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Introduction
If you are thinking of starting a business or kick-starting the
business you already have, this book is for you. This book is your
guide to the ins and outs of creating, not only a successful
business, but one that is in alignment with all parts of your life.
That is to say, one that fulfills you personally, professionally,
spiritually, creatively, and financially. I know it sounds like a lot,
but what I promise is that if you implement the tools and
strategies laid out on these pages, your business and your life will
transform before your eyes.
In Section 1, we will look at what it takes to bring a business into
the world. We will also take inventory of all the resources you
already have at your disposal. We will answer the one million
dollar question: What really motivates you? And we will also
look at what happens when motivation is not enough and what to
do when limiting beliefs stop you dead in your tracks. You will
learn to embrace your role as an entrepreneur. You will get used
to a new way of thinking that not only tolerates, but honors the
mistakes you will make as the building blocks of your success. Do
not worry though; we will also learn how to turn a mistake into a
golden learning opportunity.
Getting to Section 2, we will tackle the planning pieces of
building a business from the ground up. I will walk you through
the process of crafting a business that truly stands out among the
crowd. Together we will take care of market research to
determine exactly where you need to be positioned in the market
(no, you do not need an MBA for that). We will reinvent the way
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you approach your clients and paint a detailed client profile so
that you know exactly who your target audience is and how to
communicate with them effectively.

You will change your

thinking about competitors and construct a simple, yet
professional business plan that will guide you through the days
ahead.
Finally, in Section 3, I will show you the mechanics of bridging
the gap between your business and your clients by teaching you
the seven stages of the sales cycle. This sales cycle will be the
bread and butter that keeps your business well-nourished, not
just with a one-time-sale, but with loyal customers that keep
coming back for more over the lifetime of your business.
Does that sound like a valuable investment in your business?
Does it sound like you are going to acquire some new skills that
could breathe new life into your work? I hope so.
I want to reassure you that you will unearth valuable learning
from this material no matter where you are in the building
process – whether you are just kicking around an idea or whether
you have already got a business launched and now want to make
it soar. I am a firm believer that no matter where you are along
your path, there is always more to learn and more to polish.
To guide you through the process, I have created practical tools
that will help you build each block of your business. Throughout
this book, you will be referred to worksheets in the accompanying
workbook. This book provides the explanation of ideas, while the
workbook enables you to apply these ideas to your life and
implement them right away in your business.
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If you have difficulty with any of the tools, I urge you to go gentle
on yourself. You need to develop new thinking patterns, and it
takes time. The understanding will come; and you can always
seek the help of friends and mentors. Usually, they will help you
point out that you already know the answers.
I am also going to be honest with you: building a business at any
stage requires great dedication and commitment. Notice I did not
say that it requires a lot of work, it does. But I believe in targeting
our efforts into actions that reward us with real results, rather
than simply struggling and struggling and “working harder.”
That is what this book is all about. I want to take you through the
process of strategically creating and positioning your business so
that it is in alignment with your life vision. Together we will learn
to work smarter – not harder – to create a sustainable income and
a business you love.
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SECTION 1: GETTING MOTIVATED
Chapter 1
Vision for Your Business – Envisioning the Dream

The most successful business is the one that is a living reflection
of the woman who created it. Yes, businesses begin with an idea.
But they also always begin with a person - usually a brave person
and a journey.
Creating or expanding a business is a decisive undertaking. It
requires dedication, resources, effort, creativity, and time – our
most precious and finite resource. As a result, I believe that our
“work” has to be more than a menial task. It has to be part of
something bigger. It has to embody the vision we have for our
lives. For an entrepreneur, business is intertwined with life – all
the boundaries are blurred and the line between work and life
hardly exists at all. I think that is a gift.
When you see your work as a calling, “clocking in hours at the
office” or “working overtime” are not part of your vocabulary.
Your work becomes the bridge to fulfilling your calling. You are
simply living out your life’s purpose. However, when your
business and life mission do not sync, it is a recipe for disaster.
You will view your business as a list of ominous tasks looming
over you and you will begin to self-sabotage, robbing your
company of success without even realizing you are doing it.
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Let’s consider an example: imagine a woman has enjoyed great
success with her self-healing workshops and would like to book
several large-scale speaking engagements to satisfy her growing
customer base. However, at the same time she wants to take a
year off to move elsewhere. How compatible do those two goals
seem? Not very, to be precise. How about another example: a
mother of five young children wants to begin a cake decorating
company in the city where she lives, but she is concerned she will
not be able to juggle all of her many obligations at once.
Compatible or incompatible? It depends on the resources
available to her and the trade-offs she is willing to make in her
life. Perhaps she can arrange for childcare, or she can include her
children in the business’s activities, or perhaps she will decide to
plan her business early, but launch it when the children are a bit
older. Everything is possible.
Before you can move forward towards creating your business,
you need to define what you want your life to look like. You may
have all of the answers or you might be missing some. That is OK.
Use Worksheet 1.1: “Aligning Your Business with Your Life” to
jumpstart your thinking. As with everything else in this course,
you can always go back and change your answers later.
The important thing is to craft a vision of your business that
matches the life you want to lead. But what exactly is a business
vision? Excellent question!

What is the Big Idea?
Every business begins with an idea. It may be a powerfully vivid
image of a real-life storefront or a gorgeously designed website. It
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may be just the wisp of an idea - a faint dream or a guiding sense
of what you want to create, with not much else to go by.
Wherever you are, do not judge yourself in the process.
Remember that starting a business is a big undertaking that is
going to require patience. Finding a way to translate the idea into
a business is the first step. It is a step that you will revisit many
times over.
When I talk to want-to-be entrepreneurs, I commonly hear things
like, "I do not like what I am doing. I have a dream but I do not
know how to make it into a reality. What is the next step?"
Similarly, business owners often say: “My business is too small, it
does not have enough clients. I am not making enough money
from it.” Do these sound familiar to you? Does it sound like
something you have thought of or said out loud at one point or
another? I know I have.
It is very common for business owners to be unclear about what
the next step is. That is because you are creating something new –
forging a path where there was none. Kind of exciting, is it not?
And kind of scary too! Many business owners feel stuck in this
stage of little to no growth and are not sure how to break out of it.
They do not know how to take things to the next level and make
the kind of impact they desire for their business.
When you find yourself standing in the midst of one of these
uncomfortable moments – when you feel like nothing is working,
or that nothing is working in the way you want it to – it is often
tempting to “course correct” or change the business idea entirely.
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This is where having the right mindset makes the difference
between sailing the ship safely, and jumping overboard to
swimming home. If you have a clear vision, you will find a way
to make it happen. Sometimes, you will need to adjust the tactics.
Adaptability and flexibility are your allies in the business world.
However, in order to make your efforts truly count, the key is to
take action only once you have a clear and compelling vision in
mind. Otherwise, every time the wind blows against your ship
and every time the rain whips against your face, you will be
tempted to throw in the towel. Do not!
Think of your business vision as your north star. You want to be
always heading in that direction no matter what weather you run
into; you may find that you need to plot a different course or
swap out your vessel for one that works better – but regardless of
what adjustments are required, you are always heading north
towards the vision.
The more vivid and detailed your vision is, the stronger the
motivation to make it happen. Part of that vision is made up of
your business idea and part is made up of your personal ideals.
So let’s work on that now and get started on your big idea.
If you already have a business or a fairly clear idea of the business
you would like to begin, here are some questions to help you
evaluate whether the business you have in mind is actually the
business you want.
You may have many reasons to stay with the current business
plan – perhaps you are afraid to let someone else down, or you
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have already greatly invested in making it work. Those are all
valid reasons.

Therefore, some of these questions may be

uncomfortable for you to answer honestly. That is ok. But a little
discomfort now could save you from greater discomfort down the
road. Here we go: take some time to ask yourself the following
questions and to answer as honestly as you possibly can. Now is
not the time to censure yourself – be honest, be truthful, and be
open to whatever comes up for you.


How enthusiastic are you about this business or idea?



How sure are you that your business, service, product, or
solution is the best that is in the market today?



Do you truly love this idea? When you think about it, do
you feel a rush of energy or do you feel a sense of loathing
– like you are obligated to do something you are not really
excited about?

If the answer to any of these questions is no, it seems that you are
not fully on board with the idea. Therefore, the question becomes
how will other people be able to believe that they should buy into
a vision that you are not completely convinced of? It is hard to
sell something you do not fully endorse with both your heart and
your head, and prospective clients will likely sense your lack of
enthusiasm and commitment.
It is also critical that you do not underestimate the power and
potential of your own enthusiasm. When you find an idea that
literally produces a physiological reaction in your body – your
eyes light up, your back straightens, your attention focuses – that
is an idea that deserves consideration.
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But how do you find a golden idea? Some will suggest that you
shut yourself away in a room alone until inspiration strikes. Some
will suggest that you canvas the neighborhood collecting
suggestions from everyone you have ever met, and others will
suggest that you just patiently wait until the answer comes.
But life is now and not all of us can afford to wait for a muse to
materialize before us! I am a believer that you already possess all
the resources you need to manifest a wonderful idea. It is just a
matter of examining the evidence.

Your Life Mission
If you are struggling to come up with a golden business idea, the
first thing you need to do is stop. Stop trying to force it and start
trying to welcome it. Remember, you are not trying to invent a
million-dollar idea; you are simply trying to let your inner calling
(or “mission” as I sometimes say) float to the surface. But if your
mind is agitated and your energy is nervous, you are making too
many mental waves and you may not be able to identify the idea
when it floats to the top.
Not feeling energized is another common occurrence and it is also
a bad idea to try to make (or force yourself to make) decisions
from a low energy state of mind. If you are not feeling motivated
and energized, you are not tapping into your creativity. In fact,
you are completely severed from it, blocked from any amazing
ideas and moments of insight. You also lack motivation to invest
in the necessary work required to bring that vision out of your
head and into reality. Let's face it, creating a business requires
effort; a lot needs to be done and you are going to need a great
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deal of motivation in your gas tank to spur you through the
obstacles in your path.
I bet you are starting to wonder where this elusive motivation
comes from. It comes from that semi-divine moment when you
come across an idea that is in alignment with your greater life
vision – in alignment with the vision of who you are as a person
and the unique gifts and talents that you bring into this world.
Motivation is not a fluke and it is not a fluff.
Some will try to tell you that motivation is the byproduct of
positive thinking. I disagree. If you go outside for a run and
realize that it is raining, you can “positive think” all day long and
repeat “it is not raining, it is not raining, it is not raining” and you
are still going to get soaked. May I suggest a different approach?
Motivation is a powerfully compelling reason for taking action
regardless of whether you want to or not – and it works better
and looks a great deal less ridiculous than running in the rain and
chanting “it is so sunny, it is so sunny!” Motivation is about
running in the rain because you know your body needs the
exercise, because you know your family needs you to be healthy,
because you know that every stride makes you feel powerful and
strong. That is motivation.
It is a miraculous fuel that spurs us on and it is something that
you can create for yourself – but only when you answer a very
important question: why?
Your reason for taking action and for starting this business may
be to help people, to contribute your gifts, or simply to earn a
sustainable income. All of these reasons are valid. However, the
© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
16

more compelling your reason, the more powerful your motivation
can be. Thus, the more powerful your motivation, the more likely
you are to find long-term success and avoid giving up at the first
sign of a bad weather.
You might be surprised to learn that a business owner’s
motivation is often directly related to the success of the business,
and has surprisingly little to do with the quality of the product or
service they provide. Yeah, that is right; an enthusiastic business
selling a mediocre product will win out over an unmotivated
business owner every day of the week, even if the unmotivated
business owner is offering a product that is far superior. Mindset
matters; it matters much more than you think.
So the question becomes: what do you do if you are not revved up
about the business (or the business idea) that you currently have?
Fill your tank with authentic motivation and discard all those
inauthentic reasons – and hollow positive thoughts – that never
really did any good in the first place.
Discover Your Personal Motivation
When you notice that your motivation tank is running low, you
are probably asking yourself: do I need to change my business
entirely? Did I really waste all this time on the wrong idea? Do I
have to switch to a different field? Chances are that you really do
not. But you do need to reframe the way you look at your
business.
When asked why they started a business, people say things like:


“I want to be my own boss and let my creativity loose!”
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“I want to generate a sustainable income source for me and
my family.”



“I want to connect with people in a real way.”



“I want greater flexibility, to choose my own hours & still
have a time for other activities.”

Those are excellent reasons and powerful sources of motivation.
Therefore, I am going to propose that there is even a greater
source – a phenomenal source – of motivation that I am willing to
bet you have not yet tapped into.
The Jewish people have a universal mission of keeping the
mitzvot and making the world a Godlier place. As Jewish women,
we have the responsibility to nurture our families and pass the
Torah to the next generation.
In addition to this universal mission, each one of us has a unique
mission that is only our own. God does not work with cookie
cutters - there never has been and never will be another you. The
Netivot Hashalom (Netivei Hadaat, Chapter 6) quotes Rabbi Yitzhak
Luria (the Arizal) as saying that from the beginning of creation
until the end of time, no two identical souls can come into the
world. The Netivot Hashalom goes on to explain that each person
in the world has an entirely unique positive life mission (in
Hebrew: yeud) and an entirely unique rectification (tikkun). This
means that beyond our universal missions, each one has a unique
mission that is all her own.
Do you know how Moshe became rich? When he was
commanded to sculpt the second set of tablets (luchot) out of a
precious stone, God told Moshe to keep the carvings for himself
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(Rashi on Exodus/Shemot 34:1). The carvings were the byproduct
of Moshe's involvement in his life's mission: passing the God's
Torah to the Jewish people. Of course, spiritual laws do not hold
true 100% of the time the way physical laws do (otherwise there
would be no free will), but Rashi's commentary points us in the
direction of viewing material gains as a secondary outcome of
playing our unique role in the world.
God brought you into the world to fulfill both missions. Nobody
here is replaceable or repeatable. Think of the world as a picture
puzzle of 1000 pieces. What happens if only one tiny piece is
missing, can you frame that picture puzzle? Can you hang it on a
wall? No, you cannot. If even one piece is missing, the picture is
incomplete; each piece is truly indispensable and you (and your
gifts) are indispensable in this world.
It goes without saying that each woman needs to find a way to
balance her universal and unique mission. Sometimes, we go
through stages when we need to dedicate more of our time to one
or the other. We are all different and there is no one-size-fits-all
solution. For some women, financial circumstances are such as to
allow them to stay home. Other women feel an emotional need to
use their skills outside the home. Each woman needs to make her
own assessment, perhaps with the help of a mentor, finding how
to strike a balance between the two.
This book is meant for women who have decided to work, no
matter what the reason. I suggest that if you have decided to work
outside the home (or inside the home) by establishing your own
business, your work can become a vehicle for spiritual growth.
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What if your business was your life’s mission? Consider the
possibility that every time you assisted a client, you were doing
the thing that God brought you into the universe to do. Does that
feel good for you? Does that make your mission seem more
important and significant? Are you possibly able to think
differently about your business and put it into a new perspective?
The question is how to transform this lofty idea into the real
world. Yet, how do you know what your life mission is? We are
not used to thinking about these questions, but there are tools you
can use to figure out your life mission.
Rabbi Ariye Nivin explains that when a person is involved in her
life’s mission, she feels amazing pleasure as if she can continue
doing this forever and ever. If you work a regular work day
between eight to twelve hours, sleep for another eight and spend
a few hours eating and getting ready, you are not going to have
the time for your life’s work. The question is, when exactly will
you get around to accomplishing your life’s mission? If you work
for someone else, there is not much time or energy left to carry
out your mission.
Your community (and the world beyond it) has only one chance
to benefit from your unique gifts and talents – only one, and you
are it. If you fail to contribute what you have to give, you have
robbed us of your contribution; I do not say that to put pressure
on you. I say that to spur you on into action, to help you shed the
false humility, to plead you to find the courage. You can take the
action and show up. You can bring your idea into reality.
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The Talmud teaches that a person who saves one life is as if he
has saved the whole world (Sanhedrin 37b). And that is exactly
why if you take one piece out of the picture, the whole picture is
incomplete, just as if you hold back your gifts; the whole world is
robbed of ever knowing God’s full creation. And I am going to
propose that there is an even greater source – a phenomenal
source – of motivation that you have not yet tapped into. It is
probably stirring in you right now, right at this very moment; you
have probably been aware of it for quite some time now.
Now think about it, if you spend eight hours a day working at a
regular job and another eight hours a day sleeping and the rest of
the day taking care of your family, when exactly are you going to
do your life's work? When exactly are you going to accomplish
that unique mission you have been given? There's not much time
really and the longer you wait to get started, the less energy you
have to work with.
But what if those daily working hours was the time that you
could dedicate to your life’s mission? What if your job and your
mission were one and the same? Think about it for a second: what
if every time you served a client, you were doing the exact thing
that God brought you into the world to do? How do you feel
when you think about that possibility? Does that idea fill you
with a new sense of fulfillment? Can you imagine the amazing
pleasure, satisfaction and enjoyment that you would experience
from living your calling? Does that put your whole business into
a whole different perspective? I hope so!
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This is a very lofty idea. The question is how you bring it down
into the real world. How do you figure out what your life's
mission is in the context of the life you currently have? That is not
something we are very used to thinking about. Do not worry
though; every idea in this book is accompanied by practical tools
in the workbook to help you implement your learning in your
business.
You can have more than one life mission. It could be one, two, or
three - but really no more than three missions, otherwise your
energy will be spread too thin to get all your projects launched.
Also, remember that we all differ, and there is no one-size-fits-all
life mission. Thank goodness! If there were, we would be robbed
of the diversity of talents and vital roles that we need filled in the
world today.
In my experience, women in particular struggle to determine their
life’s mission – that is, to narrow down their missions to a
reasonable number. That is very understandable as well. We are
called to fill many roles in our lives and it can be difficult to find a
balance between all the things that we must do, all within the
limits of one lifetime. If you feel that you are struggling with this,
I suggest working with a mentor or close friend, who can help
you find a healthy equilibrium.
Sometimes, it is not very apparent what your life’s mission is,
even once you make that list. Have faith that there is a common
denominator that unites all the items on your list, you just need to
drill down to figure out what it is. Take some time, be gentle with
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yourself, and remember that you are doing a very important work
with this project right now. The answer will come.
In the meantime, I will give you an example. One of my clients is
a doula. She goes with women into labor and supports them
while they are giving birth. When we discussed her life’s mission,
she had difficulty zeroing in on anything. But when we dug
deeper and examined more and more of her experiences, we
figured out that what she really enjoys doing is giving people
support, providing the resources and confidence they need in
challenging situations. And now it made perfect sense why she
chose to do the work that she did. Right? Because women in
labor sometimes lack resources, they do not feel the confidence or
the ability to go through the birthing experience and that is what
she is there for, to provide them with the support to go through
the process and come out on the other side with a healthy baby
and the most positive labor experience possible.
Another client I have is a travel agent. She approached me
because she felt bogged down by making reservations and
organizing visa paperwork. She really was not feeling energized
by her work. So we talked about her experiences in life and we
figured out that what she enjoyed doing most was bringing peace
of mind into people's lives by creating order and scheduling.
Once again, that made perfect sense, because that is exactly what
a travel agent does. She takes care of all the details and gives
people a peace of mind about their trip. Sure, on the surface, her
job entails lots of paperwork and logistics, but the essence of her
efforts is caring for each travel client and creating an ideal
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experience. Can you see how the sense of purpose and motivation
begins to emerge?
When you are able to figure out how your business supports your
life mission, you can rise above the nitty-gritty of your work
(emails, sales, service), and instead see the change you are making
in this world and in people’s lives. You will feel phenomenally
energized. There is going to be a sense of urgency and purpose in
everything that you do. Now go back to the workbook and
complete Worksheet 1.2.

