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Building Your Profitable Prospecting 
Pipeline 

Recording Transcript 

We all know that leads are oxygen to any business and every business needs to 
be in the business and nurturing new leads. When the leads dry up, so does your 
bank account. It makes sense to treat those leads well once they enter your 
world. The fortune truly is in the follow up but most people don’t do nearly enough 
in this phase of prospects. 

I want you to think about, in your own business, the stress that is generated when 
you feel that you haven’t got enough people to speak to. When you finish your 
existing work with clients and now you need those next clients and you feel like 
you need to start that process from scratch again. It always feels like this uphill 
battle. It’s a cycle that many entrepreneurs feel themselves stuck in for years. 
They service existing clients, but when that work drops off, their income drops off 
and then they are scrambling for the next clients. There is a lot of stress and self-
doubt. This is not the energy you want to be creating new clients from: panic, 
neediness, despair, desperations. Nobody wants to be attracting clients from this 
place. This is when we attract the wrong clients for our business.  

I want you to image setting up your business more strategically and more 
proactively so that you know there is a constant potential flow of new clients into 
your business. Once you start to establish your own system and prospecting 
pipeline, it will build the confidence for you as well that you know where those 
next clients are coming from. It’s become rinse and repeat, it’s a trusted system, 
you built it, you can rely on it and you know that those clients are going to be 
there ready and willing to take the next step in that process with you. I want you 
to imagine what that would do for you. What new opportunities would open up for 
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you if you had that? What would it do for your money mindset? What would it do 
for the value that you know you can bring for clients? What would it start to do for 
your inner well being and peace of mind? Nobody wants to go to bed worrying 
about where the next client is coming from. Building your Profitable Prospecting 
Pipeline starts to put you in the driver’s seat.  

I’m going to demonstrate the start of this pipeline by showing you our pipeline as 
an example. Yours may or may not look like ours depending on what you are 
teaching in your business. Take what really makes sense to you. Think about the 
stages you want your own clients to go through in your own business and build 
your pipeline accordingly.  

There are 8 stages to consider when taking a client from interested to invested. 
We are going to focus on the first 4 today.  

Let’s look at what happens when building that pipeline isn’t done correctly. First 
of all, it constantly feels like you are reinventing the wheel. It feels like you are 
winging it with every new prospect. You aren’t really sure what you need to do 
next.  

It can also feel like you are a stranger to your own community of prospects. If you 
were a light switch, you are more often off than you are on. You’re leaving them 
in the dark. You’re not shining your bright light on their problem. Worst still, if you 
are occasionally sending out things to your community, they wonder who you are 
because you do it so sporadically. You may only feel like contacting your 
database when you want to promote something. At that point, you might just end 
up being icky and sales-y. You shouldn’t just connect with people when you want 
to promote something. You want to give continual value to people so that they 
are more open when we do want to promote something. 

I’ve seen so many people who send initial follow up after an event and it almost 
sounds like I’m talking to a robot. I’m receiving something that feels like a script. 
Think about this in your own inbox. You receive these long emails that don’t 
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sound anything like you talk in real life. You don’t want this to happen in your own 
pipeline. You speak to real people, you are a real person and you don’t want to 
sound like a robot.  

If you don’t have your pipeline set up properly in your business, sales will actually 
feel like a lot of hard work. Let me tell you why that is. Because you haven’t had 
that connection, haven’t been adding value and content to you community and 
building trust, your sales process has to now do a lot of that heavy lifting for you. 
You’re wanting it to educate your prospects and build that relationship and you 
are also wanting it to do the selling all at the same time.  

The flip side of this, when you set  up your prospecting pipeline in a great way 
that works for you, you will have a constant flow of new leads. You can build the 
pipeline once and then rinse and repeat it for every new lead. I’ve been where 
you are on this one. I got in this mindset that I needed to overly personalize 
everything. As the business grew it just wasn’t a sustainable model. We had to sit 
back, and invest the time to build out the pipeline. It’s always a work in process 
but it’s always in place. That follow up, or nurture campaign as they are often 
called, should feel like an extension of your brand. Instead of sounding like a 
robot, sounding overly scripted, they really should be an extension of your brand 
and reflect the experience you want clients to have when they are working with 
you. This is where people are edging into your world, seeing what it’s like to be in 
your world. This is their very first experience. You want it to be in alignment with 
you, your brand, and how you want your prospects to feel around you.  

