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As you consider these potential game-changing ideas, let me introduce 

you to the BOSS Business Boost Consulting Course. Many of the elements 

described throughout this document are made available to our 

consultants as part of joining our network.  

 http://bossbusinessboost.com/ 
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5 Areas of Mastery To Create 

The Foundation For  

Your Business 
 

Entrepreneurship is living a few years of your life like most people won't, 

so that you can spend the rest of your life like most people can't 

 

"There is no elevator to success; you have to take the stairs." 

 

However, the ability to pick the brain of mentors who had successfully 

forged the road ahead of me was a game changer. 

Five Areas of Mastery 

 

If you are starting from scratch, where do you start? What resources do 

you need and most important, what do you not need to implement as you 

start out? How do you translate your past experience, background, 

message or story into a sustainable business? 

 

If you already have a business, what do you need now to get to the next 

level? What's working? Where are the gaps in your business strategy and 

execution? How can you attract more customers and convert more sales? 

And, have more free time for what's most important to you? 

 

In this eBook, I'll help lay the groundwork for your online business. My 

intent is to give you a step-by-step resource to building the different 

components of your company, including the areas you will need to 

continue to grow and master for a thriving business: 
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Here are five areas to master in order to build and grow your business: 

 

1 Clarity: Cleary define what you really want so you can set up your business 

to support your personal goals. 

2 Business Systems: Set up the structure foundation of your online business 

so you can make, market and sell your products and services without 

having to be there 24/7 to manage it. 

3 Content Strategy: Distribute targeted, meaningful messages that address 

your customer's core problems and offer unique solutions as a means of 

attracting new leads to your business. 

4 Product Creation: Create a product or service (and ultimately a suite of 

products or services) that solves your customers' biggest problems and 

makes their decision to buy an easy one. 

5 Marketing & Sales: Implement a simple strategy for how you will reach 

your core audience and drive sales of your products and services. 

  

1 

Clarity

2 Business 
Systems

3 

Content 
Strategy
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& Sales
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STEP 1: CLARITY 

 

Clearly define what you really want so you can set up your business to support 

your personal goals. 

 

Top 10 Reasons to Enjoy Your Own Business: 

 

1 You are in control of your destiny. 

2 You can launch with low overhead and startup costs. 

3 You can enjoy a more flexible lifestyle. 

4 You are your own boss. 

5 You can get great help from people you enjoy working with. 

6 You take on the risk, but also you reap the rewards. 

7 You will learn, grow and be challenged. 

8 You get things done faster and enjoy speed to market. 

9 You can make a difference by solving problems for people. 

10 You can profit from your passion. 

 

For most entrepreneurs, the biggest impediment to their success is that they 

don't know what they want! In my consulting business, I've met countless 

solopreneurs and big executives whose greatest struggle is that they simply 

haven't clearly defined what it is they really want—for themselves or for their 

company. The company, product or project isn't giving them what they want, 

usually because they didn't take the time to understand what that was in the first 

place. 
 

It's important to hit the rewind button in your business (and for any big project 

for that matter) and get clear about what your company really does, whom you 

do it for, what value you bring, and how your business is going to help you reach 

your own personal goals. 
 

The process to clarity boils down to three simple steps: 

 

1 Get clear about what you want. 

2 Get clear about who you want to serve. 

3 Create a simple business plan that connects 1 and 2. 

 

Without a clear vision—for yourself and your business—it's difficult to focus your 

decisions and actions. You may find yourself going off on unproductive tangents, 

or spending time and energy on a project that doesn't help get you to where 

you want to be. 

 

Getting clear doesn't mean creating a 57 page business plan; it simply means 

you've taken the time up front to define what you want from your business and 

how you're going to go about making sure you get it. Remember, more time in 
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the planning means less time in the execution! Once you've answered these 

questions—and it will take just a few minutes to go through each section—you'll 

have the clarity you need to move forward and a plan in place that will get you 

there! 

 

Get Clear About What You Want 

  

This step revolves around you, as the soul of your business. Before you began 

working for yourself, there were driving factors that got you to pull the trigger. It's 

important to analyze what you want from your business as a whole, and what 

you expect to achieve from it in your personal and professional life. When you 

have a clear and specific focus, you will get specific results from that focus—

because you know exactly where you are going. 

 

 Find Your Vision: I say 'vision,' but I really want you to go beyond the ethereal 

and develop a concrete blueprint for yourself and your company. Ask yourself 

these questions: 

• If anything were possible, what would you want your business to look 

like? 

- What type (and how many) people work for you? 

- What does your culture look like? 

- How much money does your business make every year? 

- How do you fit into your business? What is your role? What do 

you spend your time doing? What do you NOT want to do or 

spend time on personally? 

• What do you want your business to give you? 

- Emotionally (more control, more fun, less stress, opportunity to 

make a difference) 

- Physically (what is your work/life balance, how many hours/days 

do you work) 

- Financially (how much money do you want to take home (net) 

personally from your business? 

- What problems do you want to help customers solve? What is the 

core value proposition of your business to customers? How do 

you help your customers make their lives better? 

