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About the Author… 
 
Tai Goodwin, creator of the Brilliant Zone Assessment, is on a 
mission to help entrepreneurs in the transformation biz become 
undeniably bankable. An intuitive business coach and marketing 
strategist, she is the founder of the Brilliant Business Girlfriends 
Mastermind and host of the Bankable Brilliance Podcast.  
Tai’s articles have been featured on the highly acclaimed 
Huffington Post, Forbes.com, Careerealism.com, and CAREER 
Magazine. Tai's also been highlighted by Money Magazine, Black 
Enterprise, and The BOSS Network. 
 
Before making the transition from employee to entrepreneur, Tai 
built a thriving career as an award-winning instructional designer. 
With thousands of hours leading virtual and live training sessions, 
her specialty was helping subject matter experts communicate 
and package their expertise. Now she uses the same skills that 
served her in the corporate world to help her clients turn their 
unique brilliance into services, products, and programs. 
 
Visit TaiGoodwin.com to learn how she can help you discover and 
unleash your bankable brilliance. 
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The Bankable Brilliance System 
 
Many of my clients are service-based and message-based 
entrepreneurs who love coming up with ideas and 
projects. I created the Bankable Brilliance System to help 
them stop flying by the seat of their pants and build a 
sustainable business model aligned to their purpose and 
passion. 
 
The six components of the Bankable Brilliance System 
are:  
 

1. Changing Your Inner Game: Eliminating thought 
patterns and mindsets that are keeping you from 
playing bigger. 

2. Your Bankable Business Model: Core business 
planning and goal setting. 

3. Your Bankable Brand: Eliminating thought patterns 
and mindsets that are keeping you from playing 
bigger. 

4. Ignite Your Audience: Developing an authentic and 
ethical lead generation and marketing approach 
that aligns with your values. 

5. Making Your Brilliance Bankable: Monetizing your 
expertise with a signature program, information 
products, or online courses. 

6. Optimized to Outperform: Time and resource 
management through creating systems and 
automations. 

 
 
The Discover Your Brilliant Zone Workbook is the 
foundation of the second component:  
 

• Your Bankable Business Model: Core business 
planning and goal setting. 
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Is Your Business Model Bankable? 
 
There are hundreds of ways to build a business around your experience, ideas, and expertise – what I refer to as your 
brilliance. The question is, how do you determine figure out what to offer so that you will be profitable. And then there are 
the underlying factors that impact just how profitable you will be:  
 

q Your VIPs (very interested prospects) and ideal clients.  
q The experience and results that your brand promises. 
q The services, products, and programs you offer. 
q The pricing strategy you use to ensure that profit. 
q The systems you have in place to optimize your efficiency. 
q Your strategy for attracting, engaging, and acquiring clients and customers. 

 
The intention of this workbook is two-fold. It will help you: 

1) Identify the services and offerings that will generate the most revenue and are aligned to how you are wired to 
serve, and 

2) Answer the foundational questions that will help you build your business model based on data instead of guessing or 
flying by the seat of your pants. 
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How Get the Most Out of Using This Workbook 
 
This workbook contains 65+ pages of content, questions, checklists, and worksheets. 
 
Here are the recommended steps to getting the most out of this workbook: 
 

1. Browse the sample Bankable Business Model Templates. 
2. Copy the blank template and complete it using your current offerings and information. 
3. Map your Brilliant Zone. Complete the Brilliance Zone Quiz in the workbook, even if you have taken the online quiz, 

you’ll want to get the scores for all of the archetype and create your map. 
4. Evaluate whether or not your current offerings are aligned to your Brilliant Zone. 
5. Go through the workbook section-by-section, Use the information and insights from the worksheets, checklists, and 

reflection questions to modify your business model.  
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Designing a Bankable Business Model 
 
Instructions: Use the information in The Brilliant Zone Workbook. Fill in your business model working from 
the bottom to the top.  
  

1. Enter a brief description of your target 
audience. 

2. Enter your opt-in offer and Engagement 
Model. Your opt-in offer could be the e-course 
you are designing or something else you have. 
Your engagement model is how you will create 
an ongoing virtual dialogue with your VIPs. 
You want something that keeps you in the 
forefront of their mind and that helps position 
you as a go to resource. 

3. Enter your complimentary offer or free 
session. 

4. Enter your entry-level, mid-level, and high-
ticket offer and/or product.  

5. Enter your price-points. 
6. Enter your monthly targets: these numbers 

are your goals for the month and should be in 
line with your projected income goals for the 
month. 

7. Finally, calculate your monthly financial target. 
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Business Model Example: Trailblazer Primary Archetype  
Niche: Agile Coach and Management Expert (2nd Archetype: Teacher) 
 

Monthly 
Targets Price Monthly Financial Target: $37,900 

2 
$5,000 High-Ticket Program or 

Product 
Premium Speaking 

2 $10,000 / 
Retainer 

Mid-Level Program or 
Product 

Consulting Projects 

4 $10,000 FP 
$1,666/mo 

Upsell Private Coaching (6 months) 

30 $97 Entry-Level Program Live Seminar 

50 $25 Entry-level Product Book: Agile Coaching for Technical Managers 

10   Complimentary Session Speaker Inquiry 

50   Opt-in Offer + 
Engagement Model 

Sample chapter of book and Facebook Group 

Target Audience IT managers who want to learn how to become Agile coaches in order to advance their 
career or transition to a new role.  

Marketing Tactics • Social Media: LinkedIn Advertising 
• Networking 
• Content Marketing  
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Business Model Example: Coaching Primary Archetype  
Niche: Career and Business Coach (2nd Archetype: Teacher) 

 

Monthly 
Targets 

Price Monthly Financial Target: $22,000 

10/6 mos 
$5,000 FP 
$900/mo 

High-Ticket Program or 
Product 

Launch Circle Mastermind 

6 3,600 FP 
$600/mo 

Mid-Level Program or 
Product 

Private Coaching (6 months) 

3 $2000 Upsell VIP Strategy Day 

10 $297 Entry-Level Program Idea to Income Virtual Workshop 

10 $97 Entry-level Product 12 Steps to Launching While Working (eBook + Worksheets) 

20   Complimentary Session 30-minute Discovery Session 

75   Opt-in Offer + 
Engagement Model 

10 Ideas for Finding Your Next Client (e-course) + Launch 
Smart Newsletter 

Target Audience Full-time employees launching a part-time business with plans to become f/t biz 
owners in the next 12-24 months.  

Marketing Tactics • Facebook Marketing 
• Speaking Events + Podcast Interviews 
• Content Marketing 
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Business Model Example: Teacher Primary Archetype  
Niche: Facebook Marketing Expert (2nd Archetype: Trailblazer) 
 

Monthly 
Targets 

Price Monthly Financial Target: $53,000 

4 
$2500/day High-Ticket Program or 

Product 
Premium Consulting (On Site) 

15 $1500 Mid-Level Program or 
Product 

Live Workshop (3-Day Class) 

20 $999/yr or 
$99/mo 

Upsell Membership Site  

30 $497 Entry-Level Program 4-Week Virtual Class 

40 $97 Entry-level product Evergreen course: Facebook Ads Made Simple 

20   Complimentary Session 30-minute Strategy Session 

100   Opt-in Offer + 
Engagement Model 

7 Ways to Optimize Your Facebook Advertising + Facebook 
Group 

Target Audience Marketing teams and professionals who want to master Facebook Advertising. 

Marketing Tactics • Sponsoring Local Events/Free Seminars 
• Business Networking Events 
• Content Marketing 
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Business Model Example: Fixer Primary Archetype  
Niche: Professional Organizer (2nd Archetype: Coach) 
 

Monthly 
Targets 

Price Monthly Financial Target: $16,500 

2 

$2500 High-Ticket Program or 
Product 

Home Office for Entrepreneurs: (Audit, planning, shopping, 
organizing space, file management, maintenance plan) 

2 $1500 Mid-Level Program or 
Product 

Done for you Level 1 (Audit, planning, shopping, organizing, 
maintenance plan) 

5 $999 Upsell Package Audit and Private Coaching (3 mos) 

15 $197 Entry-Level Package Group Coaching: 90 Day Declutter Derby 

20 $27 Entry-level product Decluttering Checklist 

20   Complimentary Session 30-minute Strategy Session 

100   Opt-in Offer + 
Engagement Model 

25 Tips for Taming Your Workspace + Weekly Lifestyle Tips 

Target Audience Entrepreneurs/ Home Workers who need to declutter their office space. 

Marketing Tactics • Content Marketing 
• Referral Marketing 
• Pinterest, Instagram, and LinkedIn Articles 
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Your Business Model Template 
 

Monthly 
Targets 

Price Monthly Financial Target: 

 

 High-Ticket Program or 
Product 

 

  Mid-Level Program or 
Product 

 

  Upsell  

  Entry-Level Program  

  Entry-level Product  

   Complimentary Session  

   Opt-in Offer + 
Engagement Model 

 

Target Audience  

Marketing Tactics  
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Mapping Your Brilliant Zone 
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It’s time to grow your impact, influence, 
and income by focusing on exactly what 
makes your unique Brilliance Bankable.  
 
I struggled with it for years. In fact, most service-based 
solopreneurs struggle with it too. Discovering your 
purpose-aligned and profitable niche is one of the most 
liberating yet frustrating things you will do as a 
solopreneur. There are two reasons for this: 
 

1. Narrowing to a specific niche feels counterintuitive. 
Many of my clients mistakenly believe that the key 
to getting more business is offering everything to 
anyone. In fact, the opposite is true – especially 
when you are starting out. 

