) “F” – FOCUS > WHAT is the specific problem you want to solve? 
 
“If I were given one hour to save the planet, I would spend 59 minutes defining  
the problem and one minute resolving it,” Albert Einstein said. 
 
What is the basic need? 
This is the essential problem, stated clearly and concisely. It is important at this stage to  
focus on the need that’s at the heart of the problem instead of jumping to a solution.  
Defining the scope is also important.  
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What is the desired outcome? 
Answering this question requires understanding the perspectives of customers and other 
beneficiaries. Again, avoid the temptation to favor a particular solution or approach. This 
question should be addressed qualitatively and quantitatively whenever possible.  

Who stands to benefit and why? 
Answering this question compels an organization to identify all potential customers and 
beneficiaries.  

2) “O” – OBJECTIVE > WHY Will you solve THIS problem?

The Five Whys Approach can be very helpful. 

The Five Whys method was originally developed by Sakichi Toyoda, the founder of Toyota 
Industries. This method became widely used in Toyota Motor Corporation and is still used 
frequently to this day. Taiichi Ohno, the architect of the Toyota Production System, 
describes the five whys as “the basis of Toyota’s scientific approach.” 

Along with their other “go and see” philosophies, the five whys method is used along with 
other famous concepts such as kaizen, poka-yoke, and jidoka. 

What are the Five Whys? 
Five whys (5 whys) is a problem-solving method that explores the underlying cause-

and-effect of particular problems. 

The primary goal is to determine the root cause of a defect or a problem by successively 
asking the question “Why?”. The number ‘5’ here comes from the anecdotal observation 
that five iterations of asking why is usually sufficient enough to reveal the root cause. 

In some cases, it may take more or fewer whys, depending on the depth of the root cause. 

The main benefit of the Five Whys is that it can uncover and trace back to problems that 
were not very clear or obvious. It is simple, and it works. 

The Five Whys approach helps identify the root cause of a problem. It also helps us 
understand how one process can cause a chain of problems, and helps us to determine the 
relationship between different root causes. 

So, how do you use it? 
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Begin with a specific problem. What is it that you are having an issue with? Or what 
problem are you noticing? 

Ask why the problem happened and write the answer down below the specific problem you 
listed in step one. 

Keep asking “why” to each of the successive answers you write down until you reach the 
root cause of the problem. 

Again, this may take more or less than five “why”s. Make sure to distinguish causes from 
symptoms or causal factors, and you can break down your answers as much as you like. 
The more the better. Answers should always be based on facts and data. 

3) “C” – CUSTOMER > 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 > WHERE are your customers’ pain
points? 

Pain Point: A pain point is a specific problem that your 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

? 
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• 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? 

 
 
 
 

5) “S” – SOLUTION > HOW will you solve this problem in a 
Simple and Concise way? 
 
o You want to answer this question and create a CLARITY STATEMENT:  

“I help (target customer) to (solve this problem) with (this simple & concise 
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.” 
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Growth Exercise  
Writing A Clarity Statement 
 
Create a CLARITY STATEMENT for your business or business idea:  

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

 
Ensure that it includes 3 elements: 

1) Customer 
2) Problem 
3) Solution 

 
1) Write any reflections down on the NICHE Model above right here: 

 
 
 
 
 
 
 
 
 
 
 
 

 
 
2) Write Down Your Business Clarity Statement: 
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Module 12 
Branding & Positioning 
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o So, 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?
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Growth Exercise  
Branding Breakthrough 
 
Spend time reflecting on the following questions, and then discuss with your Thriving 
Entrepreneur Coach: 
 
1) Your brand is about what others say about you when you’re not in the room. 
What positive things would you want shared about you when you are not in the 
room? Identify words and themes to help narrow down your brand: 

 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
2) Share what you want your brand to FEEL like to your dream customers? 
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3) From that feeling you desire, write down the messaging, words, and colors that 
could work well for your brand: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
4) Now that you have a Clarity Statement for your business in terms of the 
problem you will solve, people you will serve, and solution you will offer, think 
about the colors, images, look and feel, personality, and vibe that you want your 
brand to represent. Write it down here: 
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Module 13 
Executing 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 (Instagram) 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?
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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,
• 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 of 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 choice versus others in your

industry.
• If you’ve been interviewed in any form of media, share those interviews. You’ll build
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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 a 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.].

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?
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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. 

 
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. 

 

88



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:

▪ 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.

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 
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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 hashtags on a 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 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 
more than 30 hashtags to use for your posts. 

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
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#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. 

 
• 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. 
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• 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. 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 your 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
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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! 
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Growth Exercise 
Social Media Breakthrough 1
Spend time reflecting on the following questions, and then discuss with your Thriving 
Entrepreneur Coach: 

1) What do you already know and love about Social Media, and share here what’s
working well for you?