Your Toolbox
So now that you have an idea of what your life's mission and
unique role is all about, think about this: Who are you to be an
entrepreneur? Who said that you have what it takes to do it and
do it well? Maybe you do not have what it takes – the skills, the
talent, and the resources. Maybe you do not have the right kind of
knowledge, or enough of it.
Entrepreneurs often tell me that they know they are excellent at
what they do, but doubts never let go. They feel that their good is
never good enough; that there is always someone out there who is
more professional and that there is more that they can learn. An
Israeli friend of mine has $100,000 of course diplomas hanging on
her office walls (for the sake of comparison - a college degree
costs $10,000 in Israel). Every year she takes yet another course,
because she thinks that whatever she knows, everyone else knows
as well. Of course, she is so busy learning that she is yet to make
any money from her work.
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Now think about this. A contractor is in charge of a construction
site. He is overseeing the creation of a building and manages the
workers to see that the job gets done right. Would he ever bring a
plumber to the construction site without first providing pipes?
Would the contractor bring an electrician without first equipping
him with switches and wires? So do you really think that God
would bring you into this world to play your unique role without
ensuring you have the toolbox you need? Of course not!
In Pirkei Avot (4:1), our sages define a rich person as someone who
is happy with his portion. This is usually taken to mean that
wealth is subjective. Being satisfied with whatever you already
have (whether a lot or a little) is the path to feeling rich. I would
like to suggest another interpretation. Each one of us comes into
the world with a unique set of circumstances, capabilities, and
experiences, which make up our "portion." To become rich, we
need to embrace

and celebrate our portion, explore it

enthusiastically and use it to chart the course towards fulfilling
our life's mission. Instead of comparing ourselves to other people
and their superior abilities (or so we think), we should
concentrate and develop our divinely-bestowed gifts.
You are uniquely (and purposefully) positioned by God to bring a
piece of His vision into reality. Now, it is true that you may not
yet know how to use all the tools you have in your toolbox – in
fact, if you have not done a little self-inventory lately, you might
not even know all the tools that you have to work with. But rest
assured that you have within yourself everything that you need to
play your role – and to play it successfully. With that knowledge,
there should be no question in your mind that you have
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everything that you need to accomplish your mission – I have
immense faith in you and we may not have even met face-to-face.
Why? Because I have immense faith in Him.
I like to think of our toolbox as a two-storied contraption – like a
real toolbox. In the upper section are the tools you are very
familiar with – the ones you use all the time. But open the bottom
compartment and you will find many tools you have never seen
or used. They might be rusty. You may not be familiar with them,
but they are there! If you need a tool for your life’s work, you
have it and can learn how to use it.
Let me share a personal experience. Five years ago, I couldn’t
speak in a circle of ten people. My throat would get parched and
my eyes would get teary, people constantly asked me to repeat
myself, because I was usually mumbling. When getting on the
phone, I would first think how to say what needed to be said with
as few words as possible, the result being that people did not
understand what I wanted. Now that I teach people how to run
businesses, I can address a crowd of 300 people with no stage
fright and fairly little preparation. It is a tool I need to make my
impact, so God made sure to give it to me when it became
necessary.
Have you ever asked yourself how can it be that Moshe, the
greatest prophet of all times had a speech impediment. The
Hebrew word from prophet – navi is from the root of niv – speech.
Proper speech is the most crucial tool of the prophet. The Maharal
teaches that the speech impediment was essential for Moshe’s
mission of giving the Torah. Had Moshe been a gifted orator, it
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could have been argued that he used his charisma and rhetoric to
talk people into accepting a Torah, which was not really true.
However, that fact that a man with a speech impediment could
convince the Jews to accept the Torah is proof of its veracity.
If you feel yourself lacking in a certain tool that you think is
critical for business, you can either learn it or you do not need it.
Lacking a resource can force you to think outside the box and do
things creatively. Guess what? Maybe that is exactly what is
needed to make your service suitable for people who cannot use
the run-of-the-mill products out there.
Of course the perfect business is not simply going to fall into your
lap at the snap of a finger, after all – neither the electrician nor the
plumber will get paid if they do not actually do the work. You
may need to build up new skills or polish up some of your
abilities, but you are fully capable of success. That is a certainty.
Even if you do not have the knowledge, you are capable of getting
the knowledge, getting the skills, polishing up whatever needs to
be polished, and then using all of that to play your unique role in
the world.
Now it is time to do a little Toolbox Inventory. Sit down – alone
or with a friend - to complete this task.

In your Toolbox

inventory, you are going to create a comprehensive list of three
things: hard skills, soft skills, and skills that need polishing.
Worksheet 1.3 will walk you through the process while the
explanation appears right below:
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Hard Skills
Hard skills are the technical and professional skill that you bring
to the table. They include content skills you have learned formally
or developed over the years. They may include things like
computer processing, graphic design, accounting, business
management, photography, cooking, sewing, event planning, etc.
Soft Skills
Soft skills are skills that do not come with degrees and certificates;
they are the skills that make you stand out among all the other
people offering similar services. These include the ability to
cooperate with a team, empathy, being a great listener,
organization, or problem solving. We usually think of these as
character attributes and personality traits that make you who you
are.
You might be wondering why soft skills are so important. I am
willing to argue that there are many times when soft skills are
actually more important than hard ones. Why? Hard skills are
easy to acquire. You do not know how to use Photoshop? Take a
class. Not sure how to track your business expenses? Google it!
Cannot handle a difficult conversation with an unhappy client?
That is not such a quick fix.
The problem for most business owners and for most businesses is
that they are viewed by clients as a commodity. There are
hundreds of travel agents around, thousands of translators,
dozens of photographers in your city alone. What differentiates
you from everybody else is the support you give to your clients,
where others business merely provide a product.
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For example, imagine you have a website design firm and you
work with small business and entrepreneurs. If you look up web
design on Google, you will find thousands of competitors. But,
for the sake of this example – let’s narrow it down to only two:
Company A and Company B. Company A designs your website,
gives you the access codes, and sends you the invoice. Company
B, designs your website, gives you the access codes, sends you the
invoice and then offers monthly web support and assistance in
making changes, adding content, and protecting the site from
hackers. Company A sells you a product. Company B becomes
part of your team.
Taking a good hard look at the skills that you have is one way to
differentiate yourself, so that you can strategically integrate them
into everything you sell. For example, if you sell photography
services, supporting clients as they make their decisions,
explaining their options, and solving their problems is one way to
differentiate yourself from somebody who just comes to shoot
some pictures; and this is true in every single industry.
Consider your soft skills and incorporate them into your sales: in
what you tell your clients, in your marketing, and in your service.
That is a sure way to positively differentiate you from others.
Your life experience contributes a lot to your toolbox. If you have
dealt with a challenge and found ways to solve it, you can offer
that solution to others. Let’s say one of your kids has a learning
disability and you found ways to help her learn. Putting this
information together can be a valuable asset, or you can target

© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
29

your product to a learning disabled audience because you know
what works for them.
Think of it as climbing a mountain. Once you get to a certain
point, you can turn back and help those struggling to make it
right behind you.
The Skill Chart
Since your time is limited, you need to use it as effectively as
possible. A good way to do this is to concentrate on things you are
very good at and have other people help you with tasks you
cannot successfully complete.
At the same time, there are crucial skills (like marketing) which
you have to learn on your own (The next section will help with
that).
Worksheet 1.4 in the workbook will help you get a holistic view
of your abilities.
Skills That Need Polishing
These skills can include both the hard and soft variety. Perhaps
you started studying a different language or began training in a
specific skill, but had to drop out for one reason or another.
Perhaps you have identified an area or two where you need to
cultivate

more

patience,

more

organization,

better

time

management, or greater creativity. There might be a skill you
have always felt would be a big asset to your business, but you
never had the time to learn to learn it. Give yourself permission to
focus some time every month on the skills that need development.
By learning new skills and developing new abilities, you will not
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only enjoy personal fulfillment, but your business will flourish as
well.
Do not make the common mistake of thinking you do not know
enough. You know a lot! But there is always room to grow.
Worksheet 1.5 will help you explore the skills that you can polish
and perfect. It will also give you guidance in how to do that.
Once you have completed Worksheets 1.3, 1.4 and 1.5, take a deep
breath and look at what is really inside your toolbox. Is it more
than you expected? Do you have a better idea of where you can
improve?

Overcoming Limiting Beliefs
”I Hate Marketing”
Did marketing or sales skills show up on your list of ‘Skills that
Need Polishing?’ If they did, you are not alone. Many of the
business owners I work with are able to identify all their tools, but
struggle to spread the word about the product or service they
offer. It is not an easy task. It often causes lots of questions,
sweaty palms, and a general feeling of “I just do not feel
comfortable marketing myself,” and that is understandable.
After all, marketing has a kind of bad reputation. It is often
blamed for being sleazy, salesy, pushy, and inauthentic. But it
does not have to be that way. In fact, I will take it one step further
and say that it should not be that way.
We have already established that God has given you a unique life
mission and equipped with a toolbox of skills that you are
responsible for contributing to this world. Well, how are you
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planning on doing that if you are not comfortable with telling
other people what you are working on? Marketing is the avenue
that brings your gift into this world. God put you in this world to
deliver impact, to put your talents to use and to contribute.
I think we can all agree that God did not ever intend for you to
become a cheesy saleswoman.
Imagine just for a moment, that you have a house full of hungry
guests. Do you tell them to open the fridge, rummage around and
pick whatever they like or do you put freshly baked cookies on a
plate and offer them personally to each one?
Which strategy do you think is a better approach to bringing your
services to the people that need them? I think the answer is clear:
the cookie approach; and the best part is that when you are clear
on your vision, your mission and your toolbox, you never need to
use the sleazy saleswoman strategy. You have the ability to
authentically connect with each potential customer.

In the

upcoming chapters, I will show you how.
Unproductive Thinking
Before we can dig into building your business, we need to clear
out the debris from the construction site. These debris are called
limiting beliefs. In other words, what stops you from doing what
you have to (and want to) do with your life.
Limiting beliefs are like nasty little critters bullying us from the
inside and driving our behavior. They block us off from our own
potential and scare us with a million reasons why we are going to
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fail. Some of these beliefs we are conscious of and some of them
hide beneath the surface.
Every single business owner I have ever met has had some kind
of a limiting belief (or a whole army of them) that has kept her
from succeeding. And if you are tempted to skip this chapter
because you are not in the mood for a lesson in psychology, I am
here to say: HALT! Because I can teach you all of the practical
information – all the tactics, strategies, insider scoops – but if you
are too afraid of failing, too scared of your own success, or too
tangled up in these nasty beliefs that keep you down, then none
of the strategies in this book will make a difference. It is not going
to work, if you are not willing to face these critters. You will selfsabotage. In fact, I think this is one of the greatest parts of the
program because it really helps you address the personal issues
that could be obstacles to your success.
If I were to ask you: what keeps you from having the business you
want, what would you say? You are very likely to give me an
answer like one of these:


I don’t have a good enough website.



I don’t know how to sell.



I don’t have enough time to put into the business.



I don’t know the steps for building a business.

These are your technical problems. But technical problems have
technical solutions. There is a wealth of knowledge online and in
books about how to solve all of these and other technical
problems. You can learn marketing strategy, hire someone to
design your website, and learn sales tricks to close deals. If you
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have not figured out a technical solution to a problem, there is
something deeper at play. If you already have the skills and it is
still not happening for you yet, more often than not there is
limiting belief or mindset that keeps you from doing what you
need to do.
“My family knows nothing about business. We are not business
people,” a client told me recently. A talented graphic artist, she
craved financial freedom. She also realized that working a 9-to-5
job would never get her there.
Her first obstacle on the way to entrepreneurship was living in
the past. For years she told herself that entrepreneurship is a gene,
an outlook you inherit from your parents. Since her parents were
quintessential employees, she reasoned, successful business was
beyond her. This limiting belief was the main reason she stayed in
a low-paying job instead of building her own business.
Then the light went on. As we discussed marketing strategy, she
realized that marketing is not rocket science. It is not something
you absorb with your mother’s milk. People are not born
marketers. Marketing is a learnable skill that requires an
understanding of relationships, an investment of time, and
discipline. And then she got it! Marketing strategy started to
make sense. Three months later, people started approaching her
for marketing advice.
Let me give you another example. I had a client who discovered
that she had a very strong negative outlook on wealthy people.
She believed that rich people are obnoxious. She believed that
people who have money do not leave room for other people, that
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they call all the shots, make all the decisions, and trample over
others. So, if she allowed herself to make money – in her mind –
she would turn into the type of person she did not want to be.
How easy do you think it would have been for her to build a
thriving business with this kind of belief controlling her every
decision?
The Torah teaches us this insight about limiting beliefs in
recapping the construction of the Aron Hakodesh (Tabernacle). The
fledging nation’s most ambitious project to-date was led by two
men:

Betzalel

ben

Chur

and

Ohaliav

ben

Akhisamakh

(Exodus/Shemot 35:30-34). Rashi points out that while Betzalel
came from the royal tribe of Yehuda and was Moshe’s nephew,
Ohaliav was of much simpler stock. Still, Ohaliav’s origins in Dan,
the least distinguished of the tribes, did not prevent him from
becoming a leader filled with divine wisdom.
The commentary offers a profound lesson. Your family
background is not an obstacle to success. God’s search for hearts
to be filled with wisdom is not limited by class, parental
achievement, or geography. You are your own person, not the
extension of your parents. If you believe in your dream and
embrace your divine mission with courage, then the tools and the
teachers will come when the time is right. And so will the
opportunities.
Instead of letting childhood views of the world shape your adult
outlook, consider your limiting beliefs and preconceived notions.
Do they stand up to the test of reality? Do all successful people
come from accomplished families? The Torah teaches that the
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opposite is true. “Be careful about the children of the poor,”
advices the Talmud, “because the Torah will come forth from
them” (Nedarim, 71a).
I firmly believe that every struggling business owner is not
stopped by her lack of knowledge, lack of resources, or
inopportune situation. She is stuck in place and blocked from her
own potential by her limiting beliefs. Why is that? How can it be
that so many people are stuck in such a rut of self-sabotage?
Limiting beliefs may be nasty little critters on the surface, but they
almost always offer us some kind of benefit. In my experience,
there is always some kind of positive gain, or some reason for us
to hold onto the belief even though it does us some harm. Many
times, limiting beliefs have to do with fear, by holding on to them,
we stay safe. Let me give you some examples.
If I believe that I cannot publish my website until everything is
absolutely (absolutely!) perfect, what benefit am I getting? I have
the benefit of never making my offering public and standing up to
other people’s judgment. Since I will never live up to the
impossible standard (nothing is perfect!), I keep myself safe from
criticism and judgment.
If I believe that my business is not successful because everyone is
against me, I never have to examine my own role in my business’s
current situation, because I have already decided that it is not my
fault. I do not have to take responsibility of my actions.
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If I believe that I need to have every part of the project under
control, I never have to face the uncomfortable feeling of not
knowing what to do next.
Is this starting to make sense now? Can you see how diabolical
these limiting beliefs can be? They are nasty critters and their
intention is to keep us firmly planted in our comfort zones and far
from the things we truly want. Success requires us to grow, to
take on new challenges, to face new experiences. We simply
cannot do this if we stay small and safe all the time.
The good news is that limiting beliefs are not immortal. We do not
have to resign ourselves to living under their rule – in fact, we
need to resign ourselves to breaking through them.
Identifying and Breaking Limiting Beliefs
The first step in freeing ourselves from the grips of our limiting
beliefs is to identify them and to identify how they influence our
choices in both personal and professional settings.
Research shows that a business owner's confidence in the quality
of her product is a much better predictor of her success in sales
than the quality of the product. Mind-boggling, isn't it?
Organizational consultant Gitti Weisfeld shared a Torah insight to
illustrate this point. In the story of the flood, Noah was
commanded to build an ark for 120 years, so that people of the
generation would ask what it was all about and perhaps repent
(Rashi on Genesis/Breshit 6:14). How could it be then that the plan
backfired and nobody took the warning to heart? Rashi goes on to
explain that Noah did not believe wholeheartedly in the coming
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of the flood. In other words, he was not completely on the same
page with his "product" and message. Is it any wonder then that
the people around him did not buy into the vision either?
A few years ago, I hired a business coach to help me market
myself better and reach new clients. He transformed my thinking
about business ownership, set me on the path of learning, and
helped me work out a marketing action plan for my then
translation business.
There was just one problem. I was never able to implement it. At
the time, I had many different reasons for not taking action: it was
too hard to settle on a niche, there were too many marketing
options, it required too much time, and I was too busy serving
existing clients.
You have probably heard all of these excuses and some more, so I
will not go on. It has taken a fair amount of self-reflection to
realize that the culprit was not the time, it was not the difficulty of
the task, and it was not my limited resources – it was my own
insecurities and internal obstacles, which held me back from
pursuing success. The problem was that I was being beaten by my
limiting beliefs. They were keeping my business small and
keeping me from taking the actions that I knew – with absolute
certainty – would lead me where I wanted to go.
It sounds like an odd idea, because on the surface, we want to
succeed – to grow the business, to get clients, to do all the right
things. We have the mission, we have the tools to construct our
vision, and yet…there is a blockage. There is no bridge between
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“knowing what needs to be done” and actually getting up and
doing it.
Every time I talk to a client, she tells me how she needs to perfect
this one little piece of the game and everything will fall into place,
as if the only thing separating her from money is the wrong
background color of her website. Invariably, after talking for an
hour, it turns out that there is a very good underlying reason why
she has not been able to make use of all the marketing
information available.
This is why I insist on devoting the entire first section of this book
to strengthening your mindset. I can teach you all the marketing
techniques out there, but you will not be able to use them unless
you strongly believe in your ability to succeed.
Here are some of the most common limiting beliefs I have come
across. Do any of them sound like things you have heard yourself
say (or think) before?
 I am scared that I will try and it will not work.
 I do not deserve to have success in my life.
 If I do too well, people will be jealous and hurt me back.
 I do not want to be like the nasty rich girls of my
childhood.
 I am not skinny/ smart/ confident/ intelligent/ young
enough to make it work.
 People will not take me seriously. What do I know
anyway? I am no expert.
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Limiting beliefs can be deconstructed with very simple tools.
However, it is hard to do this on your own. Find a trustworthy,
emotionally-intelligent friend, who can give you honest and
caring feedback as you work through your beliefs.
As I said before, the first step to disempowering your limiting
beliefs is identifying them. Worksheet 1.6 will help you do that.
Identifying the reason that you are holding onto the belief is the
first step in letting it go. Ask yourself bluntly: why am I holding
onto this belief? What is it doing for me? What is it giving to me?
What is it protecting me from?
Usually limiting beliefs come to us as a result of experiences we
have had. A circus elephant is a great analogy. When a baby
elephant is brought into the circus, it is tied to a stick with a rope.
The elephant pulls and pulls to break free, but cannot. After a
while, it gives up trying. Fast forward twenty years and all that is
keeping a gigantic African elephant in place are a little stick and a
whimsy rope.
Unlike what we like to believe, we do not manage our thinking,
our thinking manages us. Sometime down the road, you saw a
situation and interpreted it with all the intellectual prowess of a 5
(9, 15, or 25) year old. The interpretation you gave to that situation
has stuck with you and affects how you think and interpret all
subsequent situations.
You are not 5 anymore. You are a gigantic African elephant and
have the power to uproot the stick and go wherever you want to
go. So let’s identify the “stick” that is holding you back. Where
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did you pick up the limiting belief in the first place? Where did
this belief come from?