 
2. Since most of us are multi-talented and multi-

passionate, we struggle to focus our energy and 
attention on just one or a few things. We confuse 
focus with limits. We fail to understand that clarity 
of how we serve and what we offer is the way to 
more impact, influence, and income. 
 

The solution: I’ve been helping my clients discover their 
Brilliance Zone. 

What is your Brilliant Zone™? 
 
Your Brilliant Zone™ is how you align to the four 
archetypes that spiritual entrepreneurs fall into.  
 
These archetypes can be mapped the revenue sources or 
income streams that create profit in your business. 
Based on my observations and experience here are the 
four archetypes (ways of being) that service-based 
entrepreneurs show up as: 
 

• Trailblazers,  
• Teachers/Guides,  
• Coaches/Consultants, and 
• Fixers/ Healers. 

 
Most people have a combination of the traits typical to 
each archetype, with one archetype that is more 
dominant. The key is to know what that combination is  - 
that is your Brilliant Zone™.  
 
When we operate outside of our Brilliant Zone™, by 
offering services and products that are not aligned to how 
we are wired to serve, we end up frustrated and 
struggling to grow our impact, influence, and income.  
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Why Knowing Your Brilliant Zone™ Matters 
 
Once I began to understand my own Brilliance Zone, I felt 
free. Free to build my business according to how I’ve 
been called to show up in the world – not according to 
someone else’s blueprint or game plan. 
 
As I’ve used this insight to help my clients, they have 
found freedom too. The freedom to say “No” to creating 
membership sites because they would much rather speak 
online or from the stage. Or the freedom to focus on 
creating content to sell online rather than doing lots of 
one-on-one work because they enjoy teaching, but not 
coaching. 
 
Being able to build your business based on the way you 
shine most brilliant means everyone wins. You will be in 
alignment and confident in what you are offering. Your 
clients – the ones you have been called to serve are 
getting your absolute best. And your bank account wins 
because you’ll have a stream of loyal paying clients. 
 
 

Four Simple Steps for More Impact, Influence, and 
Income. 
 

• STEP 1: Take the quiz. For each archetype, check 
the items that reflect how you are at least 80% of 
the time. 
 

• STEP 2: Compare your scores for each archetype. 
 

• STEP 3: Map your Brilliant Zone.  
 

• STEP 4: Evaluate whether or not your current 
offerings are aligned to your Brilliant Zone™. 
 

Let’s get started! 
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Step 1: Take the quiz. 
 
Your Brilliant Zone™ is comprised of the four ways 
spiritual entrepreneurs share their gifts, talents, ideas, 
experience and expertise with the world. They show up 
as: 

• Trailblazers 
• Teachers 
• Coaches/ Consultants, and  
• Fixers/Healers 

 
I’ve created a set of indicators that will help you identify 
your Brilliant Zone™ and the most profitable products and 
programs to offer your audience. 
 
NOTE: Most people have some traits from each of 
the delivery styles in their profile.  
 
INSTRUCTIONS:  
 
On the pages that follow, select the statements that 
reflect how you really are – not how you want to be seen 
or even what you currently do because you have to. 
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Trailblazers are pioneers, rebels, revolutionaries, thought 
leaders and innovative problem solvers. You are most 
brilliant when you have a platform and community for 
sharing your message with the audience you’ve been 
called to serve.  
 
Brilliance Insight: Trying to follow instead of lead 
results in feelings of frustration and a lack of clarity. 
Being in front of issues and ideas that others can’t see 
yet, may make you feel like you are alone in your 
journey. 
 
Fuel Your Brilliance by: 
 

• Refusing to compromise your message or 
personality to “fit in.” 

• Crafting a clear message based on your purpose 
and passion. 

• Creating powerful connections that can help you 
reach more people with your message. 

Put a check next to the lines that describe you at least 
80% of the time. Count the checks and enter the total as 
your score. 

 
q I enjoy challenging the status quo. 
q I enjoy learning about visionary leaders passionate 

about change.  
q New ideas and new ways of doing things inspire 

me. 
q People seek me out for my opinion and 

recommendations. 
q When helping people, my first response is to 

brainstorm ideas. 
q I look for ways to persuade people who don’t 

readily agree with my ideas. 
q It’s easy for me to step out of my comfort zone and 

take risks. 
q I feel most connected to my purpose when creating 

or starting something new. 
q I solve problems by coming up with creative and 

innovative ideas.  
q I get more excited by possibilities and potential 

than execution. 
q I am often the first one in my circle to know about 

new trends, techniques, or tools. 
q My path often takes me in a different direction than 

many of the people in my circle. 
q I am quick to make a decision and take action (and 

can be impatient when others go too slow). 
 

SCORE 
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Teachers use words, images and performances to inform, 
inspire, and transform. You are most brilliant when you 
have the right structure for delivering your content to the 
audiences you have been called to serve. 
 
Brilliance Insight: You don’t always realize the value of 
your message and tend to overlook the impact and 
influence you have. You may not be a natural “speaker,” 
but your message is important enough for you to learn 
how to share it effectively. 
 
Fuel Your Brilliance by: 
  

• Feeding your need to learn and create content. 
• Intentionally increasing your credibility and 

visibility. 
• Learning how to package and monetize your 

message so you can reach more people + grow 
your wealth. 

Put a check next to the lines that describe you at least 
80% of the time. Count the checks and enter the total as 
your score. 

 
q I enjoy being regarded as a specialist or subject 

matter expert. 
q I enjoy doing research in things that I am 

passionate about. 
q I get excited when I get the opportunity to teach 

something. 
q People say I have a gift for making complex topics 

easy to understand.  
q When helping people, my first response is to start 

researching solutions and options. 
q It bothers me when people give out wrong 

information. 
q It’s easy for me to come up with creative ideas and 

activities to help people learn. 
q I feel a deep sense of purpose when I get to share 

what I know with people. 
q I feel a deep sense of responsibility for making sure 

people get accurate information. 
q People in my circle respect me for my knowledge 

and experience in a specific area. 
q I see value in turning my experiences and 

knowledge into valuable lessons for others. 
q I prefer working with groups. 
q If I am not careful, I can spend too much time 

researching instead of taking action. 
  

SCORE 
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Coaches lead people through personal, spiritual, and 
professional transformation via mentoring and coaching. 
You are most brilliant when you have opportunities to sow 
into the lives and vision of the people you are called to 
serve.  
 
Brilliance Insight: People are attracted to your ability to 
use your intuition and insight to help them clarify their 
vision and find answers. Your success depends on your 
willingness and ability to focus. 
 
Fuel Your Brilliance by:  
 

• Limiting distractions that draw you away from your 
purpose-based passion. 

• Clearly defining the results that you help people 
achieve.  

• Selecting clients that you can serve through long-
term partnerships. 

Put a check next to the lines that describe you at least 
80% of the time. Count the checks and enter the total as 
your score. 
 

q I enjoy helping people clarify their vision and goals. 
q I enjoy reading  and listening to inspirational 

messages and stories. 
q I get excited about helping people successfully 

navigate transitions. 
q People naturally seek advice from me when they 

have to make a choice or decision.  
q When helping people my first response is to ask 

questions to get to the heard of the issue. 
q  I don’t take it personally when someone rejects 

my ideas or recommendations.  
q It’s easy for me to organize ideas and information 

in order to design a strategy.  
q I feel a deep sense of meaning when I help people 

make discover their truth or make a powerful shift 
to a new level.  

q The journey is just as, if not more than, important 
than the final results. 

q The people in my circle say I’m a good listener and 
look to me for enourageent.  

q I am highly empathic; I can easily ”read” people 
and situations. 

q I prefer being connected and engaging with people 
on a personal level. 

q If I am not careful, I can spend too much time 
planning instead of taking action. 

SCORE 
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Healers + Fixers help people restore their light, energy, 
health, abundance, relationships, order and balance. You 
are most brilliant when you use your skills and experience 
to solve problems for the people you have been called to 
serve. 
 
Brilliant Insight: Your sincere desire to see people free 
from pain can lead you to overextending yourself. Setting 
boundaries for who you serve and how you serve keeps 
you passionate about your work.  
 
Fuel Your Brilliance by: 
 

• Choosing projects that are aligned with your 
values, passion, and purpose. 

• Making adequate time to rest and recharge. 
• Having systems and resources in place that allow 

you to focus on your core service. 

Put a check next to the lines that describe you at least 
80% of the time. Count the checks and enter the total as 
your score. 
 

q I enjoy doing hands-on work that requires 
attention to details and focus.  

q I enjoy watching demonstrations or instructional 
videos. 

q I get excited about discovering or creating 
approaches, tools, and processes that solve 
problems. 

q People usually ask me to show them how to do or 
fix something. 

q When helping people, my first response is to look 
at what I can do to solve their problem. 

q I get frustrated when people don’t implement a 
solution I know works or overcomplicate things. 

q It’s easy for me to find more efficient ways of 
getting things done. 

q I feel a deep sense of meaning when I fix or heal 
something for someone. 

q People in my circle regard me as solution driven 
and know that I get things done. 

q The systems I create and my ability to execute 
make me highly valuable. 

q I prefer to work behind the scenes in a more 
supportive role. 

q It can be hard for me to set boundaries when it 
comes to helping people.   