2) Take time to look at your social media platforms and then ask for some
feedback from 2-3 people you trust about what kind of 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).
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3) What fears do you have about been 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?
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5) 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? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
6) 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)? 
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Module 14 
Executing With Intelligence 
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 resources, 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 what 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 incentive; the 
right bonus gift to offer in your email subject line and email body. 
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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.   

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”.
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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! 
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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, 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 provide news of changes and new trends in 

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),
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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  
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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. 
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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. 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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Growth Exercise 
Social Media Breakthrough 2
Spend time reflecting on the following questions, and then discuss with your Thriving 
Entrepreneur Coach: 

1) Identify the most common emotions your subscribers respond from:

2) Brainstorm and identify what your subscriber would perceive as a high-value
gift, product, or program (We mean REALLY highly perceived!):
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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. Share 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 did not buy after opening those emails: 

 
 
 
 
 
 
 
 
 

 
 
6) Use 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. 

 
Sample writing an email here: 
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Module 15 
Executing With IntelligencE 
Sales & Marketing Strategy 

Attracting People Who Can Pay 
Language: 

o Appeals to those ideally suited,
o Actively repels 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 Make sure to 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 or 
product 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 serve or 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 ways you will help your client: their transformation (their 
“before and after”).   

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,
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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,
o How their health/finances/relationships with improve,
o What they will lose if they don’t buy from you.

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 change 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.

Five Ways 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, or
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  
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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. On that call, make sure what you offer is: 

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.
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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 used 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?  
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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 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. 
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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 asks “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], 
o Sell my product [Buy now]. 

 
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, 
o Let them know they’re your target audience, 
o Explain your offer, and 
o 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. 
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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.  

 
 
 

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. 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 
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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]. 

 
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  
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o Download  
o Learn More  
o Shop Now  
o Sign Up  
o Watch More  
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Growth Exercise  
Sales & Marketing Success 
 
Spend time reflecting on the following questions, and then discuss with your Thriving 
Entrepreneur Coach: 
 
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 your story, 
 Explaining your transformative process (“before and after”): 

 
 
 
 
 
 
 

 
 
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 (“before and after”) promises: 

 How will their lives/home/finances/relationships/etc. 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? 
 What is their picture “before” as opposed to “after”? 

 
 
 
 
 
 

 
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 if they get started NOW? 
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Module 16 
10 Steps in the Evolution of a Successful 
Business 
 
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… 

 Soichiro Honda said that "Success is 99% failure". At 15, he left school to work at 
an auto repair shop in Tokyo. He opened his own shop at age 23. He created auto 
parts in 1936 for Toyota, but they were rejected. He then created the 2-stroke 
motor. Honda has won countless awards and is a major automobile maker. His 
Net Worth? $58.9 Billion. 

 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.   

 
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 
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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.   

 
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! 
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o Here we want to share 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: 
1) Creative Connection – We experience Inspiration! The “Big Idea” hits us! 
2) Crisis – The Big Idea takes work, sacrifice, and investment. This can lead to crisis. 

Adversity is the birthplace of resilience and resilience leads to success. 
3) Confusion - Scattered focus. Trying to narrow it down. Saying no in order to say yes.   
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 – Seeking a coach, because coaching is the push that gets you to the next 
level. 

6) Clarity – When your WHY is clear, your HOW & WHAT flows easier. 
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 faithful supporters and loyal 

followers. 
10) Celebration – Great products and influence leading to business success and 

celebration. 
 
 
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! 
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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! 

 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. For 
example, Apple really only serves a few markets, but just serves 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?" There is power in focus! 

125



 

 

Growth Exercise  
Where Are You At? 
 
Spend time reflecting on the 10 Steps in the Evolution of a Successful Business, 
 and then discuss with your Thriving Entrepreneur Coach: 
 

10 Steps in the Evolution of a Successful Business: 
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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Module 17 
The One-Page Business Plan 
(From https://medium.com/@steve_mullen/an-introduction-to-lean-canvas-5c17c469d3e0) 

As an entrepreneur, one of the most important tasks you can perform is getting your idea(s) 
out from your head into a tangible format so that you can communicate that with others. In 
the past, this usually meant a well-researched business plan that would usually take weeks 
or months to create. 

The Lean Canvas helps us to quickly formulate possible business models, product launches, 
campaigns and variations of, and communicate this to stakeholders. Having the Lean Canvas 
as a visual guide makes communicating the business model or idea so much more effective. 

Before we jump into the Lean Canvas it’s important to point out that Lean Canvas has been 
adapted by Ash Maurya from the very popular Business Model Canvas by Alexander 
Osterwalder — check out this video for more information (40+ mins). 