Your marketing should be doing the heavy lifting for you. It should be educating 
your prospects on what you do, building that trust factor and ultimately getting 
people sold on working with you. So that when you come to the point of having 
sales conversations, they are already sold on working with you and the 
conversation becomes far more about working through final details.  

Even if we have people that we’re marketing to through that pipeline, which will 
be the case for a lot of people, when done well you will be building brand 
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ambassadors. They may be sharing your stuff, talking about you, commenting on 
your blogs and social media posts. They may even be making recommendations 
to other people to follow you or connect with you even though they are not buying 
from you. It’s really important. 

Why nurture leads? Some of you will recall I shared the metaphor of the popcorn. 
I don’t remember where I heard this from. When we have the bag of popcorn, we 
put it into the microwave, we apply heat to it and immediately some of those 
kernels start to pop. If you’re anything like me, I tend to be impatient, I hear a few 
popping and I think “Ok, they’re done.” I’ve done that a few times and found that 
only a few popped and the rest are kernels. I learned that lesson the hard way.  

But think of your prospects as that popcorn. Some are ready to work with you. 
They’ve been struggling for a long time, they feel the pain from it. You apply a 
little heat, your marketing, and now they are ready to come into that conversation 
about how to work with you on a deeper level. But that is going to be a very small 
percentage of anybody’s market. Those people probably represent 3% of your 
market. It’s small, it’s great when it happens, but we can’t really build a 
sustainable business thinking that will happen the whole time.  

So what happens with the next 97%? Simply, there are a lot that require more 
time and more heat before they are ready. This is where that nurture campaign 
comes in. When you are continually sharing content, marketing, valuable advice, 
tips, guidance, videos, whatever that might look like, you are now responding to 
that time and heat with that 97% who aren’t ready to buy now. Over time, they 
will be ready to move into that next step. They will be moving along that process 
of being interested and curious before they move into being really invested in 
working with you.  

Then there will be some that will never, ever, pop at all. And that’s ok. We’re still 
adding tremendous value. They will probably become brand ambassadors. We 
don’t need everybody saying yes. What we do need, as a business owner, is 
adding that continuous value.  
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They say from someone to move from interested to invested, they really need 7-9 
touch points. Nobody can really land on exactly what it is. Those different touch 
points can look like many different things. They may have met you in person, 
seen you in a video, have received several blogs from you or invited them to a 
live event. In the world we live in now we don’t really know how many touch 
points we have with people. We might know that they opened our email but did 
they read it to the end? It can be difficult to know how long they’ve been watching 
the content and value we’re providing.  

If you think about it in terms of popcorn, some people need more time and heat 
before they get to that point.  

You’re going to see from the pipeline we’ve build here that the first 5 stages are 
in the marketing phase. It’s the phase you’re building that relationship with your 
client and trying to attract your ideal client. It’s not necessarily about selling, but 
more about marketing. That’s an important distinction. We will address that part 
separately. Once we get into that place where clients are interested in working 
with us, we need that screening process in place, or a quick audit with them 
before a strategy session. For now we’re going to look at those first steps 
because that will make the whole back end of the pipeline easier. 

Step 1: Understanding Your Ideal Client and Claiming Who They Are for 
You. 

These first steps represent your marketing. All marketing starts with really 
understanding who your ideal clients are. It’s the step that so many people 
overlook. They never take the time to define who their ideal client is and really 
claim the people they can do their best work with, who will really value them and 
respect them. I look at it like a partnership. You come together and partner in that 
process. The magic happens. We want to be doing our best work with our ideal 
clients and building any marketing around that.  