  

SCORE 
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Instructions + Sample: Map your 
Brilliant Zone™ 
 

1. Use the scores from Step 2 to mark your 
place in each quadrant. (Count the corners 
from the center square.) 
 

2. Then draw lines to connect the dots and 
identify your “zone”. 
 

For example, here’s what the grid would look like 
for someone with the following scores from step 2:  
 

• Trailblazer = 10 
• Healer = 4 
• Guide = 7 
• Teacher = 11 

 
 
 
 
  

THIS IS A SAMPLE: Create your own map on the next page. 
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Step 2: Compare your scores. 
 
INSTRUCTIONS: 
Record your score for each archetype. 
 
Note: The archetype with the highest score is your 
primary archetype. 
 

 
 

 
 

 
 

 

Step 3: Map Your Brilliant Zone™. 
1. Use the scores from Step 2 to mark your place in 

each quadrant. (Count the corners from the center 
square.) 

2. Then draw lines to connect the dots and identify 
your “zone”. 

 

SCORE 

SCORE 

SCORE 

SCORE 
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Step 4: Evaluate Your C.O.R.E Offerings 
 
There are lots of services you could offer. But just because you can do something, that doesn’t mean it should be the part 
of your C.O.R.E. Offering. 
 
C.O.R.E. stands for: 

• Called To Do: Is it a purpose-based passion? 
• Outcomes: Are you able to consistently help your clients get results? 
• Rewarding: Does it feed your soul and your bank account? 
• Elevate: Does it transform you and those you have been called to serve? 

 
INSTRUCTIONS: Look at the current C.O.R.E. services that you offer. Based on the table below, are they in alignment with 
your Brilliant  Zone? If not, it’s time to re-evaluate your business model so that what you offer is alignment with how you 
are wired to serve. 
 

If you are a… The best path to Monetize Your Expertise is… 

Trailblazer Authoring Books  Leading a Community Consulting Speaking 

Teacher/Guide 
Self-Paced Products + 
Membership Sites 

Classes + Workshops 
(Live +Virtual) 

Train the Trainer 
Programs 

Certification Programs 

Healer/ Fixer 
Instructional Books + 
Videos  

Live Training + 
Intruction 

Direct Service / 
Implementation 
Support   

Done for You 
Offerings  

Coach/Consultant 
Journals + 
Workbooks 

Coaching/Mentoring 
Live Retreats + 
Events  

Mastermind Groups 



The Discover Your Brilliant Zone Workbook: A Step by Step Guide to a Bankable Business Model 
 

25 www.taigoodwin.com ©Tai Goodwin 2017 

How your Brilliant Zone connects to your 
profit potential. 
 
Knowing your Brilliant Zone allows you to focus on 
delivering your unique brilliance in a way that: 
 

• best serves your clients, and  
 

• best honors your gifts, talents, and experiences.  
 
For example: If you are a Trailblazer that has based your 
business model on the Fixer profile (those who love to fix 
or do things for people) you will end up hating what you 
do.  
 
I know – I tried to force myself to manage social media 
(doing things for people) for a few years, before realizing 
that my strengths are more in exploring new ways of 
doing things (Trailblazer) and guiding people through 
transformations (Coach). 
 

Aligned products and services enable you to: 
 

• Increase your impact by reaching more people.  
• Increase your influence by positioning yourself 

as an expert in your niche or field. 
• Increase your income by having something to 

sell other than one-on-one services. 
 

Here’s how to align your offerings to your Brilliant Zone: 
 

① Identify a specific pain point, problem, or goal that 
you can use your unique expertise and experience 
to solve. 

② Get crystal clear about who your ideal audience is: 
those who are both willing and able to pay you. 

③ Create products and programs, based on your 
Brilliant Zone, that solve their problem or help 
them reach their goal. 

④ Sell your products and programs online and from 
the stage. 

 
A more detailed example is provided on the next page à 
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Example: Connecting Your Bankable Brilliance Profile Your Profit Potential 
 
Let’s say you want to help women that suffer from chronic pain.  
 

• As a Trailblazer your most profitable path would be speaking and writing about the alternative ways you’ve 
learned along your own wellness journey or the techniques you’ve been able to use with your clients. In addition to 
speaking and writing, you might also do lots of consulting that allows you to be paid for sharing your expertise. 
 

• As a Teacher/Guide, you would be most profitable holding live or virtual classes where you could teach other 
people what you do. You would also enjoy creating products or training other people in a technique that you 
created. 

 
• As a Healer or Fixer, instead of trying to book paid speaking engagements, you would be more profitable building 

a thriving practice where you could focus directly on clients. You might also create instructional videos that show 
women how to heal themselves or better manage their pain. 
 

• As a Coach/Consultant, you would be most profitable coaching women who wanted to change their lifestyle so 
they could move beyond just managing chronic pain to thriving with restored energy and renewed passion. 
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Example: Lynn C., Holistic Practitioner 
 
Lynn helps women that suffer from chronic pain.  
 
Her C.O.R.E. Offerings include: 
 

• Advocating for treating chronic pain by a new kind of diet. (Trailblazer) 
• Hosting a podcast and classes on alternative methods for managing pain. (Teacher) 
• Fixing their pain with acupuncture or massage. (Healer) 
• Coaching women through different exercises that help minimize their pain. (Guide) 

 
Based on her Brilliant Zone: 
 

• If her top score is in the role of Trailblazer and her lowest score is in Teaching, she would be more profitable and 
productive if she stopped holding classes and start booking keynote speaking events and interviews where she got 
to speak about her ideas and experiences.  
 

• If she scored high as a Healer, instead of trying to book paid speaking engagements, she would do better building a 
practice where she focuses directly on clients and training others in how to do what she does. In order to scale her 
business she would want to book higher paying clients. This means she would also focus on how to differentiate 
herself from other practitioners. 
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What’s Next? 
 

If you… Then… 

Realize that your current offerings are out of 
alignment with your Brilliant Zone™, 

It’s time to reset your focus and goals so that you are doing the 
work you’ve been called to do and serving the people you’ve been 
meant to serve. 

Have the right offerings, but still struggle to find 
clients that are willing + able to pay you, 

It’s time to put a consistent plan in place for attracting your ideal 
paying clients and keeping your pipeline full. 

Have the right offerings and a consistent flow of 
clients but are close to burning out, 

It’s time to look for ways to create additional streams of income to 
free up your time. 

 
 
It’s possible the insight and guidance in this workbook is enough to shift you in the right direction. I also know that it’s 
easy to think that we can do everything ourselves. We tend to be overly self-reliant and hesitant to get the help we need.  
 
If you’d like my help in creating more alignment and profitability with your services, products, and programs, let’s talk. 
Visit TaiGoodwin.com/tea-with-tai to schedule a Tea with Tai strategy session. 
 
Remember: The people you have been called to serve are waiting for you. I’m on your team; when you are ready to stop 
playing small and unleash your bankable brilliance. 
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Reflecting On Your Brilliant Zone 
What are your initial thoughts about the results of 
mapping your Brilliant Zone? 
 
 
 
 
 
 
 
 
 
How does having the information about your Brilliant 
Zone help you?  
 
 
 
 
 

As a result of identifying your Brilliant Zone, what, if any 
modifications will you make to your offerings? 
 
 
 
 
 
 
 
 
 
 
 
What additional questions do you have about your 
Brilliant Zone? 

 

 

 

Next Steps 
Now that you know your Brilliant Zone, it’s time to get 
clear about who you ideal clients are. 
 
Let’s go!
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The Foundations of a Bankable Business Model 
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People: Getting Crystal Clear About Your Ideal Clients 
 
When creating products and services for their business, many solopreneurs make the mistake of developing their product 
before they determine their ideal customers and clients. Focusing on what you will offer without having a clear 
understanding of who is willing and able to pay for it is a putting the cart before the horse.  
 
The better way to build a sustainable business model is to identify your market first, then find out how your passion, skills 
and experience can help them solve a problem they are willing to pay for.  
 
Being crystal clear about who your VIPs (Very Interested Prospects) allows you to: 
 

• Identify and develop the products/ services they want and are willing to pay for, 
• Market your products/services with confidence to the right people and businesses, and 
• Build a profitable business that aligns with your purpose, passion, and preferred lifestyle 

Why is it important to have a clear target market? 
 
The answer is simple: Everyone does not need what you have to offer. 
 
This is a basic business principal that many business owners often miss. Just ask most business owners "who is your 
target customer?” and they will answer "everybody." They truly believe that everyone will want what they have to offer. 
This assumption actually keeps them from reaching the people they’ve been called to serve. 
 
People have different wants and needs. Clearly mapping your niche marketing allows you to focusing your promotion, 
networking, and advertising efforts on prospects that are truly interested in what you have to offer. This means you will 
see a higher return on your investment and increased profitability in your business. 
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[Worksheet] Evaluating Potential Target Audiences 
Reality Check: The market is crowded with service-based entrepreneurs and entrepreneur wanna-bees. Your mission is 
to make your business stand out by positioning yourself to stand out. You stand out by being crystal clear about who you 
serve, how you serve them, and the results you help them get.  
 
Let’s make sure that you are positioned to profit by having the right audience. 
 

• Step 1: List the top 3 -5 audiences you want to serve. 
• Step 2: Evaluate each audience on a scale of 1-10, where 10 means you have 100% confidence in the following 

statements in regard to that audience. 
 

Potential Audience     

You are clear about their priority problems 
and biggest pain points. 

    

You have solution for them in line with 
your purpose and passion. 

    

You are capable of and enjoy providing 
that solution. 

    

They are willing and able to pay you for 
the solution. 

    

You know where to find them so you can 
market your solution to them.  