The Lean Canvas uses the same 9 blocks concept except they’ve been modified slightly to 
suit the needs/ purposes/requirements of a Lean Startup. The Lean Canvas is the perfect 
one-page format for brainstorming possible business models. The blocks guide you through 
logical steps starting with your customer problems right through to your unfair advantage 
(often the hardest block to answer). 

The Lean Business Canvas Explained 
Here is a quick explainer of each Lean Canvas block (and in the order to go through them): 

1. Problem
Each customer segment (CS) you are thinking to work with will have a set of problems that 
they need solving. In this box try listing the one to three high priority problems that your CS 
has. Without a problem to solve, you don’t have a product/service to offer. 

2. Customer Segments
The problem and Customer Segments can be viewed as intrinsically connected — without a 
CS in mind you can’t think of their problems, and visa-versa. 
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3. Unique Value Proposition
In the middle of the canvas is the UVP. A value proposition is a promise of value to be 
delivered. It’s the primary reason a prospect should buy from you. A way to get your head 
around this is to think why you are different and why should your CS buy/invest time in you. 
Check this out for more info: Useful Value Proposition Examples (and How to Create a Good 
One) 

4. Solution
Finding a solution to the problem is the golden egg! You’re not going to get this right off the 
first bat — it’s OK, as that’s what Lean is all about. What you need to do is Get Out Of The 
Building — a phrase coined by the godfather of Lean Startup, Steve Blanks. The solution is not 
in your office, it’s out there in the streets. So go interview your customer segment, ask them 
questions, and take those learnings. The Lean Startup is validated learning through a continual 
Build — Measure — Learn cycle. 

5. Channels
Channels are ways for you to reach your CS. And remember that in the initial stages, it’s 
important not to think about scale but to focus on learning. With that in mind, try to think 
about which channels will give you enough access to your CS at the same time give you 
enough learning. Channels can be email, social connections, social media, online or offline 
ads, blogs, articles, trade shows, radio & TV, webinars etc. and BTW, you don’t have to 
be on all of them, just where your CS are. 

6. Revenue Streams
How you price your business will depend on the type of model it is, however, it’s quite 
common for startups to lower their cost, even offer it for free to gain traction. However, this 
can pose a few problems. The key being it actually delays/avoids validation. Getting people 
to sign up for something for free is a lot different than asking them to pay. There is also the 
idea of perceived value. Further reading: Simple pricing strategies for your products or 
services, the lean way! 
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7. Cost Structure 
Here you should list all the operational costs for taking this business to market. How much 
will it cost to build / landing page? What is your burn rate — your total monthly running 
costs? How much will it cost to interview your customer segment? How much do market 
research papers cost? etc. You can then use these costs and potential revenue streams to 
calculate a rough break-even point. 
 
 
 

8. Key Metrics 
Every business, no matter what industry or size, will have some key metrics that are used to 
monitor performance. A good model to help with this is Dave McClure’s ARRRR (aka Pirate 
Metrics) — further reading: Startup Metrics for Pirates 
 
 
 

9. Unfair Advantage 
This is the most difficult to block to answer. However, do try to think about this as having an 
unfair advantage can help when it comes to seeking partners & investors. Here is a great 
definition of unfair advantage: “The only real competitive advantage is that which cannot be 
copied and cannot be bought.” — Jason Cohen. Unfair advantage can be insider information, 
a dream team, getting expert endorsements, existing customers etc. So rather than think 
about adding something like “commitment and passion” as an unfair advantage (because it is 
not), think about what you have that no one else can buy. 
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Example Of The Lean Canvas Filled In 
(From https://leadflowmethod.com/introduction-lean-canvas/?utm_source=medium) 
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Growth Exercise 
Your Lean Business Canvas
Spend time reflecting on the Lean Business Canvas below, and then fill in and discuss 
with your Thriving Entrepreneur Coach: 
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Module 18 
Caring For Yourself 
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 Leo Tolstoy: "The strongest of all warriors are these two: Time and Patience." 
 
 There is no overnight success, only overnight reward for years of effort. 
 
 So, how do you sustain years of effort? SELF-CARE 
 
 Loving yourself is not vanity, it is sanity! 
 
 Zig Ziglar: “You were not born a winner. You were not born a loser. You were born a 

chooser.” 
 
 Resilience is the capacity to recover quickly from difficulties, and to bounce back from 

disruption, stress, or change. Resilience is a choice. 
 
 Resilience is not a gift at birth, but like a muscle, is something we nurture and cultivate. 

 
 Resilience is THIS proverb: “They tried to bury us but didn’t know that we were seeds.” 
 