• Ultimately, how do you, as the founder, want to feel about your 

business, your products and services, and your customers? 

 Simply go somewhere quiet that you enjoy, get rid of any distractions around 

you, and take 30 minutes to brainstorm the answers to these questions. 

When you're done, you'll be 95% ahead of all business owners! 

 Develop Milestones: Now that you have a vision for your business, it's time to 

break these pillars into manageable milestones that you can reliably achieve. 

As entrepreneurs, we have a tendency to dream big, and yet we want results 

immediately. 

 You need to plan your business to be sustainable for the long haul, and that 
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includes setting expectations that you can hit without driving yourself out of 

business (and sane mind). 

• Look Ahead: Look toward the future in a broader scope than just 12 

months. Develop goals for the 3, 5, 7 and 10 year mark of your 

business, and be ready to adjust as you grow. Brainstorm things like: 

 Revenue 

 Net Profit 

 Products you want to create 

 Promotions needed to achieve your revenue goals 

 Resources and staff support 

 List size and growth 

 Brand growth & development (websites, books, etc.) 

 Speaking engagements (if applicable) 

 

• Don't Underestimate: It's a balancing act, but it’s important to get your 

milestones placed so that you are always reaching and never 

complacent. This will fulfill your 'need for speed' juxtaposed by the 

temperance of manageability. 

• Be Flexible: Make a commitment to your vision and your milestones, 

but learn to be adaptable along the way. Creating these goals are an 

important part of your overall business plan, but be aware of your 

surroundings and developments you may not have anticipated. Being 

too rigid in your vision could cause professional tunnel vision, and may 

cause you to miss out on unforeseen opportunities that may present 

themselves along the way. 

 

Get Clear on Who You Want to Serve 

  

Our kneejerk inclination tends to be to serve all customers at every level—why 

turn anyone away or turn them off from your product? But you are doing both 

yourself and your audience a disservice by not honing in on who exactly it is you 

are trying to serve. If your business is not giving you the results you want, or your 

product/ service is not selling like you thought it would, 99% of the time the 

problem lies in one of two things: your definition of the target market, or the 

offer to that market. 

 

1 Get to Know Your Ideal Customer: The profile of your ideal customer should 

become as familiar to you as the preferences of a best friend, family member, 

or spouse. Learn more than just their demographic—figure out their 

preferences, pressures, tastes and interests. The more connected you feel with 

your target audience, the better you'll be able to serve them. 

 

2 Learn Who Not to Target: Marketing is about both repelling and attracting. 

What is the profile of your worst customer, or those who have been most 

absent from your sales? Defining the antithesis of your ideal customer will 
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help bring further clarity to your target market. 

 

3 Find Out Their Problems: Identify what kinds of issues your customer faces in 

their daily lives, and how your product or service can solve them. Build your 

customer profile based on those whose problems can be solved by your 

business, those who will continue to look to you for future solutions, and who 

will become advocates for your products. When you know what keeps your 

prospects and customers up and night—those core problems they will do 

almost anything to solve—you hold the keys to the kingdom to your 

marketing success. 

 

Get Clear on Your Plan for Your Business 

  

This step is crucial, because it directs what specifically you will sell and 

how you will make money. This goes beyond the answers you personally 

need to start your own business—this is the strategy that you will present 

to entities beyond yourself for funding, investments, potential 

partnerships and synergies. 

 

A business plan forces you to think through the HOW for your daily 

operations: how you will present yourself, how you will merchandise and 

deliver products to customers, how transactions will occur, etc. You have a 

great idea for a product, and you have a clearly defined target audience, 

but you need to ask yourself, "Would a bank want to invest in my 

company?" A business plan legitimizes your company and sets clear 

protocols for operations. 

 

The key to having an effective business plan is having the right 

foundational systems in place for your company. It's also the first major 

area of mastery needed to position your business for quality leads and 

better sales. 

Here are eight key components to your business plan. You don't have to 

have these completed in detail to start! Just take a few minutes to start to 

get clear and then make it a goal to complete this plan over the next few 

weeks. 

 

1 Mission or vision statement: the compelling reason why your company 

is in business 

2 Company overview: a brief description of your business and its primary 

products and services 

3 USP (Unique Selling Proposition): a brief statement about what makes 

your company, products and services different from your competitors. 

What are you unique competitive advantages? 

4 Market or competitor overview: who are your biggest competitors and 

what is your opportunity to compete with them? What does your 
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overall market or industry look like? 

5 Management team: what are the details of your company ownership, 

organizational structure or staff (NOTE: even if it's just you, it's 

important to note what resources or needs you have or may have in 

the future) 

6 Marketing and sales strategy: What are the primary tactics and 

channels you plan to use to get the results you're looking for? How will 

you attract new customers to your business and close sales? 

7 Financial overview: an overview of your finances, including revenue 

projections & cash flow statement (how much money will you spend, 

and when, to achieve your revenue goals) 

8 Summary and action plan: What are the key steps you'll take to meet 

your business objectives? 
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STEP 2: BUSINESS SYSTEMS 

 

Set up the structure foundation of your online business so you can make, 

market and sell your products and services without having to be there 

24/7 to manage it. 