    

Total     

 
A highly profitable target audience should have a score of 35 and above. If any of the audiences you have chosen have a 
score of less than 35, they are not a good target audience



The Discover Your Brilliant Zone Workbook: A Step by Step Guide to a Bankable Business Model 
 

33 www.taigoodwin.com ©Tai Goodwin 2017 

How well do you really know your VIPs? 
 
Most people define the gender, age, and income level of 
their ideal audience and stop there. There are several 
other ways to define your VIPs and the more specific you 
are, the easier it becomes to reach and serve them. 
 
Here are a few other ways to define your ideal audience:  
 

• Employment 
• Experience Level 
• Family and marital status 
• Interests and hobbies 
• Ethnic and cultural backgrounds 
• Social or religious beliefs 
• Geographic locations 

 

How to Research Your Target Market 
 
The Internet makes it supremely easy to find data on just 
about any niche or segment of the population you can 
think of. In addition to the web you can use:  
 

• Surveys/Questionnaires/Polls 
• Interviews 
• Focus Groups 
• Industry/Association Reports 
• Your competitors 

Do the Work! 
Use the following pages to create a detailed profile of 
your VIPs and ideal clients.  
 
The information you collect will help you:  

• Craft language that speaks to their needs, pains, 
and desires. 

• Position yourself at the events they will attend. 
• Offer the products and services they need and are 

willing to pay for. 
• Establish partnerships with other influencers that 

serve your VIPs. 
• Be prepared to address their objections. 

 
If you do not have access to your customers’ information, 
consider surveying them. For both your existing and ideal 
customer base, consider demographic information, 
psychographics, and buying strategies. Does your existing 
customer type align with your ideal customer type?
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[Worksheet] Creating a Profile for Your Ideal Client 
 
 Existing Ideal 

DEMOGRAPHICS 
  

Age 
  

Geographic Location 
  

Gender 
  

Income Level 
  

Education Level 
  

Marital Status 
  

Family Composition 
  

Occupation 
  

Other:  
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PSYCHOGRAPHICS 
  

Personality 
  

Attitudes 
  

Values 
  

Hobbies 
  

Lifestyle 
  

Behavior 
  

How they see Themselves 
  

Other: 
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BUYING BEHAVIOR 
  

Where? 
  

When? 
  

Strategy 
  

Emotions 
  

Price 
  

Other: 
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Reflecting On Your Ideal Client  
 
How will having a clear profile of your ideal client help 
you?  
 
 
 
 
 
 
 
 
 
 
 
What changes will you make to your offerings or 
marketing based on what you’ve uncovered about your 
VIPs? 
 
 
 

 
 
 
What additional questions do you have about your ideal 
clients and VIPs? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you know who you serve, it’s time to take a 
closer look at the results and experience they can expect 
from working with you. 
 
Let’s go!  
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Your Promise 
What do you do and why do you do it? 
 
Your promise begins with clarifying your unique value 
proposition. 

Define your unique value proposition 
 
The unique things you do that are specific to your 
company set it apart from others. This is why these 
elements are very important in the overall customer 
experience. It's most likely that these are the things that 
your customers value about you most. These are the 
reasons they don't go to a competitor. Ask yourself: 
What's specific about how you do business? 
 
You should summarize this as your Unique Positioning 
Statement. This is a statement that clearly and concisely 
communicates to the customer exactly what it is that 
makes your company unique. It tells them what you do 
and how you do it in a way that's different from all of 
your competitors. In other words, it's the unique reason 
why a person buys from you. It's your promise to your 
customer. 
 
The best way to discover this uniqueness is to ask your 
customers directly. Seek feedback and let them tell you, 
rather than trying to come up with your company's 
unique points on your own.  

How to create your positioning statement 
 
When a customer buys your product, what value are they 
actually buying from you? Although they're buying the 
product, the value they're actually getting may be saved 
time, saved money, saved headache, peace of mind, etc. 
 
Your positioning should emphasize the value you offer 
and also what makes your product unique and more 
suitable for your target market compared to the offerings 
of competitors. 
 
Your positioning statement should be based on the 
following: 
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• For: What demographic is the product for? 
• Who: What psychographic is the product for? 
• Brand Is: What type of business you're in. 
• That: The functional benefit or value your product 

or service offers. 
• Because: Why they should buy from you / proof 

points. 
• So that: The result of the benefit emotionally. 
• Best expressed by: A short tagline. 

 

Examples of Positioning Statements 
 
Here are some examples of real brand taglines and how 
they communicate the brand's positioning to its target 
market. You should also create yours with the specific 
meaning and value to your market in mind. 
 
BMW - "BMW is the ultimate driving machine." This 
statement communicates to car buyers that BMW is a car 
for real aficionados. It offers the best driving experience 
for people who really care about cars. 
 
7-Up – "The Uncola." In a soda market awash with colas, 
7-Up offers a light, sparkling alternative. This is the 
reason people choose it. 
 
Subway – "Eat fresh." Subway positions itself as a 
healthy alternative to other fast food shops, which offer 

mostly hamburgers, French fries and fried food. It has 
vegetables and makes its own bread. 
 
Duracell – "No battery is stronger longer." The unique 
value Duracell wants to communicate to its market is that 
its batteries have longer life than those of competitors. 
 
U.S. Army – "Be all that you can be." The idea behind 
this tagline is that the U.S. Army is a place where you can 
realize your full potential. 
 
Apple Computer – "Everything is easier on a Mac." 
Apple built its reputation on creating products that were 
easy to use in an era when computers weren't so user-
friendly. This is the image it wants people to associate it 
with in their minds. 
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[Worksheet] Brainstorm & Clarify 
 
Spend 7-10 minutes brainstorming; write down all the things that come to mind when you think of the results you help 
your clients get. 
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Do the work! 
• Using the ideas from the previous page, craft a few concise and clear statements that summarize the results you 

help your clients get. 
• Get feedback from your clients and colleagues to choose a final positioning statement.  
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What’s your “why” 
 
Now that you know what you do, let’s get clear about 
why you do it.  
 
Your story is not just your “reason why”; your story is 
what often qualifies you to your ideal visitor.  
 
That’s why it is absolutely vital that you (a) know what 
your true story is (b) tell it with authenticity and 
relevance. 
 
People do business with people they know, like, and 
trust. Sharing your “why” is one of the simplest ways to 
give your VIPs the chance to know, like and trust you.  
 
They need to identify with your business in a way that 
goes beyond simply liking your products. You need to 
know what it is that people can identify with about your 
business and how you’re going to communicate that! 
 
Your why –or Your Story is a critical part of the 
promise/brand that attracts your ideal clients. (And 
when done correctly, it will also repel those who are not 
a good fit for you.) 
 
Next you’ll have a chance to craft the story of you, a 
core element of your branding. 
 

Defining your “why”? 
 
Before you set your story to paper (digital or otherwise), 
you need to ensure that you have found the core 
essence of your brand.  
 
Ask yourself the following seven key questions: 
 

• What drove you to become a coach?  
• What struggles have you faced that your clients 

will recognize in themselves?  
• How have the experiences you went through 

shaped your life and brand today? 
• What is the most significant event in your life? 
• What changes did that effect within you—and in 

your lifestyle? 
• What are your dreams for your business and for 

your clients?  
• What actions are you taking to achieve them?  

 
When answering this last question, think beyond taking 
courses or going to events – what are you doing for 
yourself? Travel, family vacations, learning to paint or 
some other activities, creative endeavours … each and 
every life experience contributes to who you are, and 
why you are ready to do what you are doing now. 
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[Worksheet] What’s your story? 
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Your Promise (Part 2) 
Defining Your Businesses’ Values  
 

The primary goal of any business is to do whatever it 

does well and to make its customers happy. But each 
business has something underneath which drives 
everyone’s decisions and actions. These are a 
business's core values.  
 
Over the course of building your business, it might not 
have occurred to you yet to define your values. 
However, whether you've defined them or not, they're 
there guiding you. It's important to discover what 
these are and state them clearly. 
 
There are several reasons why it's so important to 
define your values: 
 

• Core values guide what you do as a business. They lay the groundwork for what to do and what not to do. For 
example, if a core value is innovation, you'll reject project proposals that any business could do and instead put 
your energy towards creating something different and new. These values keep you focused. 

 
• Core values explain your business's unique strengths. Defining them helps you to understand how your 

business is different from other similar businesses.  
 

• Without core values, you risk lacking integrity. You risk becoming a company that only cares about earning a 
profit. Values give your business a sense of purpose. 

Why	
Define	
Your	
Values

Core	values	
guide	what	
you	do

They	explain	
your	business’s	

unique	
strengths

Without	them,	
you	risk	
lacking	
integrity

They	can	be	
communicated	

to	others
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• Core values can be communicated to others. They're important for employment and retention, and you can 
communicate them to potential customers, clients, or business partners to explain who you are and what you do. 
 

Discovering Your Core Values 
 
First, let's define what we mean by core values:  
 
Values are the things you believe are the most important to how you live and work. They're the guidelines you use to 
make decisions that keep you on track. These are the principles that underlie your business. 
 
It's important to identify your core values so that you can better understand the foundation of what you're doing, and also 
communicate them to others who come into contact with your business. 
 