 Warren Buffett: “The best investment you can make is an investment in yourself. The 

more you learn, the more you'll earn.” 
 
 This is the principle of Rest. Ancient tradition speaks of a Creator, who worked 6 days 

and then rested… 
 
 Rest and replenishment are all about a long-term mindset… 
 
 Not resting is about a short-term mindset… 
 
 “Plug in” to recharge as opposed to “unplugging” with Netflix or video games. Nothing is 

recharged until it gets “plugged in” … 
 
 SOOOO…  WHO and WHAT do you need to plug into in order to recharge? 
 
 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… 
 
 

Recharge with Self-Care – 18 Daily Practices: 
1) Sleep      10) Connection (one-on-one) 
2) Nutrition    11) Community (groups) 
3) Exercise    12) Contribution 
4) Learning    13) Creativity and Creating 
5) Meditation    14) Gratitude 
6) Affirmations    15) Forgiveness 
7) Visualization    16) Boundaries  
8) Journaling    17) Spirituality 
9) Coaching    18) Nature 
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Growth Exercise  
Redefing Your Daily ROutine 
 
Here is the process for effective execution in anything, which is actually the process for 
moving from DESIRE to DELIGHT: 
 

 
Reflect on the following, and then discuss with your Thriving Entrepreneur Coach: 
 
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?   
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Module 19 
Creating Community In Business 
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.” 

Creating Community-Based Networks: 
♥ “Bravery rises in Tribe.” Connie Jakab

♥ “Stop selling products and start building community.” Abe Brown

Why Community Is THE BEST Way To Build Your Business: 
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 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 Business Look Like? 
1. A membership site,
2. A challenge,
3. A summit/conference,
4. A group coaching program.

Creating a Community 
You may struggle to sell, but building community is inherently human: 

♥ Community aligns to human nature,
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♥ Community allows people to come in at different price points and varying levels of 
commitment, 

♥ Community allows for continuity, 
♥ Community adds more value to your customers, 
♥ Community is a giant focus group. 

 
 
 

What Are The Secret Ingredients For Building Community? 
 
1) Leaders who build true community lay down their need to be the most 
important to serve their people. 
 
2) Make 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. 
 
5) Understand that every action MUST build trust, which equips you to maximize 
the lifetime value of a customer. 
 
 
 

The COMMUNITY ATTRACTION FORMULA: 
♥ With Voice – Provide a platform for people to share their voice. 
♥ With Vision – Without vision, the people perish. 
♥ With Values – The right values attract people, and the wrong values repel them. 
♥ With Value – To add people, add value. 
♥ With Valor – A common cause draws people and attracts resources. 
♥ With Vibe – Your vibe WILL attract your tribe, and so be intentional about your 

vibe. 
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Growth Exercise  
Creating Community-Based Networks: 
 
Reflect on the following, and then discuss with your Thriving Entrepreneur Coach: 
 

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, 
cause-oriented group, volunteer team, conference, 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 to get there? 
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Module 20 
Growing and Giving Back 
 
 

Never Stop Growing: 
 

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

You Can’t Lead Unless:  
1. You Feed – Self-Care 
2. You Read – Stimulate 
3. You Seed – Sowing Seeds 
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… 
Don’t wait to get rich 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. 
 
 
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.” 
 
 
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.” 
 
 
We rise by lifting others. As we refresh others, we are refreshed. 
 
 
 

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:  
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“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, that 
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!  

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!
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- 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. 
 
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. 
• 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. 

 
 

How Can You Give Back? 
♥ Tugs – What tugs at your heart strings? 
♥ Traction – What organizations and causes generate positive outcomes? 
♥ Team – Where can you partner? 
♥ Talent – Where can you contribute expertise? 
♥ Time – Where can you contribute time? 
♥ Treasure – Where can you contribute financial resources? 
♥ Tears - Loving others is most important. Where can your love and empathy grow? 
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Growth Exercise  
Strategic Contribution 
 
Reflect on the following, and then discuss with your Thriving Entrepreneur Coach: 
 

1) Tugs – What tugs at your heart strings? 

 
 
 
 
 
 
 
 

 
 

2) Traction – What organizations and causes generate positive outcomes? 

 
 
 
 
 
 
 
 

 
 

3) Team – Where can you partner? 

 
 
 
 
 
 
 
 

 
 

4) Talent – Where can you contribute expertise? 
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5) Time – Where can you contribute time? 

 
 
 
 
 
 
 
 

 
 

6) Treasure – Where can you contribute financial resources? 