 
 

 

BE BOLD.  PLAY B IGGER. ®  

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 6 of 15 

Always be in the conversation with yourself: are you really marketing to your ideal 
clients or are you making the mistake of marketing to the masses. We’ve been 
brought up to be kind, be polite, or be inclusive. It’s very important to know who 
this is for and, more importantly, who it’s NOT for. We do this through the 
pipeline. I prefer to think about people self filtering and opting out.  

You want to understand your clients frustrations. By frustrations, I mean those 
things that are needling them on a daily basis. Most people mistake this for their 
deeper fears or their deeper desires. But frustrations are those things that they 
tolerate on a daily basis, it preoccupies their thoughts, the wake up thinking about 
it. It’s that problem that they are constantly trying to solve. Everyone has those 
frustrations. If you were following them around for the day, what would you see or 
observe that would show you what their frustrations are? You want to understand 
that for your clients. If their frustrations are solved, it’s like an itch that needs 
scratching. If you can’t reach it, you need someone’s help. It’s frustrating. What 
happens if that itch doesn’t get scratched? If those frustrations aren’t solved, 
what’s the bigger, scarier thing that will happen over time? You want to be able to 
work through that so you understand what their frustrations are and what their 
bigger fears are and in a language that they will understand. You don’t need to 
use your technical expertise language here.  

On the other side, you need to understand their immediate needs. If they have an 
itch, they need someone to scratch it. But those immediate needs don’t tap into 
the deeper needs, the deeper desires, of your clients. Once you’ve scratched that 
“itch”, what is it that they now want? What is that bigger thing?  

For example, using weight loss. Someone’s immediate need might be a fitness 
routine, or a food program. But what is that bigger want or desire? It’s probably 
things like feeling fabulous, having unstoppable energy, feeling like you’re being 
proactive about your health. With your ideal clients, you want to make sure that 
you know what those 4 things are for them: their frustrations, their fears, their 
immediate needs, and their deeper desires. All of your marketing needs to keep 
touching on those 4 things. Your clients will feel like you really get them, really 
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understand them. Don’t skip this step. If you’re really not clear on this, and you 
don’t know your clients good enough, that’s ok. But it’s time to do some 
interviews. Do some market research to hear it in their own words.  

When you start to claim who the best clients are, who you get to do your best 
work with, who won’t nickel and dime you, who will be great referrals for you, it 
becomes very profitable.  

If you start to target people just because you can, you just end up with more 
headaches and nightmares in your business. It becomes far from profitable and 
not something you want to sustain.  

Step 2: Give Something of Value 

On social media, we call this an opt-in. We’re giving something of value to our 
prospective clients in exchange for something. In this case it’s their name and 
email. People are very skeptical nowadays and they don’t want to be bombarded 
by emails. So it’s important, when you’re giving something away for free, it should 
still be of value. Give away your best stuff so you can demonstrate true value.  

This can still work if it’s offline marketing. You can still give something of value if 
you meet someone in person. My recommendation is to automate this because 
you want your pipeline doing the heavy lifting for you versus doing the manual 
labor of physically handing people things.  

With that opt-in, or free give away, or ethical bribe, you want to be giving your 
ideal client something that is quick to consume. People can make the mistake of 
giving something lengthy that takes a lot of time to get through, thinking the 
length gives value. People are looking for things that are quick to consume. Think 
about the analogy of the itch that needs to be scratched. The last thing they want 
is for you to take forever to relieve them from that irritation. High value, quick to 
consume, and really responds to a pressing problem that is very relatable and 
pervasive for your clients. It’s not something they think about once in a while, it’s 
something very present in their lives and business. All of a sudden, your freebie 
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comes along like a wooden scratching hand and relieves them. They want it now 
and will give you their information.  