Examples of core values include things like: 

Going	above	and	
beyond	

expectations

Accountability,	
trust,	or	reliability

Cutting-edge	and	
adapting	to	new	

technology

Anti-
establishment	or	
anti-corporate

Deep	experience	
or	knowledge

Sense	of	
adventure Family-oriented

Youth-oriented Simplicity Efficiency Unique	approach Environmental	
consciousness

Focus	on	the	
future

Sense	of	humor	
and	fun

Innovation Individuality People-oriented
International	or	
emphasis	on	
diversity

Building	deep	
relationships

Respect	for	
tradition Safety
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These are just a few starter ideas, and you can use them 
or think of your own. To determine your core values, 
make a big list of values that apply to your company, and 
then narrow this list down to just a handful. It's important 
to pick the most important values, those that most closely 
define your business. 
 
How do you narrow down your list?  
 
There are several different ways. One is to prioritize. Put 
your list in order from the value that's dearest to your 
heart, and order the rest in terms of importance. Then, 
pick the top few that you feel most closely apply to your 
business. 
 

• You can test each value. Try to find examples of it 
in action in your business’s day-to-day workings. 
This is a good way to determine whether this value 
really applies to your business.  

 
• Look at results. Which values have gotten you 

results over the years? If your main core value is 
that you are people-oriented, how has your 
business taken action to make customers or clients 
fully satisfied?  

 
 
 
 

• Look at your best work. Find times when you really 
hit the ball out of the park. Or, what is it that 
makes you feel like your work isn't "work"? Where 
is the passion behind your business? What are you 
most proud of?  

 
• It's good to look at your past achievements to 

discover which values are most important, but you 
should also consider aspirational values. In other 
words, what value do you want to guide your 
company? Which values will be most important in 
the future?  

 
As you go about narrowing down your list, remove those 
that are redundant. Look for ones you can combine to 
make it simpler. For example, if safety and reliability are 
important, you might say "trust."  
 
Once you know which value or values are most important, 
state this in one concise sentence. You should clarify 
them for yourself, but once clarified, you should also 
document them so that you can communicate your 
business to others. You'll want to communicate your 
values to your customers, but also document them for 
employees and others who work with you.  
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[Worksheet] Define Your Core Values 
 
1. Brainstorm and create a list of every core value you 

think applies to your business. 
 
Core Values 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 
2. Narrow down your list to identify just a few that truly 

define your business. 
 

Key Core Values that Identify Your Business 
 

 

 

 

 
3. Create whatever documentation you need in order to 

communicate these values to those who need to 
understand them. 
 

4. Post a list of your values where you can see them 
every day, reminding yourself of what’s at the heart of 
your business. 
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Reflecting On Your Promise  
 
How will being able to clearly communicate your results 
help you?  
 
 
 
 
 
 
 
 
 
 
 
How can you incorporate your values and promise into 
your marketing materials? 
 
 
 

 
 
 
What additional questions do you have about your 
brand/promise? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you know who you serve, it’s time to take a 
closer look at the services you offer. 
 
Let’s go! 
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Your Packaging 
Getting clear what you offer 
 
Imagine two stores sitting side-by-side in a popular 
shopping mall. One is your go-to shop for just about 
everything. They sell garden tools, candy bars, T-shirts, 
car parts and baby bottles. 
  
The other is more exclusive. In fact, the only thing they 
sell is chocolate. Belgian chocolate, Swiss chocolate, dark 
and milk chocolate, chocolate covered peanuts and 
chocolate flavored gummy bears. If it’s chocolate, they 
stock it. And if it’s not chocolate, you won’t find it on their 
shelves.  
 
At first glance, you might think that the chocolate store is 
limiting itself. After all, there are lots of other things they 
could sell, right? The world is full of sweet treats that 
aren’t chocolate, and what about other items that 
complement candy, such as greeting cards and candy 
dishes?  
 
The truth is, though, if you’re thinking the first store—the 
one that sells a little bit of everything—is the more 
business savvy of the two, you might be mistaken. Here’s 
why.  
 
 
 

When you clarify and reduce your offerings to only those 
that closely match your business goals, you will be in a 
far better position to attract your ideal client. Not only 
that, but you’ll have customers lining up to pay a 
premium for your services.  
 
It might appear at first glance that the store that 
promises everything has more traffic. That’s because they 
do. Remember, no matter what you want, you can almost 
always buy it there. But because they stock so much and 
have to appeal to such a wide market, by necessity their 
prices are lower.  
 
The specialty shop is different. They may have fewer 
customers, but the average client is far more loyal, 
spends more money per visit, and raves to her friends 
about the delicious treat she picked up this morning. The 
average client at the sell-everything store? A single rumor 
of a lower price at a new store across town, and he or she 
is gone without a backward glance.  
 
What does this have to do with your business and 
service offerings? Everything. 
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As a coach, service provider, or product seller, it’s critical 
for you to know exactly what you want to provide, and to 
whom. This is your promise, or in technical marketing 
speak – your brand.  
 
See your brand isn’t just about your color scheme or 
tagline. Those are parts of your brand identity. Your 
brand is the promise that customers seek you out for. 
And when you don’t deliver on the promise or have an 
unclear promise, your brand won’t sell.  
 
If you simply create a hodgepodge of products with no 
clear direction and without a cohesive brand (promise), 
you may make a few sales (especially if you work cheap) 
but you won’t gain a loyal following. You’ll be like that 
first store, always chasing after new customers, because 
the old ones keep wandering away in search of a better 
price.  
 
Take a look at your virtual storefront. Are your products 
all in keeping with your brand? Do they instantly tell a 
new visitor exactly what you do? Are they priced in line 
with your market?  
 
Don’t be afraid to take a hard look at your current 
offerings and get rid of those low-priced, fringe products 
that are diluting your brand. In this section of the 
workbook, we are going to focus on your core products 
and services, and work to make them better, more 
valuable, and more bankable.  
 

How to decide what to offer 
 
Before you rush to create programs and offers, you will 
need to put some research and thought into your 
potential client’s budget.  
 
You need only answer two questions: 
 

a) Is this a fixed figure? That is, will you always only 
work with people whose income range is high five-
figures or above six figures?  

b) Or is your client on a journey: One that will see her 
start out in one income bracket and progress to a 
higher bracket? 

 
If your answer was (a): 
 
Focus on high end packages, such as: 
 

• One-on-one coaching 
• Mastermind coaching 
• Exclusive Retreats 
• Certification Programs 
• Licensing Options 
• Done-for-You Services 
• Premium Consulting 
• Project Management 
• Speaking (at premium events)
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If your answer was (b): 
 

1) Determine at what income bracket your ideal client is starting out 
2) Determine where she is likely to end up 
3) Create a range of products and packages priced accurately for each stage, to help her get from her particular A to 

her particular Z. 
 
 

If you are a… The best path to Monetize Your Expertise is… 

Price Range $ $$ $$$ $$$$ 

Trailblazer Authoring Books  Leading a Community Consulting Speaking 

Teacher/Guide 
Self-Paced Products 
+ Membership Sites 

Classes + Workshops 
(Live +Virtual) 

Train the Trainer 
Programs 

Certification 
Programs 

Healer/ Fixer 
Instructional Books 
+ Videos  

Live Training + 
Intruction 

Direct Service / 
Implementation 
Support   

Done for You 
Offerings  

Coach/Consultant 
Journals + 
Workbooks 

Coaching/Mentoring 
Live Retreats + 
Events  

Mastermind Groups 

 
All of these can be made affordable to the lowest end of your client financial spectrum—but all should prime and position 
your purchasers to: 
 

• Achieve the next level of success 
• Be able to choose your higher-end packages and products 
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[Worksheet] Aligned and Bankable Offerings 
 
Define the value and benefits for your top three core offerings that are aligned to your Brilliant Zone.  

• You can use this information in your marketing and sales conversations. 
• This is also a chance for you to reflect on how what you are offering aligns to your values and promise. 

 

Core Product/Service:  Unique Value Proposition 
What problem does it solve? What is unique about your offering? 

What key benefits of your offering is no one else 
gives? 

How is it different from other offerings? Write your UVP here 
 

What benefit does it offer to your customers?  
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Reflecting On Your Product Offerings  
 
How does mapping out your product offerings in this way 
help you?  
 
 
 
 
 
 
 
 
 
 
 
How can you use this information in your marketing and 
sales engagement with your VIPs? 
 
 
 

 
 
 
What additional questions do you have about packaging 
your offers and services? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you are clear about what you offer, it’s time to 
take a closer look at your pricing. 
 
Let’s go!  
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Profit 
Getting Clear about your how to make a profit 

 
In the last section you identified your top three core 
offerings. Now we’re going to a look at how you set 
pricing for your offerings. 

Understanding pricing models 
 
There are four different pricing models you can use to set 
your rates and fees. 
 

• Cost-Plus  
• Value-Based 
• Competitor-Based, and  
• Service-based 

 
Cost-Plus Pricing 
 
Cost refers to the amount you must spend to produce 
your product or carry out your service. Cost-plus pricing 
means you start by determining your costs and then add 
the additional amount that will enable you to reach your 
desired profit. 
 
When considering cost, you have to take into account 
everything that goes into a product. This includes: 
 

• Raw materials: The plastic, wood, metal, 
ingredients, and so on that form the product. 

• Labor: The time, work, energy and skill required to 
convert the raw materials into the finished product. 

• Instruments of labor: Things that are needed by 
the product creator to create the product. These 
could be actual physical tools or premium software 
programs that require some investment in your 
part. 

• Externalities/Overhead Costs: This category 
includes things not directly related to each product 
but to the operation of your business such as rent, 
insurance, employee benefits, and extra money to 
cover slow sales periods. 