 
 
 
 
 
 
 
 

 
 

7) Tears - Loving others is most important. Where can your love and empathy 
grow? 
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Module 21 
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. We 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…
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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.
 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 20
benefits for everything you are offering! If you can’t come up with 20 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 your Marketing 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.
 Speak to pain – People don’t buy logically so much as emotionally.
 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!
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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. If you confuse, 
you lose. 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… 

 
 

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. 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. 
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Module 22 
Basic Business 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 date. The balance sheet is typically presented as of the last day of the company’s 
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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 2021 2020 

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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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. 

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.  
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If you choose to used double-entry bookkeeping, you'll record each transaction as a credit 
and as a debit.  

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.  

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)
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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 
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 
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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 

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 
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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 
account 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. 

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.
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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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Takeaways: 
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/ 
 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
  

158

https://www.business.org/finance/accounting/small-business-bookkeeping-basics/


Bonus Resource 
Neuroplasticity & The Flourishing 
Entrepreneur Mantra 

Levels of consciousness 
It is common to hear about the conscious mind, unconscious mind, and subconscious mind 
when discussing the brain, how we process information, and how we create change in our 
lives. Though it is difficult to analyze the different parts of our mind with scientific precision, 
starting with famous Austrian psychologist Sigmund Freud (1856–1939), psychologists and 
scientists have been studying and researching the 3-level mind model for over 100 years. 
According to this model, the mind can be divided into following levels: 

1. Conscious – This defines all of the thoughts and actions within our awareness.  For
example, the beauty of a mountain and the pleasant smell of the trail on a hike,
along with feeling the wind on your face.

2. Subconscious – This defines all of our reactions and automatic actions we can
become aware of if we think about them.  For example, our ability to ride a bike:
once we get skilled we stop thinking which gears to use, which pedals to press, or
which hand controls what brake, yet we can always become aware of what we are
doing when we think about it.

3. Unconscious – This defines all of the past events we have experienced and our
memories.  However, these can often be inaccessible to us no matter how hard we
try to remember.  For example, the first word we learned to say, or the time we first
began to walk on our own.

We have spent significant time discussing the Power of Story. Without a doubt, Story is one 
of the most powerful internal forces and influences in our lives, specifically the Story we are 
telling ourselves as a person, and also as a leader. And THAT is why we use the FLQ: be-
cause these tools help us to uncover our Story and to clearly see the Story we are telling 
ourselves about our life and business.  

The Story we tell about our life becomes the Story of our life. And the Story we tell about 
our Business becomes the Story of our Business. This internalized narrative becomes what 
we live out in word and deed.  
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The FLQ unearthed massive amounts of information about you, the Story you are telling 
yourself about life in general, and the Story you are telling yourself about your Business 
specifically. Some of that Story could be empowering and inspiring, and yet elements of 
that Story could be disempowering, demotivating, and draining. We can shift the Story and 
build new beliefs using the “Flourishing Entrepreneur Mantra”.  

The Flourishing Entrepreneur Mantra is like a new operating and virus removal system that 
allows us to remove the unhealthy programming and viruses that are harmful, and to install 
new programming that is aligned to your goals and dreams: 

Healthy Programming = Healthy Person  
Unhealthy Programming = Unhealthy Person 

Flourishing Programming = Flourishing Person 
Unhealthy Programming = Languishing Person 

We can have unhealthy belief systems and mindsets that create the biggest barriers to 
moving out of languishing and into flourishing. We cannot perform beyond the level of our 
programming. 

William James was an American psychologist, and the “Father of American psychology”. He 
said that “The greatest discovery of my generation is that human beings can alter their lives 
by altering their attitude of mind”. You can change your whole life if you obtain the right 
mindset, because where the mind goes, the woman or man follows. 

Neuroplasticity 
The brain can and does change throughout our lives. It is adaptable, like plastic. So, 
neuroscientists called this neuroplasticity. How does neuroplasticity work? 

If you think of your brain as a dynamic, connected power grid, there are billions of 
pathways, or roads, lighting up every time you think, feel, or do something. Some of 
these roads are well traveled. These are our habits; our established ways of thinking, 
feeling, and doing; and our mindsets. These are also the Stories we tell ourselves about 
ourselves, those closest to us, and the world around us. 

Every time we think in a certain way, practice a specific task, or feel a specific emotion, 
we strengthen this road. And it becomes easier for our brains to travel this pathway. 

So, if we think about something differently, learn a new task, or choose a different 
emotion, we start carving out a new road. If we keep traveling that road, our brains 
begin to use this pathway more and this new way of thinking, feeling, or doing becomes 
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second nature. The old pathway is used less and weakens. This process of rewiring your 
brain by forming new connections and weakening old ones is neuroplasticity. 