Let’s talk about some examples of what opt-ins might look like. These are 
examples, you want to add your own authentic expression and be creative. You 
want it to solve a problem. Examples: 

• 10 Top Tips (to solve this problem) 
• 10 Mistakes People Make 
• Use something you are already sharing, that people really love, as your 

opt-in 
• It could be a quick video or series. Short (max 2-3 minutes long) 
• It could be a quick report (2 pages max) something someone can read 

quickly and consume 

Understand how people consume information now. For example, people tend 
to consume information through their mobile devices (cell phones, tablets). 
When people are on the run, between activities, in the morning or night, they 
are downloading to mobile devices. The easier you can make it for them to 
consume on a mobile device, the better.  

Step 3: The Nurture Sequence 

Someone has given you their email and name in exchange for your free gift. 
They have just entered your world. What needs to happen next? Most people 
give away something and then nothing happens. There is no follow up, no 
follow through, it’s crickets. The point where someone has just entered your 
world they are starting to say, I identify with what you are offering and I’d like 
more information. They are in the hunting phase looking for solutions. Once 
they’ve made that decision to give away their email, it’s a perfect time to really 
build that relationship with them. If you are like your prospects, you don’t just 
give away your email to just anyone. This is where you have to think about 
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your nurture sequence. What are you going to do now to educate them and 
add more value? That you are the expert to solve their problem?  

Think about the experience that you want your prospects to have now that 
they have entered your world. How do you want to be thinking and feeling? 
For example, you probably don’t want them thinking that you don’t know what 
you are talking about or feeling bored. Start to craft your nurture sequence so 
that it delivers on that.  

You also want to be thinking about the fact that most prospects are pretty 
skeptical. They’ve been around for a while and have been trying to solve their 
problem for a while. They may have some objections in their mind. The 
biggest objections are always around time and money. But there will be other 
objections as well. These are things you need to know about your ideal 
clients. What are the excuses they might make? Objections are signs that 
they haven’t had all of their questions answered. Think about what the 
potential questions are that they might ask and answer them in advance.  

There is no hard and fast rule about what a nurture sequence needs to look 
like. The way we do it is that we have a shorter nurture sequence. We started 
at 21 days, then stretched it out to 45 days with tips, case studies, content, 
relevant video, etc. Lots of different pieces. What you want to be thinking 
about is what it will take to build that relationship, particularly after someone 
has said “yes” and given you their information. That is a great time to 
demonstrate your value in those early days. If you don’t, they probably won’t 
pay much attention. Make them look forward to receiving that from you.  

Don’t overwhelm yourselves. Doing a shorter one well is better than not doing 
one. Even 3 weeks is a greater one at this stage. Your next question might 
be, “What pieces should I send and when should I send them?” If there were 
a perfect solution, everyone would be using it. It depends on a lot of things. It 
depends on your brand and how you show up with your audience. Think 
about your preferences as well. I don’t like being inundated from certain 
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marketers. 2 or even 3 times a day, or even daily, I switch off. When I see 
their name in my inbox, I know they will be sending so much more and I don’t 
pay attention. Ultimately, I may eventually unsubscribe.  

Finding that balance so it’s enough to keep people looking forward to the next 
piece without over whelming them. It’s probably more than you actually feel 
comfortable sending at this time. You will probably feel uncomfortable. People 
are busy. They are not just waiting for your next thing to land in your inbox. 
You want to send more so that when they are opening your emails, they are 
seeing your content. 

After they opt-in, you want to welcome them. It could be a quick video or 
email. You could let them know you will be sending their freebie, or where to 
download it. Let them know you will be sending them more content, tips, and 
strategies that will help them with that problem. Let them know you are here 
to serve them.  

We probably send about 4 pieces of content over 7 days. All of your content 
at this point must be aligned with the reason your prospects opted in to you in 
the first place. Don’t start teaching them something new. This is your 
opportunity to expand that further. Use case studies, or examples of how one 
of your clients applied your freebie to get results or had a massive 
breakthrough.  