 
There are two kinds of costs to consider, fixed and 
variable costs. Fixed costs are those that stay the same 
no matter how much or how little you sell. Examples 
would be the rent you pay for your office or the salary 
you pay your employees. These are set. 
 
Variable costs are those that change. Most variable costs 
rise as your sales increase; examples include raw 
materials (you need more of the raw materials to meet 
rising demand), extra labor (you have to hire additional 
workers) and shipping.  
 
In pricing your products, you need to take into account 
that variable costs will change and make allowances for 
that. 
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Value-Based Pricing 
 
This model has the potential to bring you great profits but 
it's the hardest to gauge because there are so many 
subjective factors involved. It starts with the value 
customers place on a product based on the power of its 
positioning. In other words, you charge what your 
customers are willing to pay. 
 
All pricing is to some extent value-based pricing since the 
price has to match the customer's perceived value. But 
what makes value-based (also called customer-based) 
pricing different is the flexibility. 
 
In this approach, you gather exhaustive information 
about your customers. This data could come from 
observation of their behavior (such as buying behavior or 
sharing their opinions online), or asking customers 
directly either in-person or online through surveys. The 
goal is to find out what they are willing to pay. 
 
Competitor-Based Pricing 
 
This model starts with an analysis of your competitors 
and market conditions and sets prices accordingly. It's 
effective because it takes into account market conditions 
(the "going rate"), which are also related to value. If 
customers are currently buying a competitor's similar 
product for X amount of money, this tells you that this 
price is what they're willing to pay. 
 

There are a number of ways to base your pricing on your 
competitors. One method is to undercut your competitors. 
This means offering a similar product as they're offering 
but at a slightly lower price. This is effective for driving 
sales in the short-term, but low price isn't a value in and 
of itself. What can happen is a race to the bottom, where 
competitors keep undercutting each other until it's no 
longer sustainable. 
 
Another competitor-based pricing strategy is to offer your 
product at a slightly higher price than your competitors, 
but really drive home the value your product offers 
through positioning. Brands that sell luxury or high-ticket 
items often do this. They brand their products effectively 
and customers don't mind paying extra for the added 
value, which could be higher quality, better customer 
service, speedier service, more trustworthiness, and so 
on. 
 
Service-Based Pricing 
 
When charging for services, you have two options: hourly 
rate or project rate. An hourly rate is a price for a fixed 
period of time; for example, $20 per hour. A project rate 
charges the buyer per project.  
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An hourly rate is advantageous for the service provider 
because you're guaranteed that your labor costs will be 
covered by the buyer. While some buyers prefer hourly 
rates, some see it as disadvantageous because it's hard 
to budget for. The buyer may not know how long a 
project will take to complete, or it might be hard for you 
to guarantee that it will only take X number of hours. 
 
For example, you might settle on $40 an hour for web 
design work. But how long will the website take to 
complete? If you're a design pro, you can accurately 
estimate, but it could cause the buyer unexpected 
problems if it takes longer than expected. 
 
Project rates are easier for buyers. There is one simple 
price for the completion of the project that includes 
everything, no surprises. But the service provider needs 
to calculate how long the job will take and give the buyer 
an accurate quote in order to ensure that they will make 
their target for labor costs.  
 
In this case, you might determine that a web design job 
will take three hours, and then quote the buyer at $120. 
They pay and are satisfied, but if it takes you longer than 
three hours to complete, this is a loss for you. 
 
If you're a service provider, decide which is the most 
advantageous to both you and your buyer. 
 
 

 
Revenue Targets and Profit Margins 
 
Two additional techniques for deciding how to price 
products are setting revenue targets and profit margins. 
These methods start at the end result and work their way 
back. With a revenue target, you decide how much you 
want your business to earn in a certain period of time. 
You can then determine how many units you expect to 
sell and price each individual product accordingly. 
 
Deciding based on profit margin is similar but uses the 
product rather than the overall business. This is easier for 
many businesses. Decide how much profit you'd like to 
make on each product and price accordingly. Make sure 
that you make some allowance for the other cost factors 
on your end such as labor cost, overhead costs and so on.  
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 [Worksheet] Calculating Your Costs 
 

• What are the various fixed and variable costs associated with running your business? Consider cost of materials, 
property, leases, loans, inventory, monthly expenses, interest, salaries, etc. 

 
 Fixed Cost Variable Cost 
Materials   

Marketing   

Subscription Services   

Loans   

Inventory   

Monthly Expenses   

Learning/Training   

Salaries   

Other   

   

   

Total   
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• What is your revenue target? 
 

Revenue Target Notes 
  

 
• Which among cost-plus pricing, customer-based pricing, competition-based pricing, or value-based pricing will you 

use?  Why?  What are the pros and cons of each for your business?   
 

 Pros Cons 

Cost-Plus Pricing 

  

  

  

Service-Based Pricing 

  

  

  

Competition-Based Pricing 

  

  

  

Value-Based Pricing 

  

  

  

 
Which Will You Use? Why? 
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[Checklist] Evaluating Your Packages and 
Pricing 

1. I am clear about: 
o What my customers want, need or are lacking 
o What my customers want to buy – and pay for 
o Their most powerful motivation in buying 
o Whether or not they are a “buying” market or 

usually obtain products like mine for free 
o Who my competitors are 
o What they are selling 
o My competitors’ advantages (and drawbacks) 
o My product’s advantages (and drawbacks) 
o What price point my type of product is currently 

going for 
o The high end in this price range – and the low 

end 
o What the market will bear 
o What I am going to charge 

 
2. I am also keeping in mind: 

o What my customers love 
o What they hate 
o Common motivations they exhibit in purchasing 
o Where their focus is targeted 
o Whether or not they actually pay for the type of 

product I plan to offer 
o If they can get what I sell elsewhere, for free 
o If the free version falls short of my product: 

o Where?   
o How? 

o Other _________________________________ 

 
3. I have avoided “all or nothing” thinking, when it 

comes to my customer or my price. I have 
considered pricing options such as: 

 
o A “Lite” or “Beginner” version 
o Alternate payment options 
o Using Beta-test runs – limited specials to small 

numbers, or exclusive offers to lists, members 
or closed forums – to test my price 

o Other 
___________________________________ 
 

4. I am basing my price on perceived value to my 
customers, rather than on my own skill – or 
inexperience 

 
5. Is my offer or product truly irresistible?  Will it be a 

real wrench at my customer’s heart strings if she 
has to decline? 
 

6. Am I setting up my sales process so that it is easier 
to buy than to leave? 
 

7. I know why my customers are choosing my direct 
competitors – what each competitor’s unique 
advantage is? 

8. Why they love – or hate – my competitors or their 
products 
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9. I clearly understand why each one charges that 
particular price – and what he is offering? 
 

10. When I study my competitors’ sites, stores and 
products, I am specifically keeping in mind and 
looking for: 
o Holes or deficiencies in my competitors’ 

products 
o Needs that are overwhelmingly important to my 

customer – that my competitors are failing to 
meet 

o Unique features I can supply that everyone else 
has missed! 

o Specific features or components of my 
competitors’ products they find difficult or 
frustrating? 

o Other ________________________________ 
q  

 
11. I have researched current trends via: 

 
o Alexa 
o Quantcast 
o Amazon.com 
o Magazines.com 
o Magazines in bookstores and department stores 
o The front covers of magazines (i.e. feature 

headlines) 
o Other __________________________ 

 

12. Have I simply asked my customers what they 
want?  Either directly, or via: 
 
o Short surveys and questionnaires 
o In-store ballots (with or without prizes as 

incentives) 
o Email 
o Mobile or social network Apps to create fun 

“instant polls” 
o Social networks 
o Blog posts 
o Other ________________________________ 

  



The Discover Your Brilliant Zone Workbook: A Step by Step Guide to a Bankable Business Model 
 

61 www.taigoodwin.com ©Tai Goodwin 2017 

Reflecting On Your Pricing  
 
How does getting clear about your pricing model help 
you?  
 
 
 
 
 
 
 
 
 
 
 
Based on the work that you did here, how will you be 
modifying your current price structure? 
 
 
 

 
 
 
What additional questions do you have about pricing your 
services and products? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you are clear about your pricing model, it’s time 
to take a closer look at your processes. 
 
Let’s go!  
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Processes 
Getting clear about the systems make you profitable. 
 
Ideally your business processes are the well-defined and 
structured step-by-step systems that end with the 
achievement of a business objective such as the delivery 
of a service or product for your clients.  
 
Well-designed business processes not only simplify and 
streamline the way that you and your team work 
together, they also allow you to scale to 6-figures with 
out burning out. 
 
To hear some people talk, achieving that mythical “6-
figure business” level is an exercise in frustration and 
futility. Those are the folks who are working 80-hour 
weeks, struggling to with less-than-ideal clients, and 
quickly losing their motivation.  
 
You’ll often hear them say things like: 
 
“If only I could find the right clients…” 
“If only I could retain my clients for more than a month 
or two…” 
“If only I could create products that don’t require me to 
trade hours for dollars…” 
And the truth is, those “if onlys” would make all the 
difference in their business. If only they knew how to 
achieve them.  
 

The fact is, though, they can find the right clients, keep 
them happily paying for months or years, and even 
dramatically reduce the number of hours they work—
without lowering their profits.  
 
They just need to have the right processes in place to fill 
their funnel and keep the clients and money coming in, 
predictably and consistently.  
 
The processes they need fall into three categories: 
 
Discover. Before your first client can pay you, she has to 
know who you are and what you do. Discovery can 
happen in a dozen different ways, so it’s just a matter of 
choosing the best method for you and your ideal client.  
 