The good news is we can learn and change by rewiring our brains. If you have ever 
changed a bad habit, or shifted your thinking in a significant way, you have carved a new 
pathway in your brain and experienced neuroplasticity. With repeated and focused 
attention towards your desired change, you rewire your brain. By repeatedly focusing on 
the new mindset, beliefs, thoughts, or habits you want to build, you create new neural 
pathways, rewire your brain, and tap into neuroplasticity. 

Socrates said: “The secret of change is to focus all of your energy, not on fighting the old, 
but on building the new.” Socrates understood synaptic pruning long ago. Synaptic 
pruning is the brain’s way of removing connections in the brain that are no longer needed. 
It is our body’s way of maintaining more efficient brain function as we age and need to 
adapt. 

During infancy, the brain experiences a large amount of growth. There is an explosion of 
synapse formation between neurons during early brain development. A synapse is a 
connector that permits a neuron (or nerve cell) to pass an electrical or chemical signal to 
another neuron. This rapid period of synapse growth plays a vital role in learning, memory 
formation, and adaptation early in life. This is literally the period in our lives when our 
programming and belief systems are formed most aggressively. About 50% of all the 
learning we will do in our lives happens between the ages of 0 and 6. By the time we are 
about 3 years old, the number of synapses we have hits a peak level. But then shortly after 
this period of synaptic growth, the brain starts to remove synapses that it no longer needs. 

Once the brain forms a synapse, it can either be strengthened or weakened. This depends 
on how often the synapse is used. In other words, the process follows the “use it or lose it” 
principle: Synapses that are more active are strengthened, and synapses that are less 
active are weakened and pruned. The process of removing the irrelevant synapses is 
synaptic pruning. 

By repeatedly focusing on the new mindset or beliefs or thoughts or habits you want to 
build, you will create new neural pathways, strengthen synapses that support healthy 
beliefs, rewire your brain, and tap into the power of neuroplasticity. The old synapses and 
limiting beliefs and unhealthy programming will simply fade away as you focus on the new. 
Constant stimulation causes synapses to grow and become permanent. But little 
stimulation means the brain will not develop new and healthy programming. 
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Subconscious-Level Change With Mantras 
One of the best ways to tap into neuroplasticity is with our words. That’s why every form of 
spirituality and religion speaks to the power of our words. There is life and health and 
wealth, along with disempowerment and languishing literally stored in our words. One of 
the best ways to rewire your brain - and to change your mind and mood - is to change your 
mouth. 

Muhammad Ali began calling himself the greatest before he actually was. In Nobel-Prize 
winner Daniel Kahneman’s book Thinking Fast and Slow, he said: “It’s the repetition of 
affirmation that leads to belief, and once the belief becomes a deep conviction, things begin 
to happen. These affirmations don’t even need to be true.  A message, unless it is 
immediately rejected as a lie, will have the same effect on the associative system regardless 
of its reliability… Whether the story is true, or believable, matters little, if at all.” 

Mantras are the way in which we can tell our story to ourselves. Originally, the mantra was 
a word, phrase, or sound with the power to transform. A mantra is a word or phrase 
repeated in a prayer or meditative way. 

In Sanskrit, the word mantra can be broken down to the root “man” - meaning “to think”, 
and the suffix “tra” - meaning “tool”, hence a literal translation would be "instrument of 
thought”. The repetition of a mantra changes our thinking and beliefs. It has the potential 
to cement a belief into our core being and shift our old and unhealthy programming into 
new and healthy programming. Mantras are literally an “instrument for thinking”, a 
practical tool for shifting our thinking and beliefs. 

Here is what may surprise you: Everyone already has a mantra, whether we are 
aware of it or not. It’s just the way our brains work. The question is, is your mantra 
healthy or unhealthy? Is it empowering or disempowering? Is it supportive or non-
supportive?  Yoda said it best: “You must unlearn what you have learned”. 

The ancient Egyptians believed that the seat of the soul is our tongue. Using it as our 
rudder, and words as our oar, we steer our way across the waters to our destiny. From 
ancient theology to contemporary psychology, our words shape our Story, and this Story 
becomes the framework for our behaviors.  Our behaviors determine the way we lead our 
life and the benefits we receive. 
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How To Create Your Own Flourishing Entrepreneur Mantra: 
1. Pick A Focus - Keep your Flourishing Entrepreneur Mantra specific. For a

mantra to be effective, it must focus on a particular issue, challenge, or pain point
you are facing right now in your Business.

2. Paint A Clear Picture – The more we visualize or see something, the more real it
becomes. Paint a picture with your Flourishing Entrepreneur Mantra of the
new reality you will begin to experience.

3. Program For Performance – Healthy Programming precedes High Performance.
Unhealthy Programming precedes Poor Performance. Allow your Flourishing
Entrepreneur Mantra to program and position you for success.