What event, statement, motto, or

experience from your past gave rise to it? What picture is there in
your mind that goes hand-in-hand with this belief? Sometimes,
you will be surprised because things will come up that you have
not remembered before. But once it does come to the surface, you
will be able to deconstruct it and choose something different to
believe in.
At times, your limiting belief will be the opposite of the picture
that comes up. For example, a client shared that her parents never
encouraged her to succeed and preached that there is no reason to
work hard. Her limiting belief is a 180 degree reaction to that. She
believes that unless she works extra hard, she will never reach
anything and of course she is always exhausted from
overworking.
Look at that experiences that come up for you and try to isolate
the belief that has stuck with you from there.
Then, rather than having an empty mental garden (which is
simply inviting the limiting beliefs to sprout up again), you need
to plant some beliefs that actually serve you on your mission.
Replace your limiting beliefs, with beliefs that empower you.
The following table will show some difference between limiting
beliefs and empowering beliefs.
Limiting Beliefs

Empowering Beliefs

Out of balance/Radical

Balanced
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Fragmented/Do not account for Holistic/account for different
all aspects of reality
Emotional

aspects of reality
Logical

Depressing

Uplifting

Disempowering

Empowering

Subjective

Objective

Sees only one way

Sees many alternatives

Self-centered

No self-centered

Not factual, imagined

Factual, real and grounded

Lacks proper boundaries

Includes healthy boundaries

Lots of ideas; insufficient tools

Practical application of ideas

For example:


I am failing and wasting precious time.
o There is no such thing as failure – it is all a learning process.



I do not deserve to have success in my life.
o I am charged with a unique mission to bring my gifts into
this world. Success means making an effort to do what God
wants me to do. Success is a gift from God.



I am too afraid to leave my comfort zone.
o I will make steps to move out of my comfort zone, but I will
try to evaluate the risk to ensure that I never risk more than I
can afford.
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Rich people do not have values and I do not want to be like
that.
o There are all kinds of people in the world. I can preserve my
values and do well with the money I will earn from my
business.

Finally, consider the benefits provided by your limiting beliefs.
For example, a smoker gains relaxation from his bad habit. If he
can find a better way to relax, it will be easier to get rid of the
cigarettes. Try to incorporate the positive “spark” that is in the
limiting belief. Usually, this means doing things gradually, not
risking more than you can, creating safety mechanisms so that
you do not get hurt, etc.
Now that you are ready to free yourself from the limitations of
these beliefs, complete Worksheet 1.7.
Print the list of constructive thoughts and take it with you
wherever you go. When you have a few minutes, read through
the list or meditate on it. It is also very helpful to look for events
in your life that illustrate the veracity of your new positive
thinking patterns.
Learning New Thinking Patterns
Depending on how old you are, that is how many years of
experience you have in thinking in an unproductive way. You
have a PhD in thinking the unproductive thoughts and abiding by
the limiting beliefs we have just identified.
The time has come to get a degree in constructive thinking and
your subconscious is the first place to start. One excellent way to
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rewire your brain is to visualize yourself living the success of a
life driven by constructive thinking. When sending a disciple on a
challenging mission, the Tzemach Tzedek (the 3rd Chabad Rebbe)
advised the man to meditate on a vision of success in order to stay
motivated and develop the internal capabilities to see the mission
through.
To visualize success, you need to write a script of your bright
future. We are not talking utopia. In your visualization, you will
still encounter challenges, but you will also visualize yourself
overcoming them.
The script should be of an event – as if someone took a video
camera and created a movie of events. It should include, people,
places, colors, smells, tastes, etc. However, we are not looking for
a utopia. In the script, you should face the same challenges that
you face today, but here, you overcome them with positive
thinking.
For example: today you are afraid to pick up the phone and call a
prospective client because of a limiting belief that rejection equals
failure. In the visualization script, you can picture yourself
deliberating whether to call, but then you will tell yourself that
rejection does not amount to failure (it has nothing to do with
you), you will pick up the phone and call the client. During the
call, you close a successful deal.
Worksheet 1.8 will help you write the script to be visualized as
you rewire your brain for positive thinking. I recommend that
you devote 15-20 minutes a day to this exercise. The results will
become apparent fairly fast. Some of my clients have reported
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visualization to be more potent than a therapy session in helping
them overcome internal obstacles.
The second tool I would like to suggest is prayer. Prayer not only
connects us with God; it changes reality. In the verse, “God’s
portion is his people; Yaakov is the lot of his inheritance”
(Deuteronomy/Dvarim 32:9) the word “lot” can also be read as
“rope.” The Tanya (Igeret Hatshuva, Chapter 6) explains that the
connection between man and God can be visualized as a rope.
When man pulls on a rope below, the top portion of the rope also
moves. Our words and actions affect what we bring into the
world and onto ourselves.
We do not have control over many of our circumstances, but we
always have control over our wishes. Prayer is the most authentic
and intimate expression of these wishes. With time, it also affects
our thinking. In Worksheet 1.9, you can compose your own
prayer that will reflect the journey you need to make as you
develop constructive and positive thinking. The prayer should
include elements of new constructive thinking patterns. Use this
text to pray for the success of your venture.
You can print both the visualization script and your prayer and
take them with you wherever you go. Reading through them
whenever you have a break will help you reinforce new ways of
thinking.

Limiting Beliefs about Charging Money
Way too many business owners have an issue with charging their
clients or charging prices that reflect the value of their service.
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Here are some unproductive beliefs about money that clients have
shared with me:


Talking about money with clients is so hard. It does not
feel right to charge clients in order to help them.



Making money from other people’s misfortune makes me
sick.



My clients expect me to help them for free.

Sounds familiar? If I got a dollar for every time I hear one of these
from clients and prospects, I could retire by now.
Take Debbie for example. She has a love-hate relationship with
money. On the one hand, she understands that if she does not
charge for her consulting work, she will not be able to make a
living. On the other hand, she feels a pit in her stomach whenever
she needs to talk about money with her clients. As a fellow coach
joked, if someone would handle collections for small businesses,
they would make a killing.
Debbie’s difficulty is rooted in a belief that money and values do
not mix. In her mind, money is associated with greed,
manipulation,

and

taking

advantage

of

other

people’s

vulnerability.
Debbie’s conflicted beliefs about money issues cause her to
sabotage her marketing efforts. Since every new client means
facing the unpleasant talk about money and fees, a part of her
does not want new clients; and so she does not invest the efforts
which are necessary for her success.
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This outlook is deeply problematic. Rabbi Shimon bar Yochai, the
man who spent 13 years in a cave because he insisted on speaking
his mind has the most impeccable of idealistic credentials. Yet
Rabbi Shimon rejects outright the notion of free services even
when applied to spiritual goals.
Commenting on Parshat Trumah in the Zohar, he teaches that
“free” is a tool of the yetzer hara (the evil inclination). Its only goal
is to prevent people from perfecting the reality and serving God.
Let’s explore this for a minute.
By definition, a free offer entices people away from a paid service,
even if the paid service will solve the problem. Since the evil
inclination wants to prevent us from moving forward, it will often
dangle a free offer in front of us, just to keep us from getting the
real albeit paid help we need.
Unlike Torah learning, which comes from the sphere of perfection
and which should be taught for free, solving actual problems
takes place in the realm of physical reality. One of our main tasks
in life is to perfect the physical. Physical reality is always a mix of
good and evil. The only way to separate the two and to elevate
the physical is by using the tools of the physical world, in this
case money.
The other problem is that by taking advantage of a free offer, we
get a feeling that we are already doing something. “I heard a free
webinar on marketing. That counts as working on my marketing.
Now I can go back to doing other things.” Free resources create an
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illusion that we are doing something productive and do not have
to put in more serious work.
Let’s apply this to your life for a second. Think of a real problem
you have. Think of all the free seminars, speeches, and webinars
you have attended. How about the free e-books and reports you
have downloaded? And the free phone conversations you have
had with the experts. How much insight did you get? How much
of it have you implemented? Did the problem go away? Did you
reach the result?
As the popular saying goes, there are no free lunches. Reciprocity
is one of the strongest societal bonds. If your clients do not pay
money, they feel beholden to you. If they cannot reciprocate, they
may develop a feeling of resentment, which in turn prevents them
from being helped.
In Hebrew, the word for money kesef shares its root with kisufim –
yearning. Money is a tool for reaching our desires and needs. This
is a possible explanation for the Talmudic teaching that the
righteous value money as their bodies (Chulin 91a). It enables
them to grow to new levels of spirituality by acquiring the
supporting functions they need to progress effectively.
For our clients, paying for a service is an unequivocal statement of
priorities, both to themselves and to the outside world. More than
anything, it showcases a drive to solve the problem. This drive is
often a significant missing link. It is a commitment to work hard
on the issue, to put their money where their mouths are.
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A number of years ago, research of SAT prep courses showed that
the tuition parents paid for the course was the number one
motivator for student success. The students could have bought or
borrowed a prep book and done the work themselves, but the fact
that money had been invested pushed them to work harder.
Finally, charging clients is equally important for your ability to
help them. When you charge a client, you make a statement about
the value of your service – first and foremost to yourself. You
communicate your value without saying a word.
Since you cannot provide free service sustainably, working for
free undermines your ability to help others and elevate the reality
in the long run. Providing services without payment will
ultimately leave you feeling depleted and leads you to
withholding your wisdom and helping hand from people who
really need assistance. When you charge clients, you help
yourself, help them, and help them help themselves.
So here we have it. Free services prevent your clients from getting
the most out of working with you. They squander the most
precious and unreturnable commodity – time. On the other hand,
paying for your work helps clients define their priorities and
commit to the success of joint work. It also enables you to help
more people by keeping you satisfied and in the ballgame.
Even if you feel comfortable talking about money and charging
for your service, you may feel bad about clients having to pay
overhead. Somehow, it seems unfair. Keeping overhead down is
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obviously in the interest of everyone involved. Yet, the
investment in externals is crucial for client success.
For example, let’s say you have decided to rent a centrally located
office instead of working out of your suburban house, but you
feel bad having your clients pay your rent for you. Would your
clients be able to access your services if you were not conveniently
located? Would they be able to visit you if there was no parking
around? Would they value your work as much if it was
conducted from a home office? If the answer to these questions is
no, paying your rent is a client interest and is as much a part of
the service as the actual work you do.
Having said that, there is room in your business for free offers
and we will cover that in great depth in Chapter 11. Briefly, free
offers can help the client “test drive” your service and figure out if
there is chemistry. By tasting what it is like to work with you,
they can decide whether they like you and trust you enough to
actually pay you. For example, by providing a free teleclass, you
can let clients hear your voice, listen to your ideas, and get a small
sampling of the types of questions you would ask them if they
were to start working with you.
It is fine to offer something for free as long as both you and the
clients understand the value and the limitations of the free offer.
However, as a business owner, you must understand that the
purpose of a free offer is to attract clients to your paid offer. You
then need to feel comfortable enough to talk about money and
fees and to offer your clients to buy your paid products.
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Charging Clients – Practical Tips
Now that you know that charging clients for your services is
essential for their success, what can you do to feel better about it?
1. Create a clear fee system
Package your services. Know exactly what you are charging
and what your clients will get in return. This will help you
see the value of your services. At the same time, your clients
will be discouraged from pushing the limits and trying to
get more than you are offering. (I'll show you how in the
coming chapters).
For example, a travel agent told me that she offers visa
services for $50 or tells clients to do it themselves via a
website. On one occasion, a client opted to do it herself, yet
called the agent as soon as she got stuck and expected to be
walked through the system. Since the travel agent was not
very clear on her boundaries, she felt conflicted. Setting up
very clear packages prevents this uncomfortable feeling and
usually discourages clients from getting more than what
they paid for.
2. Put it in writing
A photographer friend of mine constantly encounters
situation where people and organizations request to get her
pictures for free. I suggested that she sets up a website and
uploads her pictures with prices. Potential clients can then
decide for themselves if to buy. Pointing clients to an
existing product system (in this case a photo gallery on a
website) with clear products and fees makes things easier for
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everyone. You do not need to talk about money with your
clients when there is a clear product and price list available.
3. Sliding fee scale
This does not apply in every case, but sometimes a sliding
fee scale can be a solution to a conflicted business owner,
especially when her clientele is not well off. Making a small
profit from less fortunate clients and accepting profit from
clients who can afford it, is a simple way to avoid the
internal pressure to give services away for free.
4. Add value
Once you have the packages set up, you can give your
clients perks they did not pay for. The difference is that you
decide what to give, when to give and whom to give to. It is
entirely under your control. Giving becomes a choice; not
something forced on you. Adding value you do not charge
clients for will help you exceed their expectations and make
both of you feel very comfortable about paying and
receiving the fees. More on that later, too.
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Chapter 2
Making Mistakes
Now that you have gotten up close and personal with the limiting
beliefs that drive your self-destructive behavior, I hope you have
a little more compassion for yourself as you build your business.
In my opinion, limiting beliefs demonstrate that even when you
have all the best tools in your box, with all the best intentions,
there always exists the possibility that things will not go exactly
according to plan.
The sooner you accept the uncomfortable fact that mistakes are
unavoidable, the sooner you will be able to start reframing their
purpose in your life.
Early in my career, I learned one lesson that has made all the
difference in my life. I learned that what happens in my life is not
as important as the meaning that I give to the things that happen.
Let me give you a few examples that can better illustrate my
point.
Let’s imagine that I am trying to start a business with my best
friend. We both have different career backgrounds – I studied
graphic design and she studied business administration – and we
are both convinced that we would make the perfect team for a
graphic design studio. We meet several times over lunch to
discuss the idea, but when the time comes to make a financial
investment in the company, my friend backs out of the project
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entirely. Now, I have the opportunity to interpret these facts in a
variety of different ways. I could:
1. Assume that she was lying to me when she said she
believed in my design skills.
2. Assume she got a better offer from someone else and
decided to abandon me.
3. Suppose that our friendship really did not mean all that
much to her.
4. Think that perhaps I have done something to hurt her.
5. Think that she got cold feet and felt uncomfortable risking
her money.
6. Give her the benefit of the doubt – perhaps her
circumstances have changed and she can no longer be part
of the project.
If I chose one of the first four interpretations, I will feel horrible
about her. I may also lose my faith in myself. If I chose
interpretation 4, I can inquire and hopefully fix the mistake.
Interpretation 5 will let me feel compassion for my friend who is
human, just like everyone else. If I go with answer number 6, I can
walk out of the uncomfortable situation with my emotional
balance intact.
I may never know the truth about what happened. But the point
is that, meaning is a highly subjective and often highly emotional
interpretation of the events that happen in our lives. It is also
massively powerful. How you interpret an event influences how
you respond to it. Let’s take a look at another example- this time
outside of the business realm. Let’s imagine that you are waiting
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to meet a date for the first time. The problem is that he is already
half an hour late. How do you interpret it? Do you think: he lost
interest or he is probably stuck in traffic?
Can you begin to see how your interpretation influences how you
will treat this person when he finally arrives?

With the first

interpretation, you are likely to respond with anger and
resentment – and with the second interpretation, you are likely to
respond with kindness and compassion; stark contrasts. And each
approach will lead you down a very different road.
The power of applying meaning or assigning interpretations is
particularly important when it comes to launching a new
business. As I mentioned previously, starting a new business
means forging a new path and breaking new ground. It requires
you to try things you might not be familiar with, to learn skills
that may be entirely new to you, and to reach out to people
outside of your social circle. Though your business may start
small and may even stay small for some time, it is absolutely – at
one point or another – going to require you to step outside of your
comfort zone.