Build a Relationship. Once she’s found you, your future 
client is unlikely to hire you on first sight. That would be a 
bit like getting married on the first date. It’s possible, but 
it rarely goes well or lasts long. To have a successful 
marriage, you first have to build a relationship. The same 
is true in business.  
 
Make the Sale. The final piece of the 6-figure puzzle is 
to make the sale. This can happen in a variety of ways, 
and an ideal sales pipeline contains them all, working 
together seamlessly to present the right offer at the right 
time, and seal the deal.  
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Sound too easy? While it’s proven to work, and easy to 
set up, it can be confusing to make all the pieces fit 
together seamlessly. Let’s take a closer look.  
 
 

Discovery 
 
Brand Awareness. This is where a customer first learns 
about your brand. It's where you come across their radar 
for the first time. This could be through ads, online 
content, the recommendation of a friend, seeing your 
storefront, etc. 
 
Interest. The customer begins to take an interest in your 
products or services. They move from simple awareness 
of your brand to actively seeking out more information. 
They may research your company, look at your website, 
or ask the friend that recommended you about you. 
 

Building the Relationship 
 
Browser to Prospect. At this stage, the customer gets 
their first real taste of what you have to offer. This can be 
an opt-in offer, a presentation, webinar, or a free 
community, like a Facebook Group.  
 
 
 

Prospect to Lead. This is when they set up a free 
consult or there is a two-way conversation (live or via 
email) that may include a sales conversation if the client 
is a good fit.  
 
Purchase. This is the stage where the customer makes 
their first purchase of your product or service. This is not 
just the moment of actually buying the product, but 
includes every stage of the purchase process along the 
way. 
 
Onboarding. After purchasing the product or service, 
your customer will use it, which is a major part of the 
customer experience. This is where their expectations are 
fulfilled, disappointed or wowed. This stage includes the 
quality of the product, its delivery and implementation, 
and so on. 
 
Post-Purchase. This stage includes all that happens 
after the initial purchase. At this stage, you may be 
contacting the customer to provide more content, 
information or deals, or to request feedback or comments 
from them. 
 
Repeat Purchases. This is really part of the post-
purchase stage, but it's important to focus specifically on 
each additional purchase in the same way as the first 
one. Also, this stage includes cross-sells, upsells, down-
sells, customer loyalty deals, and so on. 
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Referral Process. Your company's referral process is an 
important stage. This is where the customer tells others 
about you, shares content about you on social media, and 
so on. It includes things like your communications 
regarding referrals such as thank-you emails. 
 
Customer Service. At any point where you have 
customer service processes, you'll need to consider the 
customer experience carefully. This is not really a stage 
by itself, but is a thread that runs through various stages 
from beginning to end. 
 

[Checklist] Document Your Processes 
 
Which processes do you have documented? 
q Brand Awareness. 
q Interest 
q Browser to Prospect 
q Prospect to Lead. 
q Purchase.  
q Onboarding. 
q Post-Purchase. 
q Repeat Purchases. 
q Referral Process. 
 
 
 
 

For any processes that are missing, make a plan to 
document them using the instructions in the table on this 
page. 
 

Complete ü  
Do a High-Level Outline  

Go through the process as you normally would 
and list the main tasks 

 

Document the Details  

Go through your steps and add as much detail 
as possible 

 

Look for events that can’t happen until others 
are complete 

 

Look for events that can occur at the same time 
as others 

 

Include everything you need to get the job done  

Make a note of where video content could be 
helpful to clarify things 
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Are your processes optimized? 
 
When you find ways to simplify, speed up, and streamline 
processes that you do over and over, you'll have happy 
team members, delighted customers, lower costs and 
higher revenue. You’ll finally end up with the breathing 
room needed to focus on moving your business forward. 
 
Your business will have a professional image that helps 
you gain and maintain a competitive edge. You’ll provide 
world-class customer service experiences, and grow 
stronger relationships with customers and clients as you 
spend more quality time with them. 
 
You and your business will be flexible and able to react 
quickly and efficiently to change or emergencies. You'll 
reliably and consistently meet deadlines. Profitability, 
productivity, and quality of work produced will increase 
exponentially. 
 
Best of all, you’ll be able to enjoy the time you spend on 
your business and have more freedom to spend time 
outside of your business too. Your business will run 
smoothly and efficiently without your constant 
involvement in all its aspects. Your stress levels will 
plummet as you create a better work-life balance. 
 
 
 

INSTRUCTIONS 
1. Complete the worksheet on the following page. List 

all the major processes in your business that you 
feel could benefit from improvement or 
streamlining. (column 1) 
 

2. For the remaining columns, put a checkmark next 
to the ones that: 

a. Have the highest impact on the success of 
your business (e.g., on sales, profits, 
customer satisfaction, product quality, etc.) 

b. Are currently the most inefficient (e.g. in 
time, money, resource use, etc.) 

c. Have had the most negative feedback (e.g., 
complaints from customers/team members, 
questions, etc.) 

To help you with filling in the worksheet, get input 
from team members or others who are affected by 
each process. 
 
Review your completed worksheet and select one 
high-impact process to focus on each month 
 
You don’t necessarily have to select the process 
that checks off the most boxes. You can also look 
at which one will be easiest to improve or will have 
the biggest impact on your business, or even on 
the stress in your life. 
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[Worksheet] Evaluating Your Processes 
 

Major Processes High Impact 
Most 

Inefficient 
Negative 
Feedback 
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Reflecting On Your Processes  
 
What are your biggest aha moments after taking a look at 
you processes?  
 
 
 
 
 
 
 
 
 
 
 
How do you think streamlining your processes will help 
your business? 
 
 
 

 
 
 
What additional questions do you have about streamlining 
your processes? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you know who you’ve worked on your 
procesess, it’s time to take a closer look at marketing and 
sales. 
 
Let’s go!  
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Marketing & Sales 
Getting clear about how you attract, engage, and invite people to work with you. 
 
Marketing is an essential part of building a bankable and sustainable business. Mapping out your marketing ideas gives 
you a chance to see them with a fresh perspective. With everything clearly spelled out, you may notice gaps or 
weaknesses that you hadn't noticed before. 
 
The flow diagram below illustrates entire marketing and sales cycle. This section of the workbook guides you through 
planning for the front end of your marketing and sales process and identifying your long term and short term marketing 
initiatives.  
 
 

 
  

Awareness Filling Your 
Pipeline Nurturing Sales 

Conversation

Agreement Post Sale 
Follow Up

Repeat 
Customers Referrals
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Your Marketing Goals 
There are three numbers you need to know to determine 
your marketing initiatives. 

o How many clients/sales you need each month: 
___________ 
 

o How many leads does it take to get those clients: 
____________ 
 

o How long does it take for a lead to become a client/ 
customer:  ___________________________? 

The following checklists help ensure that your evergreen 
marketing and sales system is optimized. 

[Checklist] Creating Awareness  
Your brand promise is what connects you to your 
customers and VIPs. By working through this checklist, 
you’ll have established a solid brand and a plan to move 
forward and integrate it into all of your marketing and 
sales efforts. 

o #1 I’ve identified my business vision and 
mission. My branding decisions must remain 
true to my vision and mission in order to 
provide a consistent and comprehensive image 
to prospects and customers.  
 

o #2 I’ve identified colors that best represent the 
brand I want to portray. These colors embody 
the vision and mission of my business along 
with the message I wish to convey. 
 

o #3 I’ve chosen a brand name, business name, 
that is easy to remember, easy to spell, and can 
be registered as a domain name.  
 

o #4 I have a solid understanding of who my 
target audience is and understand what their 
needs, interests, and goals are. I know how my 
branding efforts influence my unique target 
customer. 
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o #5 I know what differentiates me from my 
competition. I know what value I bring to my 
prospects. I can answer the following questions: 
q How do you benefit your clients?  
q Why do they like you? 
q Why do they buy from you? 

 
o #6 I’ve created a logo, or hired someone to 

create a logo for me, that conveys my brand in 
a way that is simple and easy to understand. My 
brand colors are used in the logo and the logo 
supports my vision and mission.  
 

o #7 I’ve developed a brand purpose – a 
statement that highlights what I provide the 
market, how my business is different, and what 
makes my business distinct. 
 

o #8 I’ve created a brand personality – a 
statement or list of characteristics that best 
describes my brand. My brand personality 
embraces elements of my personality so that I 
can create a stronger connection with my 
audience. A stronger connection results in a 
stronger brand. 
 

o #9 I’ve created a brand promise – an emotional 
statement that connects prospects to my brand 
and my company. My brand promise and 
message both evoke a positive emotion. 