In those early days of your nurture sequence, you are just expanding your 
opt-in content. Don’t be afraid to repeat certain points, especially because 
people won’t be opening every email or to expand upon what you’ve already 
shared. It could also be showing them a tip for how to avoid making mistakes 
along the process. Think about 3-4 different pieces. Other marketers might 
say a lot more than that but I’m sharing what we do with our brand here. On 
week 2 it might be a little less. If you did 4 items for week 1, it might be 3 for 
week 2. For week 3, it could be just 2 pieces. Over that 3 week period, that 



 
 

 

BE BOLD.  PLAY B IGGER. ®  

© SIMPLY ZEST LLC • ALL RIGHTS RESERVED • VANESSASHAW.COM • PAGE 11 of 15 

would be 9 pieces of contact. You could do more than that. Each one should 
be “bite-sized” and helps move them forward. 

Something else we do, is that as soon as prospects say “yes”, we reach out to 
them. We ask a couple of short, personal questions that say something like, 
“Hey, Suzie, I’m curious what type of business are you in?” or “Who is an 
ideal client for you?” Questions that help us learn more about them. The 
secret to putting those questions in is that it looks very personalized. They 
aren’t heavily branded or formatted. They look like a personal email. It means 
people typically respond. What’s interesting about this approach is that, for 
some people, that means that we have an opportunity to start that 
conversation or even lead them, later, into an audit. Are they someone we 
can help? If so, we can start that conversation with them. Not everyone will 
respond to that, some people may need more time. You don’t need lengthy 
emails. It could be, “Hey Suzie, I may this video for our clients some time 
back and I thought it could be useful for you.” Keep it short and easy to 
consume. Each little piece of content will move them forward in their 
business.  

This whole time, you are also considering how you want your clients thinking 
and feeling around what you are sharing so that you can engineer your 
content to the best of your ability to be able to deliver upon those things.  

That initial nurture sequence, you can definitely build out to even 6 weeks if 
you want. Once we get into those subsequent weeks, we were probably 
looking at 2-3 pieces of content each week. We don’t want to inundate, I don’t 
appreciate that in my own inbox. Ultimately, that nurturing sequence isn’t as 
much content as we might think. It’s about expanding that initial opt-in further.  

To recap, we want to take that initial opt-in further. We might cover top 
mistakes people make or traps they fall into. Think about the objections they 
may have in their mind and start to address them. A great way to address 
those might be with a case study. Also, looking for opportunities to quickly 
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insert that quick email. Dean Jackson created the “9 Word Email.” Ex: Hey 
Suzie, are you still looking for new clients?” I discovered this by receiving one 
and I responded to it immediately.  

I personally don’t like to be selling things to people in their early nurture 
sequence. It’s rather about adding value and promoting. But when we move 
into that next phase of the client cycle, it’s very acceptable to invite people 
into a next step. Certainly, throughout your emails you can always put in 
things like, “Are you looking to improve this now?” or “Are you looking for 
help? If so, click here to talk to us.” Make it easy for them to reach out to you.  

Step 4: Providing Ongoing Content 

This goes into our main marketing sequence for everybody in our database. 
It’s our content marketing that is shared with everybody. You may recall an 
exercise where we took 30 circles and I gave you 3 minutes to brainstorm all 
of the little ideas and tips that you can share with your clients to make their life 
and business easier. If you haven’t done that exercise, I recommend you 
download that template and give yourself 5 minutes to think about your ideal 
clients and all of the different tips you can come up with. Don’t over think this. 
You have far more than you realize. Once we start to get into that next part of 
the pipeline, how do we stay in regular content and updates with our clients?  

For us, we don’t operate at this point in time with a fixed day of the week. You 
can, and some people feel that you need to be consistent. I know some 
people who are very successful marketers who are much more sporadic but 
provide content consistently. Find a rhythm you can achieve and control. Most 
of us, myself included, should be marketing more, but we all need a starting 
place.  