And when you walk beyond that invisible

boundary and into the unknown, anything can happen. Genius
can happen. Innovation can happen. Connection can happen.
And mistakes can happen.
Actually, mistakes will happen. They are practically a guarantee
and sometimes beyond your control.
The Torah teaches us that a righteous man falls seven times, and
the wicked stumbles in his wickedness. (Proverbs/Mishle 24:16)
We usually take this as a consolation – oh well, nobody is perfect.
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On the contrary – this is methodology! The one and only way to
become righteous, to grow, and to learn is by making mistakes!
After you made a mistake, get up; learn your lesson and move
forward. The wicked on the other hand, make a mistake and get
stuck there, because they think they are hopeless failures.
The Tanya teaches that the only way for a person to move up a
rung on the ladder of growth is to first fall off the rung he is
currently at. When you walk up the stairs, you have to disconnect
your foot from the stair you are on to move to the next one. This is
true in any kind of growth. Mistakes and failures are learning
opportunities. They are painful, but crucial. Most importantly,
they are a sign that you are growing.
So you will make mistakes. The one thing that is entirely within
your control is what meaning you assign to them when you do
make them. The way I see it, interpreting mistakes boils down to
two primary options:
1. You can take them as evidence that your limiting beliefs
were true all along
2. You can learn something new
Are you ready for another example? Let’s imagine Sarah. Sarah is
a mother of three teenagers who has just launched a small
business offering personal training. She studied health and fitness
in school and always had a talent for working with people. So
when her husband lost his job, she took it as a sign to launch the
business idea that she had stored away so many years ago.
However, within the first year of business, Sarah’s company was
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behind on rent payments, low on clients, and had to close its
doors.
Sarah had always suffered from some nasty limiting beliefs that
had long kept her from taking risks and going after her dream.
Though she had many limiting beliefs, there was one in particular
that stood out amongst the rest: I will never be able to do anything
outside the home.
So when her business went under, she was tempted to use it to
support her belief that she would never succeed in business. She
could have given herself permission to throw in the towel,
abandon the business, and forget she ever had the courage to try.
But Sarah chose a different approach. She chose to learn.
She chose to recognize that there were many different factors that
led to her current situation. She had signed onto a rental space
that was bigger and more expensive than what she truly needed,
and had launched her business during a difficult economic time –
when people were cutting back on luxury services that they could
otherwise live without. She recognized that she had made certain
mistakes, but she also recognized that she could harvest valuable
learning from what had happened.
If Sarah had believed that she was simply incapable of being a
businesswoman – as her limiting belief told her to do – she never
would have changed her business model and created a personal
training business with far less infrastructure and far more profit.
Mistakes and failures sometimes go hand-in-hand, and sometimes
they do not. When you learn from them, the mistake is not a
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failure. However, if you use your mistakes as evidence of your
inability, then yes – they are failures. But if you use them as
guides that nudge you ever closer to the right path, then they are
your most valuable lessons.
It is also important to remember that there is a big difference
between pronouncing a project “a failure” and pronouncing
yourself “a failure.” We have already established that you are
divinely equipped with everything you need to make a real and
lasting contribution in this world. God does not make mistakes,
and He made you. Therefore, you cannot possibly be a failure.
Some of today’s most innovative companies are creating
widespread policies that actually encourage their employees to
embrace making mistakes. I know, it initially sounds like
madness, but it is actually an act of brilliance. It is only when we
are unafraid to make mistakes that we are able to innovate. Fear is
the greatest enemy of creativity and innovative companies know
that. Some of them even implement what is known as the 7-3
rule. They want to succeed in 70% of the decisions they may, and
the other 30% is the necessary byproduct of trying something
new. These companies recognize that the 7-3 rule allows their
employees to look for new and better solutions, which allow them
to constantly improve the quality of their products and the
efficiency of their processes.
But that probably has you wondering – why don’t they go for 100, a perfect score? Well, because perfection and creativity can
never coexist. In fact, perfection is impossible and setting an
unattainable standard will never get you anywhere.
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A good way to appreciate the importance of mistakes and
“failures” is to look back over your life and recognize how you
have grown through them. You would not be the person you are
today if not for those dark tunnels you have passed through only
to triumph on the other side.
Worksheet 1.10 will help you do just that. You can also print a
few copies of the worksheet to keep handy. When you make a
mistake or experience failure, record it in the chart. Then when
you discover the lesson, record it too. With time, this will help
you view mistakes as learning opportunities.
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Chapter 3
You as an Entrepreneur
Recently, I asked a roomful of architects how much time and
money they spent on getting their degrees. The answers were in
the $10,000 and 3 years range. I then asked how much time and
money they have spent on learning to be business owners. That
question was met with complete silence.
Most business owners go into business thinking that whatever it
is that they did in their previous job (or studied in their past) is
what they will continue to do in their own business.
For example, if I was a lawyer and I worked in a law firm, then I
can be a self-employed lawyer and achieve a thriving business.
Or, if I was a travel agent at a large travel agency, now I can go
and launch my own travel agency, doing exactly what I used to
do and the only change is that suddenly a business will sprout out
of my previously acquired skills.
If this sounds like a shaky theory to you, it’s because it is. While
your professional skills are crucial for your business, they do not
make you into a business person. Michel Gerber, author of the EMyth series of books, teaches that three functions separate a real
business

from

an

amateur:

Entrepreneur,

Manager,

and

Technician. I would add administrative (envelope stuffing and
the like) to that.
The overwhelming majority of entrepreneurs, lawyers, doctors,
speakers, and artists function only as technicians. What does that
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mean? The technician does the actual work that clients pay for.
They produce the products and services rendered to clients - that
is technical work. It could entail speaking to a room full of people,
doing body work, psychotherapy, legal counseling, healing –
anything. The actual work you do is a part of the technician’s
role, and that is not enough.
An entrepreneur is the person who formulates the vision of the
business and sets it up. As she looks around at the world, the
entrepreneur tries to identify business opportunities. She finds
gaps in her industry and envisions services to fill those gaps. And
when she identifies an opportunity – a business is born.
The truth of the business world is that nobody is going to pay for
anything that has no need. It is not about becoming one more
lawyer in a sea of thousands. It is about finding what makes you
unique. And that uniqueness does not necessarily have to come
from the product itself. It could mean having a unique approach
or a unique way of doing business. It is more about creating an
emotional investment, giving a great experience, and building
great relationships – though, innovative products are certainly
valid too. My point is that innovation and uniqueness can apply
to many different areas of your business.
Once the entrepreneur finds the opportunity, the manager
translates the entrepreneur’s vision into systems that build the
business and create work for the technician. These can include
production, marketing, billing, financial, and management
systems.
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I know “systems” is a scary word. It conjures up images of MBAs
and factories. In truth, a system can be something as simple as a
notebook on which you record the name, phone and email of
anyone who contacts you about your business and a set time to
transfer those names into Google Contacts. Anything that you do
in a set way is a system.
Once the manager has set up the right systems and processes, the
technician takes over and does the work.

As your business

grows, you will begin to notice that you can outsource all or parts
of these “technician” tasks. Many small business owners embrace
such growth because it allows them to get out of the day-to-day
chores to focus on the entrepreneurial and managerial aspects of
their business. For example, if a secretary or a virtual assistant
answers emails or makes appointments, and other “technicians”
work with clients, business owners can make new marketing
plans or build strategic relationships with other businesses.
One thing you cannot outsource is the entrepreneurship. That is
simply who you are as a business person. Nobody can identify
your business opportunities for you. You can hire a consultant to
help you strategize and brainstorm, but the final decision is yours
to make.

You are the one that must decide which business

opportunity to pursue. You can get help with the management as
your business grows, and you can certainly get help with the
technical work, but your primary role should and always will be
that of the entrepreneur.
Most business owners struggle to accept the fact that they cannot
build a business by doing all the work themselves. They start as
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technicians of some sort and as their business grows and expands,
they are reluctant to let go of this role. I understand – it can be
uncomfortable. However, it is absolutely necessary in order for
the business to flourish. Jobs that can be outsourced to other
people should be. There are too many tasks involved in building
a business to try doing everything yourself. Once you are able to
separate the really important money-producing jobs from the
menial labor, you will be able to dedicate your time and energy to
the areas that need your attention the most – rather than bogging
yourself down in the chores.
Yet, the chores tend to be the areas where business owners feel
like “they are really doing something.” I want to help you adopt a
better way of thinking.
Look at the chart below:
$5 / hour

$100 / hour

Administrative

Technician

Stuffing bills
into envelops.

Giving
service to
your clients

Sending emails
to vendors
Bookkeeping

Responding
to daily
customer
service
questions

$1,000 /
hour
Manager

$10,000 / hour

Creating
more
efficient
production
systems

Analyzing your
industry,
clients’ needs
and market

Creating
systems for
attracting
clients

Entrepreneur

Identifying
business
opportunities
Brainstorming
new solutions
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Perry Marshall, a famous marketer, teaches that as a business
owner, you can be doing “$5/ hour work,” “$100/hour work,”
“$1,000/hour work,” or “$10,000/hour work.”
Can you see the difference in the value that each of these tasks
brings to the business? Have you found yourself doing those
$5/hour tasks when what your business really needed was for you
to dedicate time to entrepreneurial thinking? The challenge is to
recognize where our effort produces the maximum value for our
businesses and to invest our time in those $10,000/hour tasks
whenever possible.
It is not enough to recognize the need for all three functions. You
need to invest time into all three, because thinking about business
opportunities while dicing salad is not enough. Signing off checks
as they come is not efficient. Your calendar has to reflect all three
business roles.
After all, ten hours of work developing business opportunities or
creating systems for attracting new clients will create the entire
framework for all the business activity for years to come. Still,
what happens to most people? They stuff envelopes. Time
management and business building begins when you identify the
most important pieces of your business and act upon them.
Perhaps you are at a point early in your business when you do
not have any choice but to fulfill all three roles yourself – that is
understandable. But you also have to realize that although the
technical work will give you a small income now; it is not enough
to build a thriving business in the long run. If you stay as a
technician, you will never be able to achieve the impressive
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income you really desire for your business. That means that in
order for your business to grow, you must create time every day
or every week for the entrepreneurship and managerial work.
A helpful strategy is to set routine blocks of time for each kind of
work. For example, schedule your clients one after the other, 2
days a week. Then schedule marketing work during set hours on
set days. This way, managerial and entrepreneurial work will
become a habit. You will not forget to market and “too busy” will
not be an excuse.
One final piece of advice; you can find very cheap administrative
help on an outsourcing site such as Fiverr.com, Odesk.com, and
Elance.com; or search online for a virtual assistant. The more
administrative work you can have done for you, the more time
you have left for important work.
When you are ready to organize all the roles you play in your
business, complete Worksheet 1.11.
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SECTION 2: PLANNING AND BUILDING
YOUR BUSINESS FROM THE GROUND UP
The work you have done in Section 1 has laid a firm foundation
for your business and your life. Many new business owners skip
right to laying the bricks and mortar of their business before ever
making a careful blueprint of what they would actually like to
build. It is easy to let excitement or circumstances rush us along
before we are ready to take action.
Entrepreneurship requires planning, so I advise you not to skip
steps. You do not have to go through the steps in this particular
order, but I strongly urge you not to leave any steps out.
In the previous section, you took the time to examine your
mission, your toolbox, and the diabolical limiting beliefs that held
you back. This allowed you to clear the ground and become much
more effective in your business building. But wouldn’t you rather
take the time to do things right the first time around rather than
waste your time, energy, and money heading off in the wrong
direction? I am going to take that as a resounding YES.
But before we charge forward into phase two, I first want to
congratulate you for making it this far. You have made a very
important investment in the success of your business. I guarantee
that as you move ahead, you will look back and feel thankful that
you had taken the time to clarify your one unique mission. Now
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that you know where you are going, it is just a matter of gathering
the right equipment for a successful trip.
That is where business planning comes into play. In this section,
we are going to tackle the planning pieces of building a business
from the ground up. I will create a business that truly stands out
among the crowd. We will learn to understand your clients better
than they understand themselves; and we will find a way to
communicate with them authentically and warmly, so that they
will love doing business with you and you love serving them.
Sound like a lot? It is. But it is also intensely fulfilling work when
you remember that you are ultimately working towards bringing
your unique vision into this world. I want you to feel inspired,
empowered, and ready to take on this challenge. So, let’s get
started!
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Chapter 4
Building a Unique Business
Now that you have rummaged through your toolbox, hopefully
you have realized just how fantastically equipped you are to be an
entrepreneur. Therefore, my first question to you is: what kind of
business will you build? How does your mission translate into
the real) business world?
When it comes to building a unique business, I notice that many
entrepreneurs get off on the wrong foot because they fail to see
their business from the right perspective.
Most business owners start off by thinking about themselves first
and the needs of their clients second. It sounds like an obvious
mistake, but the truth is that most of us do not even recognize that
we are doing it. We explain our business as something that we do,
something that we sell, something that we offer – and we rarely
ever think to describe our business from the perspective of those
who are actually buying.
The overwhelming majority of business owners I encounter have
never given thought to the problem they are solving for a client.
They view themselves in terms of their profession (therapist, chef,
lawyer, taxi driver, clothing store owner). When asked who they
serve, the answer is “Anyone who needs a….” followed by the
name of the product or service they are selling.
The most crucial thing for your business to understand is that
clients are not interested in you. They are not interested in any of
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your services. They are only interested in solving a problem they
have in their life or getting something they lack.
Nobody wants to contract a lawyer. They do not want to sit in jail
or pay a fine. Nobody wants a therapist. They do want to escape
the emotional pain they are living with. Stop thinking, talking and
doing business from your stand point and embrace that of your
clients.
Her personal problem interests the client infinitely more than
your new product or your website redesign. Your business is only
significant to her because it offers her the chance to avoid pain or
gain pleasure. Being awesome is not enough. You have to be
useful – and useful in her eyes, not just according to your
standards.
Let’s do an exercise. Open the Yellow Pages (it does not matter
where). Who is the subject of all the ads? That is right, the
business owner. “28 years in the business” “The #1 company in
the country.” There is often a logo or a picture of the business
owner in the ad.
Truthfully, do the clients really care if the logo is blue or green?
Do they care if the business owner is 6’ and blond or 5’10” and
dark? They do not. And they do not care how long you have been
in business.
If your client could solve her problem without you, she would
have happily done so already. But she could not, which is why
she needs your help. Whereas most businesses approach
customers with a “BUY THIS, BUY THIS!” sales pitch, what
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customers really look for is a simple question: can you solve my
problem?
You may have walked into a supermarket or shopping center
recently, where employees walk around with “How can I help
you?” printed across their t-shirts in large, bold text. That is the
exact same idea. It gives greater importance to the needs of the
client than to the features of the product.
This simple question changes the entire game. You as a business
owner, tend to be totally focused on the process: what you need to
do to serve the client. The client on the other hand, could not care
less about the process. She just wants a solution to her problem
and she wants it fast, cheap, and painless.
Are you starting to realize the severe miscommunication here?
Business owner and client are trying to connect with each other,
but they are getting lost in translation. Why? Because business
owners tend to talk about themselves and focus only on what they
offer.

For example: I provide computer services, make-up

services, graphic designer services, and so on. However, clients
do not look at businesses this way, the client is only concerned
with solving her problem.


Clients do not think, “I need computer services.” They are
thinking, “I need to get this computer fixed right now so
that I can continue my work.”



Clients do not think, “I need make-up for my wedding.”
What they really think is, “I want to be gorgeous at my
wedding. I want to get compliments and I want to get the
best pictures.”
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Clients do not want graphic design. All they want is to
make an impression on their clients and make more
money.

So, once you step out of your entrepreneur shoes and look at your
business through the eyes of your customers, you are going to get
a much better idea of what they need and how to talk to them.
You will no longer be providing a service; you will be solving
somebody else's problem.
You are no longer some pushy saleslady; you are a friend who is
trying to help.
In order to really appreciate your client’s point of view, you are
going to have to resist the temptation to approach your business
as something that YOU do and something YOU offer. Trust me,
that temptation can be incredibly powerful and incredibly subtle.
The business owners I work with have to really focus on changing
their language and putting their clients at the center of the
conversation.
The Torah’s principle for human interactions is, “As in water face
answers to face, so the heart of man to man.” (Proverbs/Mishle
27:19). People sense it when you are acting out of personal interest
and they also feel when you take genuine interest in them. You
cannot fake caring. The only way to communicate with clients
effectively and to feel confident about it is to focus on your clients
and care for them. And sometimes, that requires leaving our
comfort zone and become more forthright about what we do.
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This forthrightness will make you vulnerable. This is the deep
reason why many business owners do not want to “promote”
themselves. They are more scared of rejection than of offending
the clients. However, without some level of vulnerability, there
cannot be a relationship. And you cannot engage clients without
building relationships.
It is not a difficult concept to understand, but it is a new practice
that may take some time to implement. But it requires practice.
When you place your client and her needs at the center of your
business, everything else falls into place. Why? Because once you
know what problem your client needs to solve, it is appropriate
for you to talk about your business.
Many business owners have a block when talking about their
business. They feel pushy and sleazy. That is only because they
are approaching the conversation with themselves at the center.
But once the focus switches to the client, once you understand
that you are here to serve, you can feel great about promoting
your business, because you are doing your clients a favor. How
else will they know that you are the answer to their prayers?
Building your Niche
This section will require you to reevaluate the way you have built
your business until now. Remember how we talked about the
value of making mistakes in Chapter 2? Many new business
owners trick themselves into thinking that changing their mind is
the same as admitting failure; absolutely not.
Let’s imagine for a moment, that your dream is to open a health
food restaurant so that people always have easy access to
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nutritious meals. However, 6 months after opening your business,
you come across a different model that you had never considered
before: homemade frozen meals that clients order online and get
delivered once a week to their front doorsteps. That is the same
mission, but a completely different business model. Does that
mean that your brick-and-mortar restaurant was a failure? No,
not necessarily. But it does mean that the entrepreneur who is
open to new and better alternatives is able to steer her ship in a
better direction.
As you work through this section, keep an open mind. Consider
all the possibilities in front of you. Do not discount an idea
because you do not know how to do it. New information is
powerful, not threatening. Later, you will choose the best ideas
for implementation, but you may miss a great idea if you do not
let go of fears now.
No matter what business you are in, I am sure there are quite a
few people doing the same thing.
In the 21st Century business world, it can feel like nothing is
unique – like everything has been done before. It can feel like
even the smallest niche is already populated by several other
companies serving the same client group. Nonetheless, you have
to create a business that is unique in some way. That is the only
way to succeed.
Please understand that each one of us is assaulted with
advertising all the time. We consume several hours of advertising
each day and have learned to filter it out. Unless your message is

© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
73

razor-focused on exactly what your clients are thinking, wanting
and feeling, they will not give you the time of day.
Marketing guru Joe Polish gives a great analogy: think of a cat
and a mouse. All the cat wants is to eat the mouse. All the mouse
wants is to eat some cheese and get away from the cat. Our clients
are like mice. They are so sick and tired of advertising; they shut
off as soon as they see one coming and they are totally focused on
their cheese – their problems.
To penetrate the advertising noise, you cannot speak about
general services. You need to connect the dots for your clients in a
way that they have no doubt that you are talking to them about
what is on their mind.
Your job is to align your unique abilities with your clients’ specific
needs. When you combine your unique personal skills with your
unique life mission, you simultaneously create your own unique
market. And it is a market where no one else can compete,
because no one else has what you have – no one else is what you
are. That is why we have dedicated all of Chapter 1 to helping
you recognize exactly what you have to offer. Now we are
moving into the tactical strategies that can help you put that offer
out into the world.
Your first step in building your business is concentrating on one
niche – one specific set of people or a specific set of problems.
Imagine that the whole marketplace – if you have a physical
storefront that means your entire geographic community, and if
your business is primarily online every person surfing the web –
as one big pizza pie. Can you pile all the toppings on one slice?
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Mushrooms, corn, onions and olives are all great but each
requires a separate slice. In a similar vein, you cannot solve all the
problems for all the people at the same time. If you are talking to
everybody, you are not talking to anybody. Everything is just too
general, so nobody is listening.
Let’s imagine that you are a photographer. What would your
entire pie look like?