 

 
 

These systems are meant to help you start your business off on the right 

foot; you will need to monitor your growth and tailor them to better fit 

your needs as you go along. 

 

There are five key components in order to be ready to do business:  

 

1. Credibility and Positioning in Your Field 

 

Whether your business is based on you as the brand, or it's a concept or 

idea based on what you created, positioning yourself in your industry is 

the first and most important step to growing your business. 

 

Remember, it's not about your education, experience, or past results—it's 

about your ability to create a hook and a story that resonates with your 

target audience. What makes you and your business unique and special? 

What are you (or do you want to be) known for? How are you uniquely 

qualified to help your audience solve their biggest problems? 

 

The more clearly and passionately you can communicate your core 

message, the more you will connect and resonate with your core 

audience. 

Once you are clear on your message and story, you can translate it into 

Online 
Presence

Products

Sales 
Systems

Business 
Structure
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building credibility and positioning in your field through things like: 

 

 Media outlets: PR, media appearances, articles, interviews 

 Website 

 Social Media 

 Books / eBooks (publish on Amazon or Create Space) 

 Biography: experience, accomplishments, awards, etc. 

 Speaking (from Chamber or Commerce to industry events) 

 Relationships with key influences 

 

2.  An Online Presence and System to Build & Grow Your List 

  

Regardless of your type of business, you need to have a system to capture 

contact information for new prospects and customers (your database or 

email marketing list) and to communicate with them. 

The goal is to create a list of ideal potential and current customers that 

you can reliably communicate with and who will remain on your list 

whether they are ready to buy now or not. 

 

 
 

For an online business, this means setting up three simple sets of web 

pages: 

 

1 An Opt-in Web Page: Your basic website should consist of a single 

web page that includes information on your product/service, AND an 

area to 'opt in' for further engagement. When a person opts-in (i.e. 

enters their name and email in exchange for valuable content and 

resources), they give you permission to contact them with news, 

offers and sales regarding your business. 

2 Once the Opt-in takes place, set up an autoresponder, or an 

Lead capture 
pages

Sales 
Conversion 

pages
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automatic response email to thank them for their opt-in, with a link to 

the delivery page so they can access it in the future. 

3 Website: Some businesses don't even need a full scale website to be 

successful—a simple opt-in page is enough. Most businesses, 

however, will benefit from having at least a basic website to establish 

their presence and credibility, and to create trust with your market. It 

is open 24/7, it provides trust and competency, and as a platform it 

allows you to connect and reach customers. The good news is, this 

does not have to be complicated or expensive. It just needs to be 

straightforward and easy to use. 

4 Often, a simple site that consists of a "home" page (with an opt-in 

box), an "about" page that describes you and/or your company, and a 

"blog" that allows you to deliver quality, custom content and engage 

with your audience is enough for most small businesses. 

5 Email Marketing System: You need a system to house the names and 

contact information of the prospects who opt-in to your list. For small 

businesses, a simple off-the-shelf solution will suffice (Mail Chimp, 

iContact, aWeber, etc.). For bigger businesses, you may benefit from 

investing in a more robust system that can better segment your list 

and automate your marketing functions (Marketo, Exact Target, 

Infusionsoft, etc.) 

6 Once you have your online marketing system set up, it's up to you to 

drive traffic to it. You can do this through paid advertising, organic 

search rankings, or by using other media outlets (social media, PR, tv 

or radio, video, key influencers, etc.) to help drive traffic for you. 

 

3. Quality Products & Services That Solve Your Customers' Biggest 

Problems 

 

Take the time to make sure your products are well-designed, easy to use 

and that they solve the biggest problems of your target audience. If you 

don't initially have something of your own, consider promoting others 

products that are a fit for your prospects and customers. This will allow 

you to practice making offers to your audience, work out any of the kinks 

in your online marketing and sales system, and help establish credibility in 

your field. You can make connections with those companies as an affiliate 

or JV partner, and segue into promoting your own products down the 

road. 

 

4. Sales Systems to Generate Revenue 

 

In the online world, your sales systems are known as e-Commerce. In the 

simplest terms, this means you have to have a way to collect money from 

customers so that you can deliver your products and services to them. 
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There are two things you need to do this: 

 

1 A sales page (or pages). This is where you make an offer to your 

prospects to invest in your product or service. There are many different 

types of sales pages: a long-form direct response sales page (the long 

letter style pages that lead to some type of offer at the end), a video 

sales letter (where the entire offer is made by a video), or a hybrid of 

the two. The two most important features of an effective sales page are 

(1) a clear and compelling offer and (2) an add-to-cart button. 

2 An e-commerce system (or shopping cart & merchant account). When 

customers click on the add-to-cart button, it takes them to a checkout 

page (your shopping cart) to enter their payment information and 

confirm their order. Once their order is confirmed, you can deliver their 

product or service. 

I. To do this, you need a shopping cart, which is the software that 

manages the online ordering process for your customers, and a 

merchant service provider, which will authorize the payments and 

route the payments to your bank. You can keep this very simple 

by using a system like PayPal, or you can set up a merchant 

account whereby you are authorized to take credit card 

payments. 