 

o #10 I’ve created a list, and a plan for each 
medium, to consistently integrate my brand into 
various branding opportunities and marketing 
efforts. These include:  
q Social media profiles 
q Website 
q Blog name 
q Email signature 
q Phone message 
q Networking associations 

	
	
Your brand is who you are, what you represent, and what 
makes you and your business unique and different from 
your competition. Spend time creating your business 
brand and working through this checklist to ensure a 
comprehensive and clear brand – a brand your prospects 
won’t be able to resist.  
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What three actions will you take in the next 90 days 
to optimize your branding and increase awareness 

[Checklist] Filling Your Pipeline with Qualified 
Leads 
 
Creating an effective pipeline and supporting marketing 
system helps you earn profits around the clock. Use this 
handy checklist with ten key steps to help you identify 
and complete the essential tasks of a profitable sales 
pipeline. 

o #1 I’ve created an opt-in offer and squeeze 
page to build my email list. My opt-in offer is a: 
q Report 
q Newsletter 
q Video series 
q Tutorial 
q Ebook 
q Other_______ 

 
o #2 I’ve created a content plan that is used to 

drive traffic and enter my prospects into my 
sales pipeline. It includes: 
q Social media posts 
q Blog posts 
q Guest blog posts 
q Free reports/case studies 
q Videos 
q Interviews 
q Other______ 

 



The Discover Your Brilliant Zone Workbook: A Step by Step Guide to a Bankable Business Model 
 

72 www.taigoodwin.com ©Tai Goodwin 2017 

o #3 I’ve created automated email messages that 
follow up with new subscribers with a thank you 
page and follow up messages to transition them 
to the first product in my sales pipeline.  
q I’ve established a timeline that takes into 

consideration the most effective time to 
deliver each message.  

q I’ve identified the format, goal, and call to 
action for each message.  

q  I’ve created and scheduled my email 
messages using my chosen autoresponder 
technology. For example, Active Campaign, 
or Mail Chimp. 
 

o #4 I’ve created my sales page for each offer. It 
includes: 
q Attention grabbing headline 
q Compelling benefit driven copy 
q Proof 
q Motivation to act now, for example a limited 

number, or a limited time offer 
q Call to action 

o #5 Looking at my product/service list, I’ve 
identified opportunities to: 
q Up-sell – When, during your sales and 

marketing process can you offer the next 
higher priced product to your customer?  

q Cross sell – When, within the body of your 
sales pipeline can you offer complimentary 
or supplementary products to your 
customer? 

q Create special promotions – Where in your 
sales process and funnel can you introduce 
special promotions to your customers to help 
them move through your funnel? 
 

o #6 I’ve tested all elements of the sales pipeline 
process including email links, sales page links, 
and how each element appears on various 
browsers. My shopping cart system is integrated 
into the sales material and emails and 
everything is working perfectly. 
 

o #7 I’ve implemented a system of analytics and 
evaluation – I’ve created systems to collect data 
about: 
q Email messages click through rates 
q Links and calls to action on sales pages 
q Email open rate 
q Squeeze page conversions 
q Sales and profits for each customer and offer  
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o #8 I’ve scheduled a time each 
week/month/quarter to review the analytics and 
make any necessary tweaks or changes to my 
existing sales pipeline.  
 

o #9 I am engaging in the following strategies, in 
order to connect with potential and current 
clients emotionally and literally: 
q Social networking 
q Guesting 
q Advertising 
q Writing a book 
q Other 

_________________________________ 
 

o #10 I am adding the following strategies, 
specifically to suit my client communication styles: 

q Blogging 
q Workshops 
q Special Pricing 
q Specializing (or narrowing the focus on my 

specialization) 
q Other 

____________________________________ 
 
 
 
 
 
 

What 3 actions will you take in the next 90 days to 
optimize your sales pipeline? 
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[Checklist] Nurturing Your Leads 
 
Email marketing is one of the most effective and efficient 
methods to connect with your audience on a consistent 
and personal level. This checklist will help you create a 
productive email marketing strategy.  

o #1 I’ve identified my goal for my email marketing 
strategy and each message sent to subscribers. I’m 

q Motivating affiliate sales 
q Driving traffic to a sales page 
q Driving traffic to my blog/website 
q Selling/promoting a product 
q Other:______________ 

 
o #2 I’ve identified the autoresponder technology 

that will help me create an effective and efficient 
email marketing system, and/or set up my account 
with the service provider, including: 

q Newsletter/email format 
q Image/graphics 
q Unsubscribe policy and procedure 
q Subscribe policy/procedure. For example, do 

you require a double opt-in?  
q Disclaimers/copyright statement 
q Social media connections have been enabled. 

 

o #3 I’ve established a content/email schedule that 
consistently provides value and helps me reach my 
email marketing goals.  

q This schedule is one that I can follow 
through on by writing the content myself and 
managing the newsletter or by hiring 
assistance.  

q This schedule includes the day(s) and 
time(s) each email message will be sent.  
 

o #4 I’ve defined my Email Marketing Message. I’ve 
created a list of email topics that engage my 
subscribers and provide value. I know what my 
audience wants to know and I’ve created an email 
content plan to achieve it. 

 
o #5 I’ve Implemented Analytics and am using 

Google Analytics or my email service provider 
provides the data that I need to evaluate the 
success of each email I sent. A time has been 
scheduled on my weekly/monthly calendar to 
review the analytics and make necessary 
adjustments to my email marketing campaign and 
strategy. 
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o #6 My email messages have attention grabbing 
and effective subject lines. Each email message has 
a test subject line so I can determine what my 
audience best responds to. 

 
o #7 I’ve included a call to action in each email 

message sent to subscribers. The call to action 
clearly tells readers what they should do next and 
there are compelling reasons to take action now. 

 
o #8 I’ve created engaging content that supports my 

goals for my email marketing strategy. This 
content provides value and motivates readers to 
not only remain subscribers but to also take action. 
 

o #9 I’ve tested each email and made sure that: 
q My links work 
q My email isn’t perceived as SPAM and placed 

in junk email folders 
q My email, whether delivered in text or html, 

looks good on all browsers 
q My from line is clear and apparent – people 

know who is sending them an email  

[Checklist] Converting VIPs to Clients: Follow 
Up, Sales Calls, and Agreement 

#1 To ensure that my sales calls are effective, I have: 

q A script or guide to help me stay focused on the 
objective of the call. 

q Prepared for the call by checking my energy and 
attitude. 

q A system for taking notes so I can capture my VIPs 
words. 

q An easy sales and payment processing system. 
q A CRM system for following up with prospects. 
q Email templates so I don’t have to create 

messaging from scratch after each call. 
q Something in place to track my conversion rate. 

 
What are your biggest fears, questions, or anxieties about 
prospecting and sales calls? 
 
___________________________________________

___________________________________________ 

___________________________________________

___________________________________________ 

___________________________________________ 
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Prospecting Rules of Engagement 
q I ‘ve practiced my sales conversation. 
q I am prepared to listen more than talk. 
q I am prepared to question more than preach. 
q I am keeping what my clients most urgently want 

firmly in sight. 
q I am committed to respecting myself and my time, 

as much as to respecting my clients’. 
q I have set a standard for interactions that honors 

us both. 
 
What 3 actions will you take in the next 90 days to 
optimize your sales calls? 

Long Term and Short Term Marketing 
Initiatives  
 
Now identify your long term and short term goals based 
on your sales plan. You can do this for the year or by 
quarter. 
 
Your Marketing Initiatives 

 
Start by planning out your major initiatives for the year, 
based on what tactics you chose in your marketing mix, 
what your budget can afford, and which tactics are the 
most likely to help you achieve your goals. For example, 
an initiative could be to run a promotional webinar series 
in order to meet a goal of increasing leads by 50%.  
 
Yearly and Monthly Planning 

 
Determine when you will implement each initiative during 
the course of the year, both on a quarterly and monthly 
basis, so that you can take advantage of any seasonal 
trends. In addition, you need to make sure you won’t be 
overtaxing your resources both on the people and 
financial level. Sure, you can always outsource tasks, but 
be sure that your own involvement isn’t stretched to 
breaking point. 
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Goals and Metrics 
 

Set goals for each initiative and determine the metrics 
you’ll use to measure results. An example goal for your 
webinar series might be to gather at least 200 new leads 
per webinar. The metrics you track might include webinar 
registrations, webinar attendance, and any downloads 
you send your webinar participants to. 
 
Action Plans 
 
Decide on tactics and activities you’ll use to implement 
each initiative. For instance, your webinar series could be 
free, delivered via Google Hangouts and YouTube, 
promoted via social media, email, press releases, joint 
venture relationships, etc. 

 
Marketing Tactics 
 
Here’s a list of the marketing tactics that you can use to 
reach your marketing goals. 
 

1. Social Media Marketing  
2. Mobile and SMS Marketing  
3. Content Is King  
4. Email Marketing  
5. Direct Marketing 
6. Offline Marketing  
7. Search Engine Marketing  
8. Affiliate Marketing  
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[Worksheet] Setting Your Marketing Goals 
 
Identify your top 3 Marketing Goals then check them 
against the SMART criteria below. Copy this for as many 
goals as you have. 
 
Marketing Goal 
 

 
 
 
 
 
 
 
 

SMART Criteria 
Specific 

• What? 
• Why? 
• Who? 
• When? 
• Where? 
• Which? 

Measureable 
• How much? 
• How many? 
• How will I know? 

Achievable 
• What work will it take? 
• What resources? 
• Timeframe? 

Relevance 
• How will obtaining this objective help with moving 

forward towards business goals? 
 
 

Time-Bound 
• Time limit for steps 
• Overall time limit 
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[Worksheet] Planning Your Marketing Initiatives 
For each of your marketing goals, identify the tactics, method of tracking and the frequency (how often you will measure 
your results) 
 

Marketing Goal Tactics Method of Tracking Frequency 
1.    

2.    

3.    
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Reflecting On Marketing and Sales  
 
How does identifying your marketing goals in this way 
help you?  
 
 
 
 
 
 
 
 
 
 
 
What did you discover about your marketing/sales or 
learn about the marketing/sales process that surprised 
you? 
 
 
 

 
 
 
What additional questions do you have about marketing 
and sales? 
 
 
 
 
 
 
 
 
 
 

Next Steps 
Now that you have completed the workbook, it’s time to 
make your business undeniably bankable

 
 
 