Well, it would include everyone who

wants/needs to have a picture taken. That is a huge pizza pie.
That is why I am going to make you concentrate and focus only
on one piece of that pie – one serving that can fit nicely on your
plate. Maybe you decide that you are going to focus on the
wedding segment of the pie and target your service to newlyweds
who live in your community; maybe you decide that you are
going to offer your service to companies who need to take
corporate headshots of their employees. See how much more
manageable that portion is?

It is more than enough for one

person, but the pie does not spill out all over the place.
If you are a therapist, maybe rather than taking on everyone who
needs someone to talk to, you will decide to focus only on
teenagers struggling with eating disorders. If you are a real estate
agent, maybe you will decide to focus only on young couples
looking to buy their first home.
Have you ever seen a Volkswagen Beetle? In the 50s and 60s, the
Volkswagen Beetle was one of the most popular cars in the United
States. Volkswagen sold close to 15 million cars, targeting a very
specific segment of the population. The Beetle came to be known
as the “anti-snob” car. At the time when American cars were
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huge, the Beetle was no-nonsense, good quality, inexpensive and
reliable car. People loved it. So Volkswagen decided, “Hey, if one
car sells so well, let's get some more models out there!” And that
is exactly what they did. They put out eight more models so that
they could enjoy eating not one slice, but the whole pie. In a short
time they had a luxury car, a Jeep, a 4x4, and a larger family car the whole pie...well, not quite.
So, what happened? When the sales numbers rolled in, the results
were clear. All eight new models put together did not sell as well
as the Beetle all on its own. Not even close. Thereafter, in order
to conquer the whole pie, Volkswagen had to produce, market,
advertise, sell and service not one – but nine models! By the end
of the 70s, Volkswagen was almost bankrupt.
Why? They had killed the one thing that had given them such
phenomenal success in the first place: they were no longer unique.
They traded in their one fantastic piece of pizza and decided to
devour the whole thing – they had bitten off too much.
Identifying and focusing on a niche permits you to address your
communication directly to the people that want to hear it and
allows you to deliver your solution directly to the people that
need it. When you target your business to a niche, you stand out
like a big fish in a small pond. You are unique. Otherwise you are
a tiny fish in a huge ocean of competition.
That brings us right to our next conversation: positioning. Take a
deep breath, this one is big.
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Positioning
Positioning refers to the space in people’s minds that your
business occupies. It is one of those thousand dollar MBA terms,
but it is also a concept you are already very familiar with. Why?
Because you live with it every day.
Imagine your refrigerator. Picture all the food items that fill your
shelves and drawers. Now, imagine the place where you keep the
eggs. Maybe your refrigerator came with a built-in shelf, or
maybe you have simply gotten into the habit of putting your eggs
in the same place every time. When that space is empty, you
know immediately to put eggs on the shopping list. Eggs occupy
a unique position in your mind, they have a specific place and
you know exactly what they are. That is a little different than
being just another veggie in the vegetable drawer. Does that make
sense?
I think you are ready for another example, so let’s step out of the
kitchen and into the business world.
When I say “luxury car,” what do you think of? Perhaps Rolls
Royce comes to mind.

When I say a “small car,” you think:

Volkswagen Beetle. But when I say “Ford,” what does Ford mean
to you? It does not mean anything in particular. It means a big,
small, luxury, cheap car. It does not stand for any one thing. So if
your business over-expands, what happens is that you lose your
unique position. And the best way to market you is to have a
position in the client’s mind that stands for one thing and one
thing only.
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Being able to narrow down your company into such a specific
identity is all about being able to first narrow down your focus. If
you discovered in Chapter 1 that you are one of the individuals
with many missions (remember – three missions was the
maximum), then the prospect of narrowing down your focus
probably feels like a daunting task. Your energy and creativity are
your most powerful tools, but they are also finite. Therefore, it is
up to you to get the most out of them by putting your attention in
the areas that best support your primary mission.
Narrowing down your focus means dedicating yourself to solving
a singular problem (though this problem may be made up of
many pieces). You will become an expert in that area and your
clients will be drawn to your expertise. You will also protect
yourself against overwhelm. In that sense, everybody wins.
I know you shudder at the prospect of narrowing down to one
thing. In fact, human beings are neurologically wired to keep our
options open. A research group at MIT in Boston did a study
with students where they presented them with a two options:


Option A: Work more efficiently, but sacrifice having
options.



Option B: Work less efficiently, but be able to keep all your
options open.

Which option do you think the majority of the students chose?
Keep in mind that these are highly gifted students at one of the
most prestigious colleges in the United States. Surely, they are
going to choose efficiency over having options, right?
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Wrong.

What

the

study

discovered

was

that

students

overwhelmingly selected option B, sacrificing efficiency if it
meant that they did not have to commit to only one choice. It is a
very common human tendency to want to keep all your options
open. However, it is still necessary that you pick a niche and it is
possible to do so in a way that does not cause you to panic and
still lets you do things more efficiently.
You can define your uniqueness and position yourself in a million
different ways. It can be related to your product, your location,
your customer service, or your prices.
Let’s do a quick little thought-exercise, just to make sure you are
still with me. Ok, here’s how to play: I´m going to describe a
possible positioning strategy and you are going to think of a
company that uses that strategy to stand out in the market today.
Ready? I will do the first one for you.


Luxury car. Rolls Royce.



Low-priced clothing.



Hotel with excellent service.



Cheap supermarket.



Luxury makeup.

Does that help illustrate the power of positioning? All of the
companies that came to mind in that brief exercise are companies
that have successfully positioned their brand in your brain.
(Sounds intrusive, but it is true). They have made it easy for you
to file them away in your memory and quickly recall how they
can help you.
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That is what we have got to achieve with your business. We have
got to get very, very, very clear on what file you would like to
occupy and how you are going to communicate that to your
customers.
Focusing on a single solution does not mean offering only one
product. You can (and should) have multiple products that help
solve the same problem. Then when the time comes to expand,
you can do it in one of two ways:
1. Offer more related products to the same focused group of
clients.
2. Offer the same product to additional client niches
(remember the pizza analogy? You will develop additional
slices).
For example, let’s say you are a therapist working with teens with
eating disorders. In addition to your therapy, you can partner
with a therapeutic farm and refer your clients to animal therapy
as an additional offering. You can give workshops to parents and
prevention courses in schools. You can write a book and so on;
many products for one targeted niche.
On the other hand, you can focus on one set of products and offer
it to different types of clients. For example, if you offer premiumquality web design, you can build a niche for banks, medical
institutions, and big non-profit organizations. However, your
strategy will be much more effective if you talk to each one of the
niches separately (separate websites, brochures, marketing, etc.).
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Different topping on each pizza slice – as we said. We will cover
this concept in greater depth later on.

Point of View
In order to position yourself in the marketplace and build a
perfect niche, you need to figure out what gaps exist that you can
fill. Observing everything that surrounds your business – your
industry, your clients, thinking trends – is going to provide you
with a wealth of information. I call this taking “The Business
Owner’s Point of View.”
Seeing your surroundings from the vantage point of an
entrepreneur is about taking in the lay of the land, identifying
where there is a flurry of activity and where there is none. This
information will allow you to identify threats and opportunities,
as well as the opportunity to stand out from the pack by doing
things differently.
This is part of your work as an entrepreneur ($10,000 an hour,
remember?). As an observer, there are four primary things I want
you to have your eye out for. They are:


Where is there lack of activity?

What are people not

noticing?


Where is there wrong thinking or misinformation?



What is your own opinion of the industry that you are
working in?



What should be done differently?

When you take stock of the environment that surrounds you, you
are able to see things much more objectively. You may have
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suggestions, judgments, even questions that you did not know
were hiding out in the corners of your mind. Take stock of your
environment and begin the practice of viewing things from the
eyes of an entrepreneur.
Sometimes, your ideas will run contrary to what everyone else is
thinking in your industry or to what everyone else is doing. This
could be your opportunity.
For example, when I managed a translation agency, all translators
were taught to concentrate on the text and to make sure that the
translation matched the original. In my thinking, that was
completely wrong. I thought that we needed to focus on how the
client wanted to use the text and make adjustments accordingly. If
the client wanted to use a document written for one country in a
different country, the translator had to take into account the
cultural difference.
See how that would impact the way we translated and the kinds
of clients we could then attract? Some translators (and clients)
loved my approach and others hated it. That’s Ok. The ones that
loved it became loyal clients.
Use Worksheet 2.1 to guide you through the process and to help
you notice what is hiding in plain view. With its help, you will
separate from the pack.

Market Research
Now that you have written your own point of view, you need to
get into your clients’ shoes. Let’s do a bit of research. Market
research is one of the steps that my customers rarely get excited
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about doing, but I promise it is really not as unpleasant as it
sounds. In fact, my goal is to make it as enjoyable – and as fruitful
– as possible.
Market research is your investigation into the minds of your ideal
customers. It will show you how the business already serves them
and what else can be done. It is also one of the most important
activities you can do prior to launching your business. I know it
does not sound that fun, but I promise that when it is done right,
you will uncover gems of information that form the cornerstone
of your business.
Market research is an immensely powerful tool because in today’s
world, you have access to immense amounts of information –
much of it for free. You can analyze how much demand exists for
your product, how many people are likely to buy from you, and
what your competitors are up to. You can find out how many
other businesses are in your industry, where they are located,
what they are doing, what their prices are, and who is buying
from them. When it comes to insights about what your
competitors are up to, you may not be able to find out everything
you want to know – that is natural. But what about the
information you are able to find?
Market research can provide you with two primary kinds of
information. It can provide you with the numbers: the number of
related businesses that exist in your community, the number of
people that have an interest in your product, the amount of
money you will likely have to invest to get things up and running.
This is kind of information is known as quantitative data, and is
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typically hard to find and easy to work with. You can stick it in a
list, plot it on a chart, analyze it, and compare it.
But market research can also supply you with what is known as
qualitative data. Qualitative data might tell you about what your
potential clients like, who they are, what they need, and what
they do not need. Whereas quantitative data is all about the
numbers, qualitative data will tell you a rich story about your
clients and the environment that you are about to step into. This is
also known as social and opinion research and usually comes
from having excellent conversations. These conversations will
paint a more detailed picture of what is really going on – or not
going on – in the market place. They will provide the human
element rather than simply spouting statistics for you to analyze.
But how do you get your hands on this information? Well, you
have two options. You could pay a pretty penny for an agency to
do the research for you, or you could simply gather up the
courage and pick up the phone. In the coming pages, I will show
you several ways to do your market research and gather the
information you need.
Sounding Board
A sounding board is an excellent way to learn more about the
people you are planning to serve and to gather helpful ideas
(almost) for free. Together they will help you brainstorm the best
ideas. For a sounding board to work, you need to identify several
people (5-10) who know your niche or industry. These could be
clients, connections, friends, family members, even relative
strangers. For example, at one point I was thinking of setting up a
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company servicing non-profit organizations. My first order of
business was to gather a group of non-profit managers and get
their input.
The first thing you will need to determine is who you will be
inviting to participate. Participants could be anyone from past
clients to someone who has never before set foot in your business.
The important thing is that each participant should be able to
answer honestly to all of the questions you ask, and provide rich
responses rather than a simple “yes” or “no.”
If you have a pool of past clients that you could invite to
participate, do it! Past clients have a wealth of information and
their feedback is as good as gold. You will want to include some
of your favorite clients - the ones that have purchased repeatedly
from your business, as well as past clients who made only one
purchase. Both of these groups will provide you with new and
valuable insights into how they experienced your business and
how you can work to make it even better.
If you are not sure who to invite and in the case that you do not
have any past clients that you can invite, fear not! This is a golden
opportunity to start expanding your network. Tap into your
networks from LinkedIn, social media sites, or online forums to
identify five people who are potential client candidates.
If you still cannot think of five people to reach out to – then it is
time to ask for help. Reach out to friends and family and ask
them to suggest one or two names of people who could have a
need for your business. They may be able to make an email
introduction, give you a phone number, or perhaps an email
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address. You can then reach out to them and let them know that
you are not trying to sell anything, but instead, you are looking to
develop a better understanding of your clients’ needs. Make it
clear that you want to help them solve problems and get lasting
results. You may have to reassure them that the meeting is about
sharing insights, not trapping them into a sales pitch. Offer to
treat the group to lunch or coffee and pastries. Food puts people
at ease and makes for a fun experience.
The best way to get the group together is to create an official
invite, letting them know why you are inviting them to
participate and what they can expect from the experience. Let
them know that you are looking to create the best possible
business or service and that their feedback is incredibly valuable
to you. Worksheet 2.2 has a template for an email message you
can send.
Be sure to record the meeting so that you can go back and listen to
it again. You want to be free to really listen when people are
talking, instead of taking notes. Be sure to get everyone’s
permission before recording though.
What to ask
The flow of conversation will depend on where you are in your
business and whom you decided to invite.
You may want to present your ideas and ask for their honest
feedback. Another way is to present the gap in the industry as
you see it and ask what they would do to solve it. Perhaps they do
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not see the problem the way you see it. So what problems do they
see?
If you are farther along, and your group includes clients, you can
use this opportunity to figure out what makes you stand out in
the minds of your clients. Ask what problem you are solving for
them. The best way to clarify how your business benefits others is
to simply ask the people that know you firsthand. What problems
did they have that prompted them to reach out to you? Ask them
how your product or service helped alleviate a pain in their lives.
You may be intimidated to ask these questions, but I have seen
time and time again that clients truly enjoy the conversation.
They appreciate being heard and they appreciate that you value
their opinion.
Worksheet 2.3 will help you identify people for your sounding
board. It also presents the questions you should ask them.
In the course of such a conversation, you may encounter negative
feedback. Don’t get discouraged. Embrace it! This brainstorming
exercise is not just an opportunity for you to hear how gorgeous,
intelligent, sophisticated, and lovely you are. It is meant to show
you how to do things better. Negative feedback or constructive
criticism is not evidence that you are a failure. It is evidence that
you have an opportunity to improve. You don’t have to agree
with their critique, but instead of arguing, thank them for giving
their opinion and promise to consider it. If you get into an
argument, people will shut down and will not be honest with
you. And that is exactly the opposite of what you want to achieve.
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Constructive criticism allows us to do better and to be better –
even though it may not make us feel all warm and fuzzy inside.
Thank them for their feedback, let them know that they were
heard, and make a plan for incorporating their opinions so that
you can build a better business.
Before we move onto another topic, I also want to let you know
that being open to your clients’ feedback is always a good idea,
not just in an organized sounding board. I encourage you to be
very open with your clients and to work on creating fluid
dialogue and a safe environment that welcomes their input.
Ok, yes – you still have to position yourself as the expert in your
field, but not as the evil dictator. And trust me, there is a big
difference. Let me give you an example. In my workshops and
webinars, I often begin by introducing myself and sharing a little
bit of my background. But then I say something that goes like this:


“As we go along, if you have any questions, requests, or
suggestions of how to make this program better or more
applicable to your business – by all means, send me your
ideas and I would be happy to implement them to make
this material more helpful.”

It is simple, powerful, and oftentimes overlooked. Many new
business owners wring their hands over the topic of market
research, when the truth is most of them are simply failing to take
advantage of the best available source of guidance: the people
right outside the front door.
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Client Surveys
In addition to sounding boards, you can conduct client
interviews. Your best clients will tell you what they love about
you and what you should be doing more of. Your worst clients
will show you areas for improvement. Or you can use their input
to prune your client list. If you find several common
characteristics, do not take such people on as clients in the future.
Though it may sound scary at first, seeking clients’ opinions and
input will make them feel valued and validated. Tell them that
you want to make the best product or service possible in order to
serve them better and that you want to understand what works
and what doesn’t. Invite them to be honest and open with you
and they will give you an insider’s opinion on how effectively
your business really is. Do not be afraid. When this tactic is done
right, it can turn customers from passive buyers into an unpaid
sales force of referrers.
Pick five of your best (or worst clients) and email them with a
request to set up a 10 minute phone conversation at a time that is
convenient for them. You want them to give you full, thought-out
answers, not talk to you while rushing out the door.
At the appointed time, call each client. It is a good idea to record
conversations (based on your location you may or may not need
to notify and get the clients permission to record). The idea is to
incorporate the words used by your clients. If they tell you that
they enjoy your systematic approach – use those words in your
marketing. If they tell you they love your openness and empathy,
those words belong to your web site.
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Your opening line can sound something like this: “You are one of
my best clients/you have told me you love the service and I really
enjoy working with you. I would like to make this service as
valuable as possible for you and also to attract other people like
you to it. To do that, I need to really understand what makes this
service appealing/useful and also how we can make it even
better.”
Ask the four sets of questions laid out in the Worksheet 2.4. The
first set will help you understand the problems that existing
clients came to solve. You probably already have an idea, but you
WILL be surprised by the answers (I promise).
Do not be afraid to ask questions for which the answers seem selfevident. Different people will have different outlooks and all of
their opinions are important to you. Do not let people get away
with broad answers (high-quality/pretty/fast/fun). Encourage
them to be as specific as possible: ask them why they find it fun.
What does quality “look like?”