II. It is important to make sure this part of the sales process is 

functional, easy to navigate, and presents no roadblocks to 

customer experience. It is simpler and more affordable than ever 

to set up an e-commerce web page, and allows your customers 

to buy from you anytime, anywhere. 

 

1. Business Infrastructure: Accounting & Legal Systems 

 

This less glamorous step is often forgotten in the flurry of setting up your 

own business, but it is probably one of the most important components to 

ensure that you keep the money you make and that you protect your 

personal finances and assets in the process. It's a push at the beginning to 

get established, but once everything is up and running, you will thank 

yourself later. This includes: 

 

 Corporation: Getting your business set up as a corporate entity (i.e. S 

Corporation, C Corporation, Limited Liability 

Corporation/Partnership) offers you several advantages, including 

personal asset protection, enhanced credibility, brand protection, 

perpetual existence, tax benefits, and deductible expenses. 

 Accounting Systems: There are many affordable online systems 

available for easily keeping track of your sales and expenses (we use 

QuickBooks.com). These tools can generate invoices, receipts, track 

monthly income and expenses, and can even generate reports. Use 
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an online system for day-to-day, and consider enlisting an 

accountant who specializes in small business for tax season. A word 

of caution: balance sheets and income statements are great, but 

make sure you're also managing cash—it doesn't matter how much 

money you made if you don't have the cash to show for it. 

 Taxes: Setting up a schedule in advance for paying taxes throughout 

the year (quarterly, biannually, etc.) so that you aren't hammered 

with large dollar amounts during tax season. Depending on your 

unique situation and where your business is located, you can often 

take advantage of tax savings by having your own business. The key 

is to get professional help and make sure you plan as you go so 

there are no unexpected tax bills you're not prepared to pay. 

 

Tech challenged? 

 

Here's a short list of technology-centric tools that you will need to start 

your business: 

 

Simple website/Lead capture pages: We recommend WordPress, 

(wordpress.com/) which is an online, open source website creation tool. 

It's absolutely free, and there are hundreds of tutorials online that can 

walk you step-by step through the creation process. (Google 'Simple 

WordPress Tutorials.') Design skills are not critical, but consider enlisting a 

graphic designer for a couple hours of simple design work to really make 

your website stand out. For simple, standalone lead capture pages, try 

LeadPages.net. 

 

Email marketing system: We recommend a company like Aweber 

(www.aweber.com/) to manage your customer database and help 

streamline and guide you through your email marketing. It provides 

templates that look and work great, drag and drop features for adding 

your own design elements, a timed delivery service, and tracking features 

to see who opened, clicked through, or deleted your messages. You can 

even use them to create your email opt-in functionality on your website. 

 

eCommerce: If you have a simple product line, you can set up a quick and 

easy shopping cart using companies like Shopify (shopify.com/) or 

1shoppingcart.com. In addition to simple shopping carts, you can also use 

these companies to set up more robust online stores if your products are 

higher volume. You can collect money through PayPal (www.paypal.com) 

or through a merchant account using a company like Platinum Payment 

Systems who can walk you through what you need step by step 

(platpay.com/ ). 

 

 

https://wordpress.com/
https://www.aweber.com/
http://www.shopify.com/
https://www.paypal.com/
http://platpay.com/
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Social Media: Take some time to decide which social media outlets are 

the best fit for your business and choose a group of two or three to start. 

We recommend starting with Facebook (www.facebook.com/), as it is the 

world's most widely used social media outlet today. Consider putting 

aside a small advertising budget (approx. $100/month would be great) 

and invest in some paid advertising on Facebook once the rest of your 

technology systems are up and running. 

 

  

https://www.facebook.com/
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STEP 3: CONTENT STRATEGY 

 

Distribute targeted, meaningful messages that address your customer's 

core problems and offer unique solutions as a means of attracting new 

leads to your business. 

 

93 % & 86% of B2B and B2C organizations 
use content marketing to drive traffic, build 
your list, create relationships and close sales 

 

Traffic strategies are important, but without the right message or content, 

they won't be effective at converting sales or growing your customer base 

with life-long fans. 

 

The Role and Importance of Content in Your Business 

 

Today's consumers are savvy, discerning and often more suspicious to 

sales than ever before. They do not react to traditional marketing or hard 

sells the way they used to, so it's become your job in sales to provide 

them with marketing messages that resonate with them. Content 

marketing involves using the art of storytelling to humanize your 

company, develop relationships with your customers, and offering 

solutions to their problems. 

 

By positioning yourself as a thought leader within your field, you draw an 

audience through your content before a purchase occurs, making it more 

likely that your prospect will buy and also increasing the likelihood they 

will use and benefit from your product or service. 

 

This requires you to put real emphasis and thought into the marketing 

messages you present, so that your customers feel like they can look to 

you for answers to their problems through your product or service. Think 

of content marketing in many forms: 

 

 

 Active blogging that provides an ongoing voice for the company. 

 Website content that establishes your company's home on the 

internet, as well as your customers' 'first click' for learning about 

you. 