4. Positive Proclamation - Make your Flourishing Entrepreneur Mantra positive.
The way you word things matters, and a Mantra will always use positive words.

5. Personalize - Begin your mantra with “I” or “My”. A Flourishing Entrepreneur
Mantra is for you, so you give it maximum power and effect by starting with a
personal statement.

6. Pare Down - Make your Flourishing Entrepreneur Mantra short – you’ll get
the most out of a mantra if you can easily remember it and easily repeat it again
and again in your mind or out loud.

7. Persevere - Dive into the power of the repetitive process to address any
unhealthy programming or stories that are uncovered. Remember the 3:1 ratio of
POSITIVE to NEGATIVE. People FLOURISH when they have more positive
thoughts and feelings than negative. Takeaway? At least 3 to 1 for positive to
negative. Importantly, you can’t remake all your synaptic connections super strong
in one day – reprogramming takes time. The lesson here is that changing the brain
takes constant, repeated effort. As neuroscientists say, “Neurons that fire
together wire together”.

The key to remember is this: By activating specific brain pathways more frequently, you 
make these synaptic connections stronger and more likely to fire in the future. This works 
both in the positive and in the negative.  

EARL NIGHTINGALE: “Whatever We Plant In Our Subconscious Mind And Nourish With 
Repetition And Emotion Will One Day Become Reality.” 
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Examples of Healthy Flourishing Entrepreneur Mantras: 
 I enjoy multiple streams of income.
 My income grows daily by me doing the things I love and enjoy doing.
 I get everything I want by first helping others.
 I invest in myself and my business every day.
 I provide a product/service that people need.
 I am worthy of financial security.
 I am confident in my ability to create wealth and I am a successful entrepreneur.
 People love doing business with me.
 I create fantastic opportunities for myself and for others.
 I’m a great leader in my business.
 I love giving others the opportunity to shine in my business.
 My work makes a difference.
 I am resourceful. I am prepared. I am ready!
 I believe in myself and my ability to accomplish my goals.
 I will make tomorrow better because of what I learned today.
 I am not going to feel guilty about taking a break for self-care.
 I create amazing business opportunities every day.
 I love the freedom my business gives me.
 I am empowered and successful.
 I know how to balance business and the rest of my life.
 I love trying new business ideas.
 I am supported by a wonderful team who share my passion for my business.
 I reward my team well and I am grateful for their amazing skills that make my

business better and better.
 Money is streaming into my business.
 I believe in myself – I believe in my team.
 I am creating multiple successful income streams.
 I attract amazing people to my business.
 I am confident and focused.
 I am passionate about my business ventures.
 The possibilities for me are endless.
 I have a strong success mindset.
 I absolutely love being my own boss.
 Every day in every way my business becomes more and more successful.
 Every year my business profits are rapidly increasing.
 I am worthy of success in my business.
 I am worthy of financial success.
 I surround myself with positive people who support me.
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Growth Exercise 
Write Your Own Mantra 
Please use the space below to write several of your own Flourishing Entrepreneur 
Mantras, and make sure to get some feedback from your Thriving Entrepreneur Coach: 
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Conclusion 
We hope that you have enjoyed this journey into developing as a Flourishing Entrepreneur! 

Flourishing as people and as leaders is our birthright and destiny, no matter where we come 
from, what we’ve done, or what’s been to us. 

The most important thing is to remember that flourishing in Business is a journey, and it is 
a journey that happens best with support. Be patient with yourself as you grow in your 
Business, and make sure you keep yourself supported with people who have your back, 
understand your background, empathize with your barriers, see your brilliance, and are 
cheering for your best! 

If we can help you or your organization achieve its potential in any way, please feel free to 
reach out right here: abe@wellnessinnovate.com 

My best, 

Abe Brown 

Founder and CEO 
Certified Flourishing Coach™ and Flourishing Workplaces™ 
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Certified Flourishing Coaching™ 
Mission, Vision, and Values 
Mission Clarifies Your Objectives: Your Why 
The Mission of the Certified Flourishing Coaching™ is changing the world by empowering 
people, families, leaders, businesses and non-profits to flourish. 

Vision Defines Your Target: Your What and Your Where 
The Vision of the Flourishing Coaching Program is to empower human flourishing in every 
area of life and business. 

The Vision of Certified Flourishing Coaching™ is to train and certify coaches who empower 
individuals, teams, and workplaces to flourish in every area of life and business. From 
wellbeing and exceptional mental health, to personal resiliency and high performance, to 
relationships and parenting, to career and the workplace, to leadership and business, to 
sales and creativity, we offer training and certification for those who want to empower and 
support others to flourish. Our dream is to fill the world with Certified Flourishing Coaches™ 
so that human flourishing thrives. 