How fast is “fast?” Ask for

specific examples. The more specific their answers, the easier it
will be to implement their feedback in your business.
The second set of questions will help you understand how your
service fills these needs. The answers you will hear are the best
features and benefits of your service and you will likely use them
in your future advertising and promotions.
The third set of questions will help you understand what changes
to make to the service so that it becomes even more valuable and
appealing. Look at this as an opportunity, not as criticism. If there
is a problem, would you rather fix it or have people wander away
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because they are too scared to share their thoughts? You do not
have to accept all their suggestions for improvement, but at least
keep them in mind. These questions may also help you uncover
an unaddressed area of need that will lead to a breakthrough for
your company.
Another important question is “Why is this important to you?” It
may sound silly. Of course it is important to solve a problem, get
good quality, and so on. But the why will be different for each
type of client. And it is the why that gives you a lot of insight.
The fourth set will serve you in your future search for best venues
to reach your clients.
Non-client Survey
Now that you have gained some valuable insights from people
who are already your clients, it is time to find some other people
who are not yet in your network and learn from them as well.
This meeting is not going to be a sales pitch; instead it is going to
be about facilitating an authentic conversation. Let me tell you
why this is so useful. At one point while managing my translation
business, I decided to target a certain industry and I thought that
the people I needed to target would be administrative managers.
They would be the people responsible for the purchase I was
trying to pitch. At that time, I was a member of certain lists that
included many people from organizations like the ones I was
interested in. So I offered free lunch to anybody who would be
willing to take a 15, 20 minute conversation and answer some
quick questions. I made it very clear that there would be no sales
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pitch involved and that I just wanted to do my research and get
the information I needed.
I got about 10 or 15 responses and what I found out was that my
prospective clients were not administrators but marketing
managers – I found out I was targeting the wrong group. It was
not that I had completely misfired, but they did provide me with
important information that I would not have uncovered
otherwise.
Worksheet 2.5 includes a template for an email that can be sent to
a group or forum to recruit potential participants in such a
survey.
Conversations with non-clients will help you hone your strategy
and find out who you really should be looking to connect with.
Demographics, job positions, organizations - the more you know
about these people, the easier it will be for you to find and
connect with them. Also, it is easier for you to figure out who
already has their attention. For example, one of my clients teaches
aerobics in her community and we tried to figure out who already
had the attention of her prospective clients. Once we are able to
paint the picture of her ideal clients, we figured out that these are
women who were affluent, cared about their appearances, and
cared about their health.
These insights made our job much, much easier. We could easily
identify other businesses that were already capturing our target
audience and we decided to set up joint ventures with the local
spa and health food store. This simple tactic enabled her to
expand her business without investing money in expensive
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advertising; instead she could offer discounts, trial classes, or
other benefits to the customers of these related businesses that
already attracted her clients.
So think about this once again, who is your ideal client? Where
are they hanging out? Who is already talking to these people? I
promise this exercise will do wonders for your marketing.
The interview itself is similar to the client survey in the previous
section, except that these people are not your clients. Use
LinkedIn, friends’ connections, or online forums, and email
groups to find people who could be your prospective clients and
request to have a 10 minute Skype or phone conversation with
them to get their insight.
Reassure them that there will be absolutely no sales pitch. One
strategy I found useful is to offer people a small incentive (gift
card, takeout lunch, etc.) in exchange for their time.
Worksheet 2.6 lists the questions you need to ask to get a better
understanding of what people are looking for.
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Chapter 5
Your Clients
When I ask most business owners to identify their ideal client or
ideal client group, they don’t have a clue. They are all too happy
to sell to anyone and everyone. The problem is that if you don’t
know who is most likely to buy your products, you don’t know
where to look for them.
To succeed, you need to target your efforts to specific population
segments (we have discussed this in previous chapters). There is a
strategy you can use to arrive at the perfect target audience for
your business – and it has little to do with you, and everything to
do with them.

Your Clients' Problem
Remember what I said before about always working your
business from the perspective of your client? Once again, you
have to avoid the trap that so many business owners fall into –
talking about themselves and their products, rather than talking
about the client and her needs. The conversation has to begin with
the problem, because only when you have identified the problem
is it appropriate to propose a solution – your solution. Everything
has to be done from the client’s perspective.
In business, success comes from solving people’s problems. I have
seen this piece of wisdom play out over and over in the lives of
the entrepreneurs that I work with. Commenting on the sale of
Yosef, Ohr Hachaym teaches that a merchant is not a man of
means, but the person with the knowledge and discernment to
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lead those with money to buy as directed. If you can show them
that you understand what they need and that you have the
answer, they will follow you.
And the good news is that people are constantly on the lookout to
overcome their obstacles. They wake up in the morning thinking
about issues they need to resolve and problems they need to
solve. In her excellent book, Fierce Conversations, Susan Scott
writes that we all hold conversations with ourselves, but that
sometimes those conversations include other people. To attract
clients, you need to be in a place where they will invite you to join
in on their private conversation – where they feel comfortable to
share their issues and problems with you.
These conversations can cover a whole variety of topics: Physical
or emotional discomfort, money worries, painful relationships, or
unfulfilled dreams and aspirations. All of these can be problems
that bring clients to your doorstep. Understanding what drives
your clients to contact you and helping them feel understood can
then

inform

both

your

service

choices

and

advertising

approaches. But like I said, it all begins with understanding your
clients.
Relating to them on an authentic and personal level will allow
them the confidence to reveal what they truly need. Then, once
that need is identified, you have the opportunity to offer a
solution.
Now that you know exactly what problem your business is
solving, your task becomes finding the people that most need
your help – which brings us to your client profile.
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The client profile is a powerful tool because it allows you to
recognize people with that specific problem, as potential people
you can help and potential clients for your business. And more
importantly, when you talk to a specific group of people they
realize that you are addressing them, that you understand them
and they self-select for your service.
Complete Worksheet 2.7: Your Client and the Problem.

Client Profile
Now that you know exactly what problem your business is
solving, your task becomes finding the people that most need
your help – which brings us to your client profile.
Most business owners define their clients as anyone who needs
their service. The problem is that clients do not identify
themselves that way. For example, a woman would never identify
herself as “a mom who needs spinach.” No, that would sound
ridiculous. But she might identify herself as a mom who cares
about her family’s nutrition and needs quick meal options to keep
up with the daily schedule. Can you see the difference?
The product is always secondary to the problem. Clients use
descriptions such as these to self-select, or choose the products
and services that are in alignment with their identity. A man
describes himself as an academic, which is why he invests in
education. A woman describes herself as health-conscious, which
is why she buys exercise clothes. These client descriptions – or
better yet, client profiles are the keys to understanding who you
are targeting. Once you can analyze your existing clients and
figure out who is going to use the solution you provide, it
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becomes much easier to seek them out and talk to them
exclusively.
Remember those Waldo books? The only way to find Waldo is to
look for the red-and-white striped shirt. The way to look for your
ideal customers is to figure out what their needs are and what
makes them different from everyone else. Gaining an in-depth
understanding of your client not only makes it easier to serve
them, it also makes it easier to market to them – but we will get to
that a little later on.
So, let’s get clear on why your clients come to you and begin to
paint a picture of what your ideal client profile looks like. This
profile is going to be crucial in every part of your business from
here on out.
Why They Come
In the previous chapter, you approached clients, contacts, and
friends for their input about your service. Now you can use the
gathered information to create a profile of a possible client that is
most likely to be attracted to your offering.
Think about what types of people will be most likely to have the
same problem or want the same results as the existing clients you
interviewed. Can they be grouped by age, gender, demographics,
income, geography, occupation, etc.? Try to paint a very
comprehensive picture of your ideal client and include as much
information as possible. Is it a man or a woman? It could be both.
Maybe it is a child. How old are they? What is their demographic?
What is their socioeconomic condition? What is their location?
What is their educational level? What is keeping them up at
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night? What are they Googling? What issues do they have? Really
figure out who they are. You can even use your knowledge of
some of your existing clients to create this composite profile.
When you are ready, go and the complete Worksheet 2.8 to help
pull together your ideal client description.
We are looking for a profile of ONE person. Give her a name. Say
“hello.” She will be your constant friend and companion in your
business-building adventures.
Once you have a profile of one person – it is easier to direct all of
your efforts specifically to that one group of similar people. For
example, which do you think would be a more effective way to
deliver a message to your ideal client?


Grabbing a megaphone and shouting, “Ladies and
gentlemen...!”



Walking up to someone in a coffee shop and speaking
directly to her.

The truth is, your clients do not listen/read in groups, even
though you may be writing/ talking to them this way. Now that
you have a detailed client profile, you need to create the sensation
of a one-on-one relationship, even when you are writing for a
10,000 people mailing list. Using your ideal client composite
profile from the previous worksheet, you will be able to direct all
your marketing and messaging to this one imaginary person,
rather than feeling as though you are shouting out into the open
space without a clue as to who is listening. Direct your work
towards this one imaginary person and everything will suddenly
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start to flow easier. Then with time, the clients that meet this
description will flow into your business!
I do have to warn you about another common misstep that
businesses make, which is trying to serve different client groups
at the same time. It is possible to serve clients with different
needs, but you need to communicate with each niche separately.
Imagine trying to bring people from New York, Chicago, and Los
Angeles to Florida by building one road. Would anyone want to
travel it? Of course not: your approach would not make any
sense! You would need a separate road from each city.
This is also true of your clients. You cannot attract people with
different needs to the same product using the same marketing
messages and techniques. You need to pave separate paths for
each client group, speaking to each in sales language that only
they relate to.

Your Clients’ Most Desired Result (MDR)
Remember how I said that people are always on the lookout for
solutions to their problems? Have you noticed that in your own
life? I am sure you have from one time or another.
Let’s imagine a simple example to illustrate my point.

Let’s

imagine that Miriam´s lease is up on your current apartment and
that she needs to find a new place to live. Where do you think that
this problem is going to rank on her priority list? I am guessing
that because of the urgency of moving out of her apartment and
the pain and uncertainty related to not knowing where she is
moving to next, it is probably going to rank near the top. In fact, I
would be willing to bet that it probably ranks as number one.
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Throughout her day, she is likely to skim through newspaper
classifieds, do some Google searches, and – more than anything
else – keep her eyes and ears open for anyone that might offer a
lead on an available rental.
That attentiveness and ever present desire to solve a single
problem above all others, is what I like to all the Most Desired
Result (MDR); and it is a massively powerful yearning.
Miriam probably has lots of tasks she has to accomplish
throughout the day. She might need to go to the grocery store,
pay a credit card bill, go to work, workout at the gym, etc. But
this one need – her desire to find a new apartment – is always
going to be on the top of her mind.
And there are lots of reasons that certain needs occupy that first
place on our priority lists. They may be time-sensitive (like having
a lease run out), they may offer us great pleasure (like the
possibility of owning something beautiful), or we might need to
avoid a certain pain (like being homeless). Any one of these three
elements is enough to cause a desire to become a MDR.
So how exactly is this concept relevant to your business?
Identify someone’s MDR and you will be able to profoundly
connect with him or her. Fulfill that person’s MDR and you will
have earned a loyal customer for your business.
The more urgent the problem you are solving, the easier it will be
for you to market and sell. Fabienne Fredrickson calls it the “do
anything, pay anything problem.” What do you do if your service
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is a luxury? Reframe it to fit the do anything, pay anything model.
See the following two examples.
Let’s say you offer tourist attractions in your town. A foreign
visitor who just invested several thousand dollars into the trip
will do and pay (almost) anything to ensure that the experience is
amazing. Or for a different example, a client of mine offers
massages, which in her cash-strapped community are not even on
people’s radar. I suggested that she can teach young mothers how
to use massage to calm down newborn babies. (After a couple of
weeks of sleepless nights with a colicky baby, this will definitely
be a top priority). She could also offer massages to hyperactive
kids as a way of calming them down. And even targeting
husbands to buy massages as stress relief for their overtired wives
could be a good option.
When a client shows an interest in your business – by walking
through your front door or by sitting down for a consultation – it
is a chance for them to evaluate whether or not you might be a
solution to their unique problem, whether or not you might be
able to provide their MDR. And once they have signed on and
given you a chance to deliver – you are going to need to do just
that. A client wants to know that you understand her MDR and
are going to be able to deliver it in just the way you promised.
So how will you know when you have delivered the MDR?
Listen. What you hear from your client’s lips should tell you
everything you need to know. Here are some examples of what
clients say when a business successfully nails the MDR:
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“I was so happy with my photographs and the owner was
so kind. She asked me questions on what I felt were my
best features and made sure to showcase them. Also, she
had the photos back to me earlier than I expected and in
the end, the price was great.”



“When I first went to my new financial advisor, I was not
at all excited by the prospect, because I knew we had some
big debt to tackle. Six months in, she had not only helped
me cancel all my debts, but she gave me lots of tips to help
me start saving and begin making some excellent
investments.”

It is also important to realize that MDRs are not just technical;
they can also be highly emotional.


What do you want to experience?



Do you want to feel peace of mind in this decision?



Do you want to have the trust in your ability to solve this
problem?



Do you want to be inspired?

It is like Mark Twain said: “People buy for two reasons. The real
reason and the reason they tell their wife.” So the reason they tell
their wife is the technical solution. And the real reason is probably
to satisfy (or avoid) some kind of an emotion.
Better understanding your clients and their MDRs will allow you
to seek out more people that are similar to them. Conducting a
client interview is the early step in putting together a magnificent
marketing strategy. By asking the questions that I outlined in this
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chapter, you will be able to tune into your clients’ needs from
both a technical and emotional standpoint.
Use Worksheet 2.9: The Most Desired Result to brainstorm what
your clients may be searching for when they come to your
business. Once you have done that, you can strategically target
your communication messages, sales tactics, marketing strategies,
and business plan.
Now that you have a very clear idea of who your clients are and
why they might approach your business, surely a few names have
popped into your mind. Before they are forgotten, head over to
Worksheet 2.10: Immediate Potential Client List and complete the
activity. The enclosed disk includes a spreadsheet template for a
client management system.
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Chapter 6
Your Solution
Once you have discovered your clients’ MDR, your job becomes
helping your client satisfy it. And chances are you are going to
need more than one project to do the job right.
Strategically planning what products/services to offer and at what
price level to offer them is one of the ways you can ensure your
business captures clients and keeps them coming back for more.

Tiered Products – The Pyramid
Tiered products are products offered at a variety of different price
(and commitment) levels. Think of it as a product pyramid, a
progressive price structure that allows clients to buy a low cost
product before they move on (and up) to your more expensive
offerings.
It is also important to consider how your clients will move from
one product to the next. As your clients become familiar with
your business and your trustworthiness, it only makes sense for
them to inch their way up the ladder, and at every step buy into a
bigger and bigger product.
So how does this concept really play out in the real world? Let
me give you an example. Let’s say my business is helping women
implement a yoga or meditation practice. So, to give people the
first taste of my business, I may offer a tiered product pyramid
such as this:
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Level 4: $$$
Individual Yoga Training

Level 3: $$
3-month
online course
Level 2: $
Monthly low cost yoga sessions in
my local area
Level 1: Free
Free/ low cost eBook entitled
Beginning Yoga for Busy Moms

As this graphic demonstrates, as people move up and up your
tiered product pyramid, fewer and fewer people will make it to
the top level. That is perfectly fine. You are building an honest
and authentic business, right? Well, the honest truth is that not
everyone is in need of every product you offer. In this instance, not
all your clients are going to want or need individual yoga training
and because that is your highest priced product, not all of your
clients are going to be able to afford it.
That is OK too. The general rule is that as clients work their way
up the ladder, they move closer and closer to you. Top tier
products are the products that involve more and more of your
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personalized attention, more and more of your hand-holding. So,
if you had 5,000 clients knocking on your door for individual
yoga training – are you prepared to satisfy them? Hardly!
That is why those products demand a higher price. Their supply
is simply more limited because your time and energy is limited.
On the other hand, eBook downloads are unlimited and monthly
events can accommodate many people all at once.
Two at the Top
So what does happen when a client reaches the top tiers? That
depends. It depends on what choices you give them. In the yoga
example I gave before, there is only one product available at the
high price levels in the pyramid: individual yoga training.
Therefore, your client has only one choice: she is in or she is out.
She buys it, or she drops off your map entirely.
Many small businesses make the mistake of offering only one
product at their highest price levels. Therefore, if a client is not
interested in purchasing that specific product, they are left out in
the cold. Your goal is to create and maintain a constant stream of
clients, loyal customers that move up and up your product tiers.
When they reach the top, you want them to stay there - not fall off
into oblivion. So what can you do to retain that high climbing
client? Give them options.
Offer more than one product/service at the top tiers and allow
your clients to choose between A, B, and C – rather than forcing
them to choose between a cold hard yes or no.
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A great way to do this is by putting together product collections
or service packages. You have probably come across this concept
all the time online or have seen it in stores that sell electronics.
They create one product – Internet service, for example – then
they add and subtract features to create different package
services: that way people who want all the premium features can
buy at the high end, while people on tight budgets buy at the low
end. But everybody buys because everybody has options.
Here’s an example of what I’m talking about:
Service

Silver Level

Gold Level

Diamond
Level

Installation

Yes

Yes

Yes

Broadband

Yes

Yes

Yes

Modem

Not included

Yes

Yes

Rock Solid

Not

Not Included

Yes

Not Included

Yes

Internet

Security
24 Hr. Service

Included
Not included

In order to be able to give them options, you are going to have to
develop multiple products and services that you can offer.
Complete Worksheet 2.11 and look at my master list of possible
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product types. Use that list as a jumping off point to brainstorm a
few ideas of your own. Then, complete Worksheet 2.12 and come
up with 30 “crazy ideas” of possible products you can offer, and
choose 5-7 of the best ones and create your own tiered sequence.
Narrow it down to a handful of products that you feel would
most suit your business in Worksheet 2.13.
Finally, use Worksheet 2.14 to come up with your own product
pyramid.
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Chapter 7
Competition

One of the things that business owners fear the most about
launching their new business is facing competition. They imagine
the market place as a dog-eat-dog world where neighbors are
threats and anyone who gets too close is likely trying to steal
away a piece of your hard earned success. They imagine a race
between a handfuls of companies all sprinting to earn the
business of the same client group.
I am going to inspire you to throw out that negative perspective
and replace it with one that is much more realistic and healthy for
you and your new business.