 Videos, allowing the customer to see and hear you. 

 How-To’s in video or photo form, adding dimension to your 

solutions and overall story. 

 Email messages in the form of news, deals and event reminders. 
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 Social media presence with images, progress posts and interaction 

with audience. 

 Content for Marketing vs. Content for Training 

 Despite how it may appear, there is a significant difference between 

content that is created to market to a potential customer, and 

content that is created to train paying customers. I've come across 

this often in my industry: I'm creating content specific to training 

products for my clients, but also preaching the importance of 

content in marketing. People hear 'content' and immediately tune 

out because they assume I'm talking about training content, which 

may not relate to their product. Well, guess what? Content 

marketing works for every industry, every product/service, and every 

size business. Here are some elements that distinguish content 

marketing: 

 It transcends the type of business and works as a method or 

strategy for building your brand, credibility and reach. 

 You (and your business) must learn to use content successfully to 

deliver your message to your audience. 

 Quality, compelling content serves as the bridge between your 

business idea or product and your customer. 

 Content—real, meaningful content—strives to make a connection to 

the customer. Over time, that connection builds loyalty, trust and an 

ongoing relationship after purchase. 

  

How to Create Compelling Content 

 

Delivering consistent, high quality content to your customers is always 

important to your business. Your audience will benefit the most from the 

right content if it is delivered to them in the right way. I've developed the 

Three R's to help your customers get the most out of your content. Any 

content you create must be: 

 

1 Relatable: Studies have shown that adults will retain new knowledge 

better and more fully if they can relate it to their own personal 

lives/past. Think of ways to deliver your message by using similes or 

metaphors in situations that everyone can relate to. (For example, using 

baking a cake as a metaphor for business strategy.) 

2 Relevant: Adults go searching for information on products or services 

when they have an immediate need in their lives that need to be 

fulfilled. Make sure that your messaging, while possibly ranging in topic 

or depth, is always relevant to what you are ultimately trying to sell. 

3 Real: Once adults are armed with information, they want to be able to 

apply it to their lives or situation. Think about creating content that is 

actionable or useful in the lives of your core customer, rather than 

general or feel-good content that lacks true value. Practicality will 
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always hold value to your customer, and delivering those types of 

messages builds trust. 

 

Struggling to Find Content Ideas? 

 

Six Fast Track Ways to Generate New Content 

 

1 Keep a Swipe File: Anytime you come across an article, photo, link or 

forum that inspires you, stash it in your swipe file. Even if it's not 

something that is immediately relevant, you never know when it might 

prove useful. We recommend setting up both a virtual file on your 

computer desktop as well as a physical file in your office. 

2 Ask Your Customers: Touch base with your current customers in the 

form of social media, blog or email. What's on their minds? What kinds 

of questions would they be interested in you answering? 

3 Use Current Events: Look to what's happening in the news or pop 

culture and see how you can make it relevant to your customers. This 

could mean responding to a charity challenge, taking on the latest 

photo story trend, or simply providing your company's answer to the 

latest water cooler talk. 

4 Polish Something Old: Do you have existing older content that can be 

tuned up to answer today's questions? Is there a piece of written 

content that can be re-purposed as a video? Think of innovative ways 

to re-tell older stories for new audiences. 

5 Start a Series: When you hit on a good idea, try to get some mileage 

out of it by turning it into a series of quality content pieces rather than 

one big blob of messaging. Add suspense and dimension by teasing 

future installments, and reminders for upcoming 'debuts.' 

6 Go Documentary Style: Customers are more interested in how your 

business works than you realize. Try documenting a day/week in the 

life of your company via images, and write commentary to surround it. 

Tip: make sure it's an exciting day/week that you are documenting, and 

make sure it doesn't reveal any trade secrets! 
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STEP 4: PRODUCT CREATION 

 

Create a product or service (and ultimately a suite of products or services) 

that solves your customers' biggest problems and makes their decision to 

buy an easy one. 

 

Typical Product Funnel 

 
Once you have clearly defined what you want, set up your business 

systems and created your content marketing foundation, you need to 

offer products or services that will serve your customers' needs and wants.  

 

Here are five simple steps that will help you create products and services 

that resonate with your audience and compel them to buy. 

 

1 Attract & Repel 

 

Take the time to figure out who your core customer really is—what 

qualities and circumstances makes someone the type of customer you 

want. What do you genuinely respect or admire about your prospects and 

customers? Who can you help most with your product or service? 

 

Also, what are some qualities you absolutely want to avoid in a customer? 

What would be important to disqualify a potential prospect from working 

with you as they won't get results, or they'll make your life absolutely 

miserable in the process? 

 

Once you know your core customer, ask yourself two key questions that 

connect their wants and needs to your product. It's easy to skip over this 

step, but taking some time to feel the exact emotions they feel and 

experience empathy will help you not only design your product or service, 

but to market it effectively. 
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2 Associate & Empathize 

 

 What are the problems they want to solve? What keeps them up at 

night? What do they struggle to solve or achieve? Articulate your 

customers' problems as it relates to the above. What problem do they 

have that absolutely consumes them with a desire to solve? 