Using those 30 circles and keeping it simple, is your way to start to develop 
that content and decide how you want to share it with your prospects. This is 
also the time where we built into our pipeline what we call conversion events. 
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Many of you have actually joined our community because you joined us 
through one of our conversion events. Then we have our big signature even 
called our Big, Bold events. It’s 2-3 days with our clients and prospective 
clients. We share mindsets, strategies, other speakers as well depending on 
the event. It’s a lot of value for a very low cost. The tickets for those events 
are currently very low and very affordable. What that means is that there is 
always something we can be inviting our prospects to. My goal is always to 
take that marketing into face to face and build those connections and 
relationships in a live room. I think a lot of our clients prefer that as well. By 
always having that on our calendar, we always have a next step to invite our 
prospects to.  

At the point that people are ready to travel and take time out of their schedule 
for those conversion events, we start to mention that we are having these 
events. Now they can learn more. We start to invite people into that next step 
of our pipeline.  

My recommendation as you are starting out, is to start thinking about doing 3 
per year. They don’t have to be massive. When we talk about conversion 
events, it’s you demonstrating your leadership at the front of the room with a 
bunch of prospects. It doesn’t have to be with a room of 50 people. It could be 
even 2 or 3 people, very small and intimate, but it is a way you can 
demonstrate your leadership. As you start to build your business and brand, 
the expectation is that you are getting more people to attend those conversion 
events. A lot of you are doing this at different levels already. You will become 
more proficient and be able to invite more people into your business. This is 
why we like to have them in the pipeline. It gives us a reason to reach out to 
people through email, social media, and even on the phone.  

Let’s recap that marketing portion of your Profitable Prospecting Pipeline. All 
of this won’t work if you don’t understand you ideal client. The next step is 
creating something of value that your prospect will willingly give up their email 
for and that solves a problem (your opt-in).  Then you are going to create that 
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nurture sequence to take that further. Start to develop that relationship. 
Demonstrate your expertise. Show that you really understand them by using 
case studies and tips and expanding on the information you gave them 
already. They will start to feel excited by being in your world and seeing that 
you are someone that provides tremendous value. Then you are going to start 
building that relationship through marketing and ongoing sharing of content, 
tips and case studies but now you can also start inviting them to your next 
conversion event. Again, it doesn’t have to be long. My very first one was a 90 
minute seminar in a friends office. Very low budget. But I was able to get a 
small group of people together to launch one of my very first programs. It’s a 
way to develop that relationship and take the online into offline so they 
become real, genuine relationships. Later on, your conversion evens can 
become online events via teleseminars. But you want to have a model that 
already works before you adapt it elsewhere.  

Of course, at any point of any of those stages, someone might start to show 
that they are ready right after the opt-in. You don’t necessarily have to bring 
them through the whole pipeline. If they are showing true interest, we can 
bring them right through the sales cycle. They we start to look at the red rope. 
What do they have to do to demonstrate that they are worthy of being a 
client? How do they show they are not just a tire kicker looking for free 
information? We do a quick audit, or for a live event we have application 
forms. At any point someone might just jump through to that sales cycle.  

We’ll help you build out your own red rope policy and put those criteria in, in a 
later training. For now the most important thing is to identify your weak spots 
out of those 5 steps I shared today. Are you clear on your ideal client? Do you 
have an opt-in? Do you have a nurture sequence? Are you providing ongoing 
tips? Or are you doing all of that but don’t have regular conversion events? 
The idea here isn’t doing all of this at once. Start small so you can start to 
look at what is lacking. Commit to completing just one step for now. Start with 
one and get the ball rolling. If you feel like you haven’t got any of this in place 
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and you’re trying to do 5 things at once, you are guaranteed to do none of 
them.  

Of course, ask any questions you have around this. I realize that this is a lot 
but I needed to be able to lay out these steps for you so you can see how this 
pieces together.  

As a final tip for this, that you get some Post-its out and think about what is 
the journey you want your prospects going through. What are those series of 
steps? That will help you to design your own pipeline and see it more clearly. 
You’ll also be able to see if you’re putting them in the wrong order or need to 
add something and rearrange them. Be sure, before you start drafting emails, 
videos or repurposing content, make sure you have a clear process for your 
pipeline for your business. When you start to get this in place, it will give you 
massive confidence for you business and identify areas that you are weak on 
and need focus.  