Identify and Collaborate with Competitors
Imagining your competition as an ever-present threat looming
over you is an exhausting exercise. It wears down your energy,
your optimism, and your desire to send your business out into the
world. I understand that. Nobody I know would want to wake
up only to be surrounded by sharks and piranhas that are waiting
to tear you apart. A shark pool is not a fun place to live. It is
scary and draining. Every day, I meet clients who stymie their
own growth for fear of facing competitors. They are so afraid of
being shot down that they do not venture to ever step out of the
nest.
Obviously, you need to be aware of market conditions. Yet
playing an unending game of “catch me if you can” sabotages
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your ability to see new possibilities, explore options outside the
box, and build the business that best reflects what you are
uniquely positioned to offer.
Competition leads to defensiveness. People in this thinking mode
hold their card close to the chest out of fear that someone will
steal their idea. It is a sign of weakness, not strength. When
Moshe sent the spies to check out the Land of Israel
(Numbers/Bamidbar 13:19), he instructed them to check whether
the Canaanites dwelled in walled-in cities or not. Rashi comments
that the need to build protective walls around oneself is a sign of
weakness. On the other hand, strong people do not feel the need
to hide behind fortifications.
I am sure you do not want to manage your business from a place
of weakness. This does not mean that you need to be reckless and
give away everything you know. As with everything else in this
book, an approach of balanced moderation is the best course to
follow.
Instead of fighting competitors, you can reframe and join them.
We are used to thinking of competition as a game of chess, or as
someone who is trying to steamroller us on her way to the finish
line. That is a fairly hostile way to frame the other businesses
around us, and it is likely to force us into acting defensively. Can
I propose a better way to perceive your competition? Once you
let go of thinking that your competition is threatening your
success, you will realize that you actually have a lot in common.
Take a look at this Venn diagram.
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You

Them

Each of the circles in the above diagram represents a business,
and both are found in the same marketplace (square). Though
two companies certainly have some overlap, they also each have a
unique

offering

whether

in

terms

of

products,

service,

relationships, or perceptions. The dark part of the circle is where
you compete against others. Your business growth will come from
concentrating on the segment that is unaffected by competition
(the white section in the diagram). The business is a reflection of
the people who run it, so taking a close look at the unique
qualities of your team is a good place to start identifying what
sets you apart.
Once you are confident in the unique space that your business
occupies in the marketplace, it is time to join the competitors by
working in mutually beneficial partnerships. For example, my
good friend Estie does (almost) the same thing as I do and works
at the opposite sides of a hallway at the same business hub. Both
of us help companies attract clients. But while I also coach
business owners through personal issues masquerading as
business problems, Estie would not touch that with a 10-foot pole.
On the other hand, she is a pro at setting up administrative
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systems and is the crowned queen of Excel. (Just last week she
saved a client of mine from a software installation disaster). Both
of these areas are simply not my cup of tea. Given our similarities,
Estie and I could be competing against one another, but instead,
we decided early on that we would rather cooperate and by doing
so allow each one of our businesses to grow stronger. Since then,
we have been referring clients down the hallway.
Remember the sages' advice to celebrate your portion as a way to
become rich (we discussed this in the context of your toolbox)? It
is helpful to remember that each one of us only has a "portion,"
not the whole. We are all born with a piece of the puzzle, while
our family, friends, and even competitors hold the other pieces.
You cannot do it all yourself. Realizing that you are finite and
leveraging collaborative relationships is one of the best kept
secrets of successful entrepreneurs.
Now, I know what you are thinking. "If I cooperate with my
competitors, they can take advantage of me. What if somebody
walks off with my client, what if they copy one of my great
ideas?"
The solution to that is evaluating business opportunities in terms
of what Dr. Saras Sarasvathy calls “affordable loss.” Dr.
Sarasvathy teaches never to bet more than what you can afford to
lose. That way, even if a relationship sours and even if they steal
away a client or two, your business will be able to withstand the
blow.
Secondly, you should only cooperate when you believe that the
gain outweighs the risks. Operating in an environment of
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cooperation will empower you with positive energy and a sense
of wellbeing. Too many business people get burnt out by the
constant rat race. Maintaining your emotional equilibrium for the
long haul is critical to your success and when you make a friend
out of your competitors, you can share the ups and downs of
business building together.
Beyond that, an outlook of cooperation will present you with
many more opportunities than competitors ever could. And even
if you encounter a lemon once in a while, the other successful
relationships will make up for it abundantly.

Conquer Competition through Cooperation
Now that we can all agree that living in a shark pool is no way to
run your business, it is up to you to change the way you view
competition and start taking some actions to cooperate rather than
compete. Here are some of my tips for building powerful bonds
with other businesses in your industry.
First, you need to build up your confidence. Fear of competition is
a clear signal that you are not sufficiently sure of your own place.
Security in your right and ability to bring something worthwhile
to the table is a great antidote to being overly concerned about
competition. You already know that there is only one you with a
unique blend of innate abilities, outlooks, skills, and experiences.
And you already worked hard to create a highly focused business
that specializes in a specific narrow niche where you are really the
expert.
Now, you need to identify your competitors. Make a list of your
top competitors. What are the particular advantages that each
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company has? Where do they excel? Why would the clients turn
to them instead of coming to you?
Next, explore the opportunity and identify your boundaries.
Consider whether any of your competitors complement you.
What resources do they have that you could take advantage of if
you were to cooperate? What do you have to offer them? How can
you work together?
At the same time, think about which parts of your business must
remain outside the cooperation scheme. Which parts of your
business are too vulnerable to be shared (too valuable to risk)? If a
relationship were to break down, what would be the critical parts
to protect? What are you willing to share and what stays behind
locked doors?
If you have employees, make sure they understand what you are
doing. Cooperative thinking may not come naturally to some of
your team members. You would not want them to doubt your
decision or to make assumptions about your motives. They may
view cooperation as a sign of weakness or an affront to their
"team spirit." On the other hand, team members can help you
identify many of the issues at play. Explain your rationale and the
pros and cons of both the competitive and cooperating
approaches. Get them on board and welcome any opinions or
insights that they can offer.
Finally, bring this information together in a visual Venn diagram.
Include all the areas of competition in the overlap area and list the
competitive advantages of each company, including your own.
Worksheet 2.15 will help you do that.
© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
114

Now that you are ready, get to know your competitors personally.
People prefer doing business with people they like. Having a
good relationship makes it easier to work together. So, before you
build a venture together, get to know each other – as people, not
just as business owners. Set up a meeting with each one of your
competitors, preferably in a neutral setting. Having food around
is a great way to break the ice. Tell them that since you are in the
same space anyway, you may as well get to know each other.
Chances are they are concerned enough about you to agree to the
meeting. Repeat until you build solid rapport.
It is important that you present your idea rather than pitching it
to your competitors. Tell them that since you are in the same
space you both may benefit from working together on some areas.
Co-create Joint Ventures
Once you build up the chemistry between you, it is appropriate to
explore possible ways to benefit each other. All conversations of
this nature should be approached through the standpoint of your
partner’s interests (rather than your own) and a good place to
start is by offering to help your competitors. Ask where you can
be of service. What are their needs? What would they stand to
gain by working with you? People are more cooperative when
they see their own gain and when they view you as a friend rather
than as a foe. After a while, switch roles and share the issues you
are looking to solve. The conversation should help you develop
ideas for mutually-beneficial joint ventures.
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Then go ahead and ask as many open-ended questions as you can.
A list of questions appears in Worksheet 2.16, which will help
you manage the meeting with competitors/collaborators.
Reframing a mindset of competition into that of collaboration can
do wonders for your emotional well-being, resilience, and ability
to find new avenues for growth.

The Competition Matrix
Knowing your competition is also about knowing yourself and
your own business. That means being able to define exactly who
you are and what you offer to your clients. Hopefully, by this
point in our work together, you have gotten a much clearer idea
of what your business consists of, but you may not have realized
that your company consists of three primary parts. Allow me to
break it down for you. Regardless of what industry you are in and
what mission you have, your business contains these three pieces:


Product: whatever it is you are selling (whether products
or services)



Service level: the experience your client has working with
you



Relationship: the emotional connection you nurture with
each one of your clients

If you imagine your business as a three-legged stool, each of these
pieces would be one leg holding up your company. If you take
any one of the pieces away, your business cannot exist. But let’s
take things one step further.
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Each of these three elements can have one of the three following
characteristics:


It can be Competitive – meaning it is similar to what
everyone else is offering



It can be Distinct – meaning that it is qualitatively better
(more effective, more personalized, etc.)



Or, it can be a Breakthrough – meaning that nobody else in
the marketplace has it

Remember that these descriptors apply to each one of the three
legs of your business, not to your business as a whole. For
example, you may find that you have a competitive product as
well as a competitive relationship, but that your service level is
distinct from other companies serving your niche.
For example, when the first bank offered online banking, it was a
breakthrough service, soon enough though, all other banks
followed suit and it became competitive.
You do not have to have to breakthrough anything, but if you do
not have a breakthrough, you need to be distinct in one or two
areas.
Worksheet 2.17 will help you define what competitive, distinct,
and breakthrough products, services, and relationship look like in
your industry. Worksheet 2.18 will assist in choosing and
describing the right level for each one of these elements in your
company.
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Chapter 8
The Business Plan
Now that you have made peace with your competition and
cleared your mind of all the business boogeymen that used to
haunt your dreams, it is time to start making a plan. And no
matter how small your business is, you will need a plan to
navigate you through the months and years ahead.
If the idea of concocting a business plan sends shivers up your
spine, do not worry. I am not talking writing about a business
plan filled with all kinds of intimidating jargon that even an MBA
would struggle to decipher. I am talking about crafting a realworld outline of all the pieces you need to put in place to launch a
successful business.
The planning that I have in mind for your business is highly
effective and lightning fast – in fact, I call it the 1-Hour Business
Plan, and I am going to outline it for you now.
Our Sages teach us that all beginnings are difficult (Mechilta
Shabbat 87), not only because the early stages require an extra
investment of effort, but because the hardest part is overcoming
the internal fears of failure: “What will happen if I invest all this
energy and things do not work out?” That is a question we all ask
ourselves, and most of the time the answer to that question is
murky at best and always scary.
In building a business, you are stepping out of your comfort zone
(Woohoo!) and into the unknown, where lots of factors will come
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together to influence the outcome. Having a road map that charts
the territory ahead of you and breaks down the construction
process into chewable chunks makes it much easier to put one
foot ahead of the other and move towards the business you want
to have.
Some new business owners feel so confident about the idea they
have in their head that actually sitting down to write it out feels
like an unnecessary step. Ok, I get that. But would the captain of
a ship ever set sail without first charting his course? Would he
ever leave harbor without first checking the weather radar? How
about if that captain needed to take on a crew, how confident
would his sailors be in his abilities if he said “don’t worry guys, I
think I’m just going to wing it”? Put in those terms, not making a
business plan (even a quick one) sounds like a pretty reckless
move doesn’t it?
Writing a business plan is your $10,000 entrepreneurship work! It
is in your best interest to devote some time to thinking and
planning. Sit down for an hour to strategically think about how
you will build this business and you are likely to find many
possibilities that had never before crossed your mind – new
programs, new clients, new resources you have at your disposal.
When you focus your mind to literally write down all the steps
you need to take and to visualize all the building blocks you will
create, you will come up with ideas for doing things smarter,
better, more efficiently, and more creatively. It is a matter of
tuning out all the noise in your mind, and focusing only on this
task. When you accomplish that, you are able to tap into all kinds
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of new possibilities. You will be able to predict some of the
obstacles or potholes that lie ahead of you and you will be able to
avoid many of them from the very beginning.
Think of our sea captain. When he takes time to chart his course,
he will take into account all the physical hazards that he has to
avoid. He will navigate around the small islands, the reefs, and
the floating ice. He will track the storm systems that are building
so that he can steer around them, still keeping his ship on course
but with the added benefit of calm safe waters.
However, if he rushes out of harbor in a hurry without ever
putting together his plan – who knows what could happen to
him. His ship is likely to take a beating in the storm, or to run
aground on a shallow reef that could have easily been avoided.
Sure, there is a chance that nothing will go wrong and that he will
arrive at his destination safe and sound; but trusting in that tiny
chance is putting his entire ship, crew, and investment at risk.
It is also important to keep in mind that things will change, and
change constantly. Entrepreneurs like to joke that even the best
conceived business plan does not survive the collision with the
first customer. When you meet a surprise, try to see how you can
incorporate what you learn into your plan. If it is a bad surprise,
there is still something you can do by going back to the drawing
board and making adjustments.
Think like our ship captain: if he is already out at sea and needs to
plot a different course, he knows that is it not the end of the
world! He will simply whip out his maps, pour himself a cup of
coffee and make a new plan. What he does not do is beat himself
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up about it, feel guilty, or let himself sink back into the limiting
beliefs that try to tell him, “You are not qualified to be a ship
captain.”
He is thankful for the ground he has already covered because it
has already brought him closer to his destination. Not to mention
that it has taught him many things about how to survive on rough
waters. All he needs to do if he realizes he has gone astray is to
mark a new route and keep moving forward.
That is the kind of flexibility, faith, and perseverance that you will
cultivate in yourself as a business owner. It may take time, you
may not always do it perfectly – but as long as you learn from
every adjustment, you can rest assured that you are doing it
exactly right.

The 1-Hour Business Plan
You already have most of the information necessary for the
business plan. We took care of that in previous chapters. With all
the Lego stones in front of you, you can now construct a building
that will be your business.
The point of the business plan is to see how the different pieces
work together. It will help you fine tune the business. You will
also gain loads of confidence because you will now see that you
understand the process. You have a long way since you started
this work.
Don’t worry about putting out a perfect plan. Just like the weather
changes once you are out at sea, the marketplace changes once
you are already in the game. That is why no business plan can
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ever be written in stone. It is a document that will constantly
change, flex, and adjust as the situation around you changes and
as you learn to better sail your ship.
So, if you already had plans of putting together the world’s most
perfect business plan and never having to come back and adjust
it, well… you are going to have to let that expectation go. It is a
work in progress and you simply cannot get it 100% right the first
time around.
Another thing we can learn from ship captains is that they rarely
rely on their understanding alone. They will often huddle
together with other captains and sailors, swapping stories and
insights about what happened at sea. Why? Perhaps because it is
simply more fun to build camaraderie, but certainly because they
recognize that other people know things they do not know. It
might be helpful to sit down and complete this plan with a friend.
Then you can return a favor and help her work on her plan.
Worksheet 2.19 will walk you through the process of building a
business plan. Start out by describing as many of the following
points as you can. Remember, you can always come back later to
add more details or make changes as you get additional insights.
Parts 1 and 2 of your business plan will help you understand why
people should care about your work.
Have you ever wondered why some people are willing to sleep
outside an Apple store to be the first with an iPhone 5 in their
hands, even when they can get the exact same gadget two weeks
later with much less hassle?
© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
122

The reason is that these people have bought into Apple’s culture
of being pioneers of technology. They have bought into the belief
that the best part of technology is not just having it; it is having it
before everyone else – getting their first and enjoying the
exclusivity.
You need an easy, compelling message that shows people that
you understand their needs and why they should care about what
you do. This message should resonate with the things they believe
to be important and satisfies their emotional needs. You may also
focus on the benefits that customers will enjoy during or after
using your product/ service.
Remember when we talked about your client’s MDR? This is the
tie-in right here. Let me back track to one of the examples I gave
you in an earlier chapter. A woman purchases a photo shoot from
a photographer, a week later she tells her friend, “I was so happy
with my photographs and the owner was so kind. She asked me
questions on what I felt were my best features and made sure to
showcase them. Also, she had the photos back to me earlier than I
expected and in the end the price was great.”
That is what I call, the “finished story benefits,” and clearly
illustrates why your clients should care about what you do. Can
you see now that it is really not about the specific product and
features? It is more about the overall experience you deliver and
the MDR that you satisfy.
Part 3 will help you unify your services holistically. That way,
you don’t rattle off a list of services when people ask you what
you do.
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Part 4 focuses on your solution. I hope that by now it is very clear
that your services have to be built around solving the clients’
problems, not on what you want to offer. Always position your
solution

from

the

perspective

of

your

clients.