 

The more you understand who your prospects and customers are, what 

they think about and what they want and need most—their psychology—

the more effective you'll be at designing products and services that are a 

direct match. 

 

3 Brainstorm 

 

Take your thoughts from above and flesh them out further. Look at these 

questions for guidance: 

 

 What's in the way for these prospects? Jot down what's getting in 

the way of solving their problems and achieving their needs, hopes, 

and aspirations. 

 Why haven't they been able to solve this problem as of yet? Think 

of anything that comes to mind, from tools, to training, to 

psychology, to circumstance, and write it all down. Your job is to 

help your customers overcome these obstacles with your product 

or service. This is also how you'll directly relate to them when 

you're crafting your offer and marketing messages. 

 

4 Organize & Outline 

 

Using the information you've gathered, begin to outline the type of 

product or service that could solve the key problems in your customers' 

lives. Always refer back to the key aspirations, problems, key roadblocks 

that are getting in your customers' way. What are the core benefits and 

features of your product or service that will directly address your 

customers' goals and/or problems? 

Once the initial outline is complete, you'll create a detailed and concrete 

structure (or specifications) for your product or service. 

 

Think of this as an iterative process. Take what you've already begun to 

organize and start filling in the details—every step or feature your 

customers need to get from where they are now to their desired results. 

Don't filter yourself as you go, just brainstorm all the steps freely. 
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5 Produce & Package 

 

Once you move into the production phase of your product or service, 

remember there are two tracks: (1) production of the actual product and 

(2) design of the packaging. As you work through both tracks, remember 

marketing drives the entire process so work on the marketing 

components first (name, URL, design, logo, etc.) as this will dictate some 

of the components and execution of your product. 

 

Here are seven keys to your success: 

 

1 Resolve your product name as well as the name of any modules or 

component parts. Names and titles of modules need to be specific and 

marketing-oriented. Secure a URL that matches your product name 

before you get too far into the process. 

2 Finalize logos and branding early, so you can create consistency and 

uniformity throughout your product or service. 

3 Create your offer details and marketing collateral in advance so you 

can make sure your product or service fulfills on the promises you're 

making. 

4 Never underestimate the importance of editing, testing and quality 

control! 

5 First impressions count. Keep your packaging within budget, but make 

sure that your customers' first experience of you and your product or 

service is a positive one (go for the wow!) 

6 Focus on both perceived value (What the product or service feels like 

its worth in the hands of your customers) and actual value (the tangible 

value your product or service provides). Both are important. 

7 Set up support systems to take outstanding care of your customers 

throughout the entire process. Never sell a product or service that 

you're not prepared to support and deliver impeccably (notice we 

didn't say perfectly, however!). 

 

Sometimes knowing why you're stuck can provide the key to the solution. 

Identifying what it is specifically that's holding you back will reduce 

overwhelm and help you solve it more quickly and effectively. 

 

1 Thinking (Beliefs): Do you have a limiting belief about what you can or 

can't do? Or, are you stuck thinking about the problem in a specific 

way? What new beliefs can you adopt to change your thinking and 

approach? 

2 Terminology (Language): Is there a term, or language being used that 

you don't yet understand that's in the way of you getting what you 

need? What words do you not understand that once you define, will 

enhance your understanding? 



Page 21 of 28 
 

3 Training (Skill Set): Is there a specific skill you need to learn? Or one 

that you'd benefit from outsourcing to someone who has this specific 

area of expertise? 

4 Technology: Are you missing access to a technology solution that can 

save time and automate the solution for you? 

5 Tool: Is there a simple tool or resource that you can implement that will 

make what you're trying to do easier and more effective?  

6 Keep in mind that these are areas your customers will also likely get 

stuck as they use your product or service. Think about how you can 

anticipate and address any potential roadblocks your customers may 

encounter within your product or service in advance. 
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STEP 5: MARKETING & SALES 

 

Implement a simple strategy for how you will reach your core audience 

and drive sales of your products and services. 

  

Critical 

Marketing Outcomes 

 
 Grow Your List (attract the right leads) 

 Engage Your List (maximize response and build brand advocacy) 
 Drive Revenue (convert prospects to buyers) 

 Build & Protect Your Brand (create credibility and foster trust) 

 

Definition 

 

Marketing is the process of communicating the value of a product or 

service to customers, for the purpose of selling that product or service. 

Source: Wikipedia 

 

Good marketing is essential to the success of every product and business, 

providing more qualified leads, better customers and more sales. But 

many new companies are hesitant to dive into marketing because of how 

much information is out there, the prospect of time/money investment, or 

even the fear of the savvy customer. This does not have to be the case for 

your business. Although marketing has a broad range of disciplines and 

approaches, don't let that overwhelm you or get in the way of what 

marketing really boils down to: Marketing is what connects your message 

to the right audience and converts them to sales. 

 

Turn them Into Advocates

Covert to Sales

Build Relationships

Attract Ideal Customers
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Seven Types of Marketing 

 

There are dozens of different known types of marketing strategies that 

have earned their own unique names due to successful employment over 

the years. Here are the types that are most widely used and most critical 

to your needs: 

1 Traditional: By far the most time-tested (and one of the older) forms of 

marketing to date, traditional marketing involves the use of 

conventional media, such as mass mailings, printed material, outdoor 

advertising, television and radio to deliver marketing messages directly 

to a consumer. 