Values Drive Behavior: Your How (How You Will Operate) 
The Values of Certified Flourishing Coaching™ include: 

• People
• Empowerment
• Empathy
• Respect
• Bravery
• Integrity
• Excellence
• Contribution
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Author: ABE BROWN, MBA 
Founder, Certified 
Flourishing Coaching™  

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 Certified Flourishing Coaching™ and 
the Flourishing Coaching Program™, and the 
CEO of Wellness Innovate Corporation. Abe is 
also the author of the Certified Flourishing 
Coaching™ Programs.  

Abe is known as the Coach’s Coach, and is 
people-first. He is passionate about supporting 
people, relationships, entrepreneurs, 
businesses, and non-profits to thrive. 
Flourishing people produce flourishing rela-
tionships, 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, corporate space, and 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 and Executive Coaches in North America and around the world.  

Abe is focused on coaching leaders, executives, and entrepreneurs towards high-perfor-
mance, resilience, and over-the-top results in both life and business. Abe has also been a 
professional speaker for over two decades, having spoken professionally in 4 continents and 
over 20 countries, and has spoken to audiences of tens of thousands. 

Abe and the global team are pioneering the very first evidence-based coaching model that 
taps into the psychology of flourishing with a certified coaching practitioner lens. Abe earned 
a Master’s in Business Administration (MBA) from the University of Calgary Haskayne School 
of Business and a Master’s in Religious Education and Counselling. 
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Contributor: Connie Jakab 
Co-Founder, Certified Flourishing Coaching™ 

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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Dr. Wayne Hammond, Ph.D.  
Senior Advisor, Certified Flourishing Coaching™  
 
Dr. Hammond is a founding partner 
and CSO with Flourishing Life 
Technologies and holds an adjunct 
status with Ambrose University and 
the Cumming School of Medicine at 
the University of Calgary. Wayne is a 
significant contributor to the Certified 
Flourishing Coaching™ Programs.  
 
Over the past 30 years, he has 
primarily worked with complex youth 
and their families and is considered a 
leading expert on the concept of 
resilience and positive psychology as 
well as enhancing strengths capacity 
building and well-being in the context 
of academic, organizational, and 
community culture. He has served in 
clinical supervisory capacities, worked 
in a comprehensive residential treatment center, and has provided clinical services 
in an inpatient/outpatient forensic and hospital setting.  
 
He is an active lecturer with regards to understanding the role of human flourishing 
and well-being, and the implications for nurturing positive coping and mental health 
through a strength-based approach of preparing people and organizations to thrive. 
His specialty is neuroscience and the science around resiliency.  
 
Dr. Hammond is Senior Advisor to Certified Flourishing Coaching™.  As the 
Founding Partner and CSO of Flourishing Life, Dr. Hammond is partnering in our 
efforts to create strengths-based practice and coaching models for various 
certifications that draw upon the Flourishing Life model of applied practice and use 
of the Flourishing Life Questionnaire (FLQ). 
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	See, the paradox in the change conversation is always HOW? How do we integrate new information and change into our own lives in a sustainable way? The “what” is often easy in terms of defining what to do. But “how” to do it? The “how” is always the ch...
	Using the evidence-based approach in Flourishing, we have discovered a process where a Certified Flourishing Coach™ can help an individual create lasting and sustainable change. We call it, “The Flourishing Model For Transformational CHANGE™”, and the...
	The coach does NOT create or drive the change, the change is created and driven by the individual. However, by following the Six Steps For Transformational Change, lasting and sustainable change can occur in the individual. Here is the Flourishing Mo...
	Part of the work of Dr. Keyes revolved around what is called, “The Dual Continuum Of Mental Health And Mental Illness”. The dual continuum provides a contemporary view of mental health and wellbeing, showing that mental health and mental illness are s...
	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.
	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”.
	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!
	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 for...
	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.
	“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!)
	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.
	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.
	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!
	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.
	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.
	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
	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. 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 tryin...
	Language:
	o Appeals to those ideally suited,
	o Actively repels 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 Make sure to 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 or product 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 serve or 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.
	Make sure you are clear about the results you are offering. Start by stating your biggest benefit—the most significant was you will help your client: their transformation (their “before and after”).
	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,
	o How their health/finances/relationships with improve,
	o What they will lose if they don’t buy from you.
	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 change will increase the perceived value of what you are offering—for the right client.
	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, or
	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.
	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.
	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!)
	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 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.
	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 asks “what’s next”,
	 Determine Your Target Audience,
	 Prepare Your email Autoresponder,
	 Create Your Facebook Ads.
	Here is a quick explainer of each Lean Canvas block (and in the order to go through them):
	The most common small-business accounts:
	4. Record every financial transaction
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