2 Digital: This type of marketing focuses specifically on electronic 

devices—namely computers, tablets, smartphones and game 

consoles—to deliver marketing messages. Its mode of delivery includes 

websites, email, apps, and social networks. Digital marketing is a newer 

strategy and employs tactics only available and viable on electronic 

platforms. To this end, remember to make all of your web pages and 

emails mobile friendly! 

3 Email: Email marketing is a form of digital marketing, where the mode 

of message delivery is via email. Email marketing is used to deliver 

news, sales, contests, coupons and build loyalty amongst those who 

opt-in to receive your messages. 

4 Social Media: An emerging form of digital marketing, social media can 

employ many of the above strategies (including Content, Search, CTA 

or PR) specifically on social media channels. This strategy has its own 

methodology that is different than most forms of marketing, since it 

resides on platforms that were originally (and currently) used for social 

interaction. Any marketing presence here should be soft sell, 

personable and genuine, or it cannot be used effectively. 

5 Paid Search: Search marketing revolves around purchasing 

advertisements in places where customers go to find products or 

services, and being top of mind when the search occurs. In older forms 

of marketing, this included putting ads in phone books, professional 

directories and magazines; this has evolved to become dominant on 

internet search engines like Google and on shopping websites such as 

Amazon. 

6 Direct Response: This is a form of marketing that is designed to elicit a 

specific and quantifiable response from a customer. Direct response 

weighs its effectiveness on the rate of action that is taken by those 

presented with the message. It relies on reaching the right market with 

the right message at the right time. Its focus is a single message to 

elicit a single response. 

7 Public Relations (PR): This form of marketing involves managing the 

spread of information about an organization to the public at large. In 

PR, Marketers monitor current events and will release timed, 
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strategically-written press releases and news articles about their 

representative company's achievements as it relates to those events in 

order to gain exposure. This strategy has been around for a long time, 

and is commonly used by larger companies who retain firms that 

specialize in public relations. 

 

Two Crucial Elements for Your Business: Marketing Funnels and 

Campaigns 

 

1 Marketing Funnels 

 

Definition 

A marketing funnel is a consumer-focused marketing model that 

illustrates the theoretical customer journey towards the purchase of a 

product or service. 

Source: Wikipedia 

 

The concept of a marketing funnel is fluid in that it can be presented in 

varying levels of complexity or number of steps. For our purposes, the 

bottom line is that a marketing funnel is designed to help you accomplish 

four major tasks: 

 

              
 

 Attract new prospects who represent your ideal target market. 

Define your core customer and build your product to solve that 

customer's problems. Then, employ a mix of marketing strategies 

that best fit your business to engage your target audience. 

 Build a relationship with these ideal customers based on trust and 

respect. Use your knowledge gained in the attraction phase to give 

your prospects real reasons to maintain their connection with your 

business. 

 Convert new prospects into customers who buy your products and 

Attract Ideal 
Customers

Build a 
Relationship

Convert to 
sales

Turn them 
into raving 

fans
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services. Design offers based around your core customer's needs, 

and give them opportunities and incentives to buy in. Then follow 

through fully and exceptionally on their purchasing experience. 

 Turn new prospects into long-term customers and advocates. Be 

present and available for your customers at every stage, especially 

after the sale. Thank them for their purchase, follow up with new 

offers, news and make them a part of your community through your 

continual involvement. 

 

2 Marketing Campaigns 

 

Definition 

 

A strategic and coordinated series of initiatives used to promote a 

product, service or business through multiple mediums. 

 

The initiatives are designed to stimulate sales through influencing a 

specific audience over a defined period of time, which can range in 

duration from a few days to several months. 

 

3 What to Include in a Marketing Campaign 

 

 Business Outcomes: These are the intended goals of the campaign, 

which can be singular in nature, or multi-faceted, depending on the 

focus. Goals may include broadening your customer base, driving 

sales, adding value, or launching a product/service. 

 Metrics: The standards set up prior to the creation of the campaign in 

order to accurately measure the effectiveness of your efforts. Metrics 

provide a realistic way to weigh your campaign's results. 

 Market Segments and Messaging: A large target audience is divided 

into segments, such as current customers, potentials, new awareness, 

etc. This allows you to provide unique messaging, or the major 

themes of the product or service you want each kind of potential 

client to understand. 

 Marketing Channels: The means or mediums by which your campaign 

message is delivered. Effective campaigns use multiple mediums, 

which heightens the frequency of touches for viewers/ users. This 

allows for different targets to absorb information the way that best 

suit them, whether visual, auditory or kinesthetic. 

 Marketing Assets: These are the tools allowing your campaign to 

communicate to each market segment. Assets can include written 

content, your web presence, interactive ads, promotional videos, and 

email blasts. 

 Checklist/Calendar: The backbone of the entire plan, including 

milestones, deadlines and the flow of each phase's launch. 
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Need to increase traffic on your website? 

 

4 Opt-in Ideas: 

 

 Video training with PDF summary 

 Audio training with PDF summary 

 eBook 

 White Paper 

 Infographic 

 Cheat Sheet 

 Case studies 

 Free gift 

 Free service (i.e. free physical, etc.) 

 Newsletter /eZine 

 Enter contest 

 Interviews 

 On demand webinar 

 Risk assessment with live consult 

 $1 trial or free trial 

 Free design templates (banners, book covers, social media branding, 

etc.) 

 Template and training to create a plan for x (i.e. social media 

marketing) 

 Video from live event training 

 Email training course (i.e. 7-part email course) 

 

Downloadables:  

 

 Screen saver, desktop wallpaper, templates, articles, etc. 

 Free add-on or upgrade service (i.e. free appetizer with any meal) 

 Apps 

 Training series (video or audio) 

 Free consultation / strategy session 

 Checklist of top mistakes or strategies 

 Guide (i.e. Video Producer Buyer's Guide) 

 Member's only specials & discounts (10%, 15%, 20%) 

 Free report 

 Printed magazine/newsletter (mail it to them) 

 Survey (with chance to be entered into drawing) 

 Members-only forum, discussion boards 

 Review (i.e. "I'll review your website for free..") 

 On demand teleseminar (or teleseminar series) 

 Physical copy of book (mail it to them) 

 Slideshow or Keynote/PowerPoint deck 
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Set Yourself Up for Success 

 

At the end of the day, the most important thing you can do in business is 

to simply keep going. Keep your eye on the prize and don't give up... no 

matter what. If your first attempt doesn't work out, stand back up, dust 

yourself off, change your approach, and try again. 

 

Your emotional strength and stamina is the primary ingredient for long-

term success. In fact, if you master can the ability to shift your mindset 

and manage your psychology, you will be able achieve absolutely any goal 

you set. This is critical. 

 

As Jim Rohn once explained, you must "stand guard at the door of your 

mind." 

You cannot allow negative thoughts or beliefs (about the economy, your 

abilities, your competitors, the opinions of other people, etc.) affect your 

approach and stand in your way. This isn't to say that you won't have bad 

moments or times when it seems like everything is going wrong; the key is 

not letting those times derail you. Instead, focus on finding solutions and 

look for creative ways to turn your challenges into gifts. As a business 

owner you are responsible for whatever may show up, which is an 

exhilarating place to be. It means that you're in the driver's seat and that 

you are able to respond to anything placed in your path and turn it 

around. 

 

To give you an idea of how great business leaders think, here are a few 

things that set them apart: 

 

1 They sell and promote a lot of stuff (their own and everyone else's) to 

their list. This tactic works because they endeavor to create and 

promote content of real value and because they genuinely care about 

their customers and their wellbeing. They don't promote anything from 

a place of greed and they provide complete transparency to their 

customers. In fact, they are often happy to cut a campaign short if they 

run out of inventory, max out their customer support capacity, and/or 

meet their stated goal. Although great business owners love short-term 

cash, they are never willing to sacrifice long-term success by selling 

their customer short. 

2 They unilaterally employ the principle of giving more than they expect 

to receive. Content has become a lot more accessible and a lot less 

expensive on the web. To set themselves apart, success content-based 

business owners are generous with their information and give away 

their best stuff early. Note: The theory behind this is that if your 

content is really good, you will start to create a quality relationship with 

your customers because they can start to get results early on in their 
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relationship with you. This will make them want more of what you have 

to offer. 

3 They keep their overhead low, but they know where to spend their time 

and money. Money well spent includes that paid for outstanding copy, 

quality customer support, and effective technology. 

4 They collaborate with each other in a competitive, but synergistic way. 

Great business leaders work together and seek each other out. None of 

them operate from a place of scarcity. 

5 They are extremely flexible. Although they carefully plan out their year, 

successful business leaders are willing to change their plans on a dime 

if something isn't working out the way they expected. 

6 They love what they do and have a very high standard for how they 

approach their business and their customers. However calm and 

centered they appear on the surface, great business owners are 

steadfast when it comes to making sure their company and everything 

it represents is of high quality. No matter the circumstances, they figure 

out a way to maintain the standard for which they are known. 

7 At the end of the day, it's about results—they're here to genuinely 

make a difference and help people... and they are perpetual students. 

Ultimately, great leaders operate with a high sense of purpose that 

serves the greater good. They have a vision and are willing to go the 

distance to bring it to life. 

1  

Wherever you may be in your path, if you are reading these pages, 

something is likely calling out to you. So know this—all it takes is just one 

step to start. And, once you get going, the momentum will naturally build 

upon itself. So start today. Create your life of purpose. Establish a new 

quality of life. Start mapping out a plan to grow and/or create the 

business of your dreams. 

 

Good luck! 

 

Jennifer Segerius  

 

 

As you consider these potential game-changing ideas, let me introduce 

you to the BOSS Business Boost Consulting Course. Many of the elements 

described throughout this document are made available to our 

consultants as part of joining our network.  

 http://bossbusinessboost.com/ 