For example, a music teacher who realizes that many of her
students come for the emotional benefits of music, she will be less
focused on playing technique and give more thought to making
the music enjoyable and emotionally expressive. She will also take
the time to talk with her students and help them connect with
music on a deeper level.
Here you will list the different products you will offer at different
tiers. How does each one of your products answer the need and
for whom?
Part 5 relates to your clients. Once you know whom you are
trying to reach, try to find some common denominators (age,
demographics, interests, organized membership, profession, who
sells to them, etc.) so that you can target more people with similar
attributes.
Your job is to reach them fast, in large numbers, and without
breaking the budget. This is the heart of your marketing. A good
plan will provide from 3-4 different channels for reaching people.
Start building a way to reach your clients from the very
beginning. The best place to start is through your own personal
network and slowly branch out from there.
This is a part we haven’t discussed yet. But don’t worry; it will be
covered in the coming chapters.
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Part 6 focuses on your uniqueness. There are plenty of other
businesses in town doing exactly what you do. So the question
becomes: why should people choose you? What do you give
them that nobody else does?
Usually, businesses focus solely on the quality of the product, but
more often than not, clients are looking for better service or the
trustworthiness factor. For example, you can differentiate your
business by building close relationships and personally advising
your clients. Your competition matrix goes here.
Part 7 is about money. This is the place to write down all the
expenses (or guestimate as best you can) so that you know how
you need to spend your funds to create and maintain your
business. You do not want to be surprised when the bills pile in.
You also need to have an idea of how much it will cost to launch
and run your business so that you can look for start-up funds if
you need to, and you can set earning goals that will cover your
costs.
A cash flow is a useful tool to figure out how much money will be
necessary in your business. I suggest working with a financial
advisor to build a budget and cash flow projection for your
business. The enclosed disk includes templates for a variety of
financial documents, such as budgets, cash flow projections, and
invoices.
Part 8 asks what resources you will need. Beyond money,
consider what resources you will need in order to build your
business. You are going to want to think of everything. This

© 2014 by Leah Aharoni. All rights reserved. www.loveyour.biz
Parts of this document may be reproduced, transmitted, and shared for personal
non-commercial use, provided that the copyright information is retained.
125

should include: physical space, staff, talent, raw materials,
marketing, etc.
This is also the place to consider the systems your business will
need to run smoothly.
Part 9 helps you determine how you will measure success. Setting
some goals and ways to measure your progress will let you
evaluate your business a few months or years down the road. It
will give you the information you need to determine whether you
should change things up or keep heading in the same direction.
I find that many small businesses skip this step and just assume
that “they will know” when their business is successful and when
it is not. I understand the temptation and I also know that it is
really not as cut and dry as people like to believe.
Finally, Part 10 will help you identify possible obstacles that can
stymie your growth.
When you sit down to create your 1-Hour Business Plan,
remember that you are not aiming for perfection. You will not be
judged by some outside investor or by other businesses in your
industry, this is a document made for you alone – as one of your
most important tools. Not to mention that a partial plan is better
than none at all.
Print out your business plan once you have finished the first draft
and carry it around with you. Jot down your ideas, keep track of
your notes and share them with trusted people in your social
circle who you believe could provide valuable insights.
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Chapter 9
Talking to Your Clients
Now that you have crafted a comprehensive business plan to help
guide your business into the world, it is time to start connecting
directly with the people that will buy your product or service.
This is a big step for a new business. It is the moment when your
business first revs its engine and begins to move forward in a
tangible way.
Up until now we have talked a great deal about your clients. We
have talked about how to identify them based on their one
specific problem. You have created a detailed client profile that
allows you to have a clear image in mind of who is on the
receiving end of your product/service. We have practiced how to
start a conversation with them based around their need first, and
your business second. We have talked about tapping into your
client’s Most Desired Result (MDR) and delivering on your
promise. But how do you communicate what that promise is in
the first place? What message do you cast out into the world so
that you can reel in the clients that will not only benefit from your
offering, but also be a pleasure for you to work with? We are
going to tackle that topic right now.

Compelling Message
The “promise” that you communicate to your clients, or the
“business offering” that you put out into the world is another
name for your business’s compelling message.
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Perhaps you have heard that term before, I know it is kicked
around the business world quite frequently. In case it is not
ringing any bells, a compelling message expresses what your
company is all about. It answers:


What do you care about?



What are your values?



How do they resonate with your clients?

Rarely is a compelling message about the bells and whistles of
your product, or the extra features that come with your top tier
product package. Your compelling message is about something
much bigger, something that runs through the very heart of your
company.
Values create an emotional connection between you and your
customers. They fulfill a deeply held human need to establish
relationships with people and things outside of ourselves.
Do you remember that I mentioned in Chapter 5 how Mark Twain
said that people buy for two reasons: one reason is the real reason
and the second is the reason they tell their wife?
Let me give you an example of this, just to jog your memory. Let’s
say that a woman opens her closet. She sees a few clothes
dangling from hangers and a couple of shirts folded in stacks and
thinks to herself, “I have nothing to wear.” So, she decides to go
to the store. When she arrives, she is approached by a salesperson
who tells her, “Here, take this. Now you will have something to
wear, and look – it makes you look gorgeous.” Now, the technical
reason may be that she did not have something appropriate to
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wear, but the real reason for her purchase was rooted in her desire
to feel beautiful.
Now imagine that you are in charge of a women’s clothing store.
What sales message do you think clients would find most
attractive?


We sell clothes.



You are going to feel almost as good as you look.

Can you feel the difference when you read those two messages?
Which one do you find to be more compelling? I am willing to bet
that you chose the second one. I am also willing to bet that you
picked it because it stirred inside you an authentic emotion. When
a value resonates with a client, it awakens an emotional response.
In this case that emotional response is linked to a woman’s desire
to feel beautiful and to feel comfortable in their own skin when she
is out in the world. You simply cannot create the same level of
impact with a message that says: “You need clothes. We sell
clothes.”
When you fully understand your clients and what makes them
thick, you are able to communicate who you are in a way that
resonates to them on an emotional level. Communicating value
creates an emotional engagement.
How will you know when you have successfully created an
emotional connection? Well, in no uncertain terms – you are going
to get a response. If you present your compelling message in a
way that is truly powerful, you will connect with some people
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and not connect with others. It will be hit or miss, and that is
exactly how it should be.
When you stand for something, some people will agree with you
and want to hear more, while others will argue vehemently
against it! That means you are making an impact. It means that
you have a clear identity. If people do not react to your presence
in the marketplace (and they are neither for you nor against you),
that is a sure sign that you are not communicating your
compelling message.
If you as a business owner, do not have a clear stance on an issue,
then I – as your potential customer – can never really decide
whether I agree with you or not. Why? The reason is that I am
left completely and utterly confused. I do not know what your
company values are. I do not know what you care about. So how
can I possibly form an opinion about you? I cannot. Therefore, I
cannot know whether I am with you or against you.
A successful compelling message is one that elicits a response. If
your message sparks conversation, it means that you have moved
people and it means that you have stirred emotions – that is how
you achieve a loyal following. On the other hand, a fuzzy
compelling message is one that leaves everyone thinking…“Wait,
what was that?”
Though people may spend a great deal of time listening to the
chatter of the thoughts in their minds, they live and move on an
emotional level as well.
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I have put together a foolproof recipe that helps you build your
own compelling message piece by piece. Head over to Worksheet
2.20 and create a compelling message that speaks directly to your
clients and expresses what your business is all about.
Clarifying Your Message
Now that we have identified what a compelling message is and
how to measure whether or not it is actually having an impact, we
are going to dive into how to craft one. Before you can talk about
what you do, you need to talk about why it is important. People
buy with their money only after they buy into your why.
So what message will stop your ideal clients in their tracks and
get them to listen to you? It is most likely closely related to your
life mission and the things that are important to you as defined in
previous worksheets.
What do you stand for? What is your Value Point of View that
you deeply believe in and which affects your clients? For
example, here is what I came up with for my Value Point of View:
I believe that each person has a unique mission to play AND the
exact tools necessary to achieve this mission. (The Value Point of
View is different from Worksheet 2.1 in that it focuses on your
business values not on your judgment of market gaps).
This Point of View also closely relates to your clients’ MDR. Your
ideal clients will be able to make the connection between their
desires and your unique solution. However, the opposite is true
as well. The clients that are not ideal for your business will not
connect with your Point of View – perhaps they are not interested
in your why, or perhaps they are simply not interested at this
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particular moment in time.

They will be turned off by your

compelling message, but that is perfectly fine. When they are in
need of what you are offering, they will come back around. And
even if they never do, you will be able to focus on the clients that
need you most.
Are you ready to get clear about what your personal Value Point
of View is? This is the first step in being able to craft your
compelling message. So, let’s get started now. Take a minute to
think about what you stand for, and then complete Worksheet
2.21.
Were you able to come up with at least five Points of View? I hope
so, because that is going to make your next exercise quite a bit
easier. You are now going to put together what you have learned
in Chapter 9 by crafting your own unique compelling message.
Whereas your Point of View answered the question ‘What do I
stand for?’ Your compelling message will be a simple, concise
answer to: What do you do?
For example: I help female small business owners overcome
mindset obstacles and reach more clients so that they can pursue
their unique life mission, be happy, and attain financial security.

Value Proposition
A value proposition is quite literally, the value that you propose
to deliver to your clients. It clearly communicates what makes
your business different, better, and worth buying into. It also
helps people recognize your company because your value
proposition (the reason why people should buy in) will be a part
of all your messaging and communication.
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An ideal value proposition should be concise and compelling all
at once. It should convince people to pay attention and to take
action. It should help make the decision to buy easier for your
customers, because it should do all of the following.


Clarify what problem you solve



Explain what benefit you provide (MDR)



Convey what makes you different

Use Worksheet 2.22 to see my Value Proposition formula and to
create your own value proposition statement.
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SECTION 3: REACHING YOUR CLIENTS
AND SELLING TO THEM
Many business owners hate marketing. They despise it, yet they
know it is necessary in order for them to capture more clients.
They associate marketing with having to push clients into buying
their product/service, with cleverness, trickery, sleaziness. They
hate marketing, simply because it feels unpleasant. Do you fall
into this category?
Another reason that small business owners resist marketing is
because there are just too many different options to choose from
– how on earth can a person know which strategy is best?
If I were to ask you what marketing means to you, what would
you say? If you are anything like the other entrepreneurs I know,
you might respond with something along the lines of:


You have to have a great website



You have to be on social media



You have to send lots of email newsletters to sell your
product



You have to invest in advertising

And, and, and, and – and too many options! They are all
confusing choices and it can be difficult (if not impossible) to
estimate how much return you will get from any choice that you
choose. Instead, marketing involves a certain amount of trial and
error. You can try to predict the effectiveness of your strategy, or
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how many people will come from an ad, but it usually comes
down to this: you simply cannot see the outcome before investing
time and money. You will have to give it a try and analyze the
results. That is not exactly a comforting thought for most
entrepreneurs – particularly those with limited advertising
budgets.
Business owners also tell me that they resist marketing because it
is far too time consuming. And I wish I could tell you otherwise,
but the truth is it does take time. Some strategies are faster than
others, but no matter what you choose, if you want the rewards,
you have to do the work. Connecting with potential clients is time
consuming. Nobody builds a community of loyal clients
overnight! If you want the reward, you have to put in the time.
Entrepreneurs also tell me that marketing is just simply too
expensive. And yes, there are breathtakingly expensive ways to
market your business. Investing in professional services or
advertising comes with a sizable price tag. In fact, a business
owner told me last week that she spent 30% of her income – the
revenue from her business – on advertising and that it did not
even leave her with enough cash to get by. On the other hand
however,

during

the

months

when

she

does

not

buy

advertisements in top tier publications, she does not generate
enough of a client stream for her to stay afloat. That is a tricky
situation: she cannot afford to advertise and she cannot afford not
to. Now that is a catch 22.
Which brings me to the final marketing complaint I hear from
business owners: marketing does not always work. Even if you
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invest the time, the big money, the huge effort…there is still a
chance that nothing will come of it.
Listening to all of those reasons (confusing choices, time
consuming, too expensive, does not always work) is enough to
turn anyone off of marketing.
But we are going to do our best to turn those beliefs around,
because the truth is that when you can cut through the confusion,
marketing offers you magnificent tools for building your business
in a big way. Together we are going to work to change marketing
from something you loath in to something you love. Even if you
do not think that is possible, I promise that we will make it both
fun and effective.
I am going to give you a clear action plan of how you can make
your marketing efforts affordable, effective, and hopefully
enjoyable. I want you to have a clear picture of how much time
you will commit to marketing so that you can manage your
schedule in an organized way. You cannot afford to get sucked in
just selling with no time for creating new products and services.
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Chapter 10
Redefining Marketing
As always, I think it is best to start at the very beginning. So, what
is marketing? How do you define it?
If you ask around, you are bound to come up with hundreds of
different definitions. This is the one that I like the best: Marketing
is the process of creating, communicating, and delivering
products or services to people that find value in them.
So, what is the purpose of marketing?
The purpose of marketing is to build a steady stream of clients.
Most business owners wake up in the morning thinking about
where they will find their next client. We are not interested in
that! Our goal is to create a client generator so that you do not
have to go out and look for every individual customer. Instead,
you create a system that funnels them right to you. This way you
set up a system once and then you only need to maintain it. This
is a time, energy, and cost effective way to market.
So this is the thing: most businesses (particularly new businesses)
sell to the people that walk in the door – or click on the webpage –
and ask for a quote. And if that quote is turned down, the
business owner gets discouraged. Has this ever happened to you?
Has a potential client shown interest in your business, only to
walk out empty handed five minutes later?
Before you get down on yourself, I want to give you something to
think about. Research studies done in the United States show that
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while some people will buy the first time they walk in the door,
most people will take their time to make a decision. In fact out of
a 100 people that request information about a product, 15% will
buy within 2 months and 50% will take a year and a half to make
the purchase. Perhaps they will ask for a price quote, or request
more information. Perhaps they will spend months reading your
newsletters, perusing your blog, or wandering around your shop.
Stop and think for a second how much you charge for your
product or service. How much time or resource commitment is
needed to enjoy it? How much rides on its success?

1% - Buy
now
14% - Buy
within 2
months

35% - Buy within 18 months

50% - Buy after 18 months or never
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Now think of a purchase YOU have made that has a similar price
tag and requires the same investment of time and energy. Also
think of something that is similar in its importance to what you
are selling.
Try to remember how much time passed between the first time
you thought about buying this item and the actual purchase. One
week? One month? One year? What were some of your doubts?
How did you go about deciding? What helped you make the
decision to buy?
You can now get an insight into what goes on in the heads of your
clients. The overwhelming majority of people need time to
commit themselves to buying something. Even if they need it
badly, they need to be convinced that you are the right person to
solve their problem, that you have their best interests in mind,
and that they cannot find the same thing elsewhere cheaper,
faster, or more conveniently.
At this point, you are probably wondering about all those clients
who call you or walk into your store and buy on the spot. The
clients that buy right away are only 1% of your potential market
and that is great news! These are the overripe clients, who have
already done all of their thinking before getting in touch with
you. If you are focusing only on them, you are just skimming the
surface.
The point is that some clients buy right away and some clients
take their time to decide. For every client that comes and buys
right away, there are 99 looking for what you are offering. You
have probably already got lots of people that you are not even
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aware of circling around your business, getting ready to make a
purchase. All those people – who left a comment on your blog,
who stopped by your store, who called you for a price quote – are
potential clients. They may not be ready to buy just yet, but do
not write them off. In the coming chapters, I will show you how to
turn them into clients.
Marketing is a process not an event. Your marketing is focused
on the 50% of people that will buy a service like yours in the next
18 months. (Dealing with the 1% that is ready to buy is called
sales and will be covered further on). By concentrating on taking
clients through a process, you can create a steady stream of
clients. If you are just beginning to grow your new business and a
steady stream of clients, sounds like some far away dream, I am
here to tell you that it is closer than you think! The time the client
needs to make a decision is your window of opportunity to start
communicating with her and establish a relationship, so that she
will buy at some later date.
Does that sound the same as the sleazy, uncomfortable, pushy
marketing tactics that you hate so much? No. This marketing is
not based on convincing people to buy things they do not need. It
is about paving the way so that they can find you when they have
convinced themselves.
Think of it as a funnel, a giant upside down cone shape and when
you throw something in the open end, it drips down, down,
down, until you feel the steady stream of droplets land in your
hand. All the people that are circling your business are already in
your funnel. They may go round and round at the top, but when
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they have enough information or when the timing is just right,
they will fall through the other end, and drop right into open
arms. No pushing, no shoving, just honoring your clients and
their right to choose for themselves and at their own pace.
Though this marketing strategy does not require you to go out
and lasso in the clients, you still need to be proactive in helping
clients find you and buy from you. For one thing, the more people
reach your funnel, the more paying clients you will have.

Client
does
research

Client
identifies
need

Client
considers
options

Client buys
So how do you fill your funnel with people that are likely to
become clients in the future? In this section, I am going to show
you how to do that. I am going to teach you the Seven Stages of
the Sales Cycle, and we are going to implement it in an authentic
and caring way.
Remember, this marketing strategy never requires you to be
manipulative or pushy. It requires you to educate people about
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your products and services, to answer their questions, to hold
their hands, and to accompany them until they are ready to make
the next step. We will create an efficient system that allows you
to build this kind of a relationship with many people at once. The
outcome will be a steady stream of clients, who not only want and
need what you have to offer, but are actually excited to work with
you.

Seven Stages of a Sales Cycle
We just established that marketing is a process. There are seven
steps in the process. It is your job as a marketer to lead your
potential client through the seven stages outlined below. Yes, that
means you need to take charge, but in a subtle way.
Have you heard the joke about the husband being the head of the
family and the wife being the neck? Wherever the neck turns,
that is where the head faces. In other words, she helps him figure
out what it is that he actually wants. It is like the head and the
neck.
A smart business owner is like the neck. She helps her clients face
in the right direction, towards her products without being too
intrusive. Of course, she does so only when she understands that
buying her product is truly in the client’s best interests.
The following diagram shows the seven steps of the marketing
process.
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Each one of the following chapters will take you through the
seven steps of the sales process.
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Chapter 11
Help Client Self-identify
So we’ve looked at the funnel structure: the wide-open, upside
down cone shape that allows people to get in touch with you and
convert into clients over time. Now it is time to look at who is
inside it.
Remember we talked about the Waldo analogy?

That classic

children’s book that have you look at a page full of tiny figures –
lots and lots and lots of people – but only one person each page
spread is Waldo. Only one little guy is decked out in red stripes
and a pompom hat. That is the perfect metaphor for the world
that currently surrounds your business.
There are many people swirling around you – whether they are
on the Internet in your geographic community. So, how do you
discern which ones are your potential clients?

Rather than

spending countless hours searching for Waldo, you are going to
learn strategies that persuade Waldo to reveal himself to you. It is
what I call getting people to self-identify, or self-select as your
potential customers. It drastically cuts down on your time and
frustration. Not to mention that you will no longer be required to
squint into the crowd and fish for the people you are looking for.
When I ask business owners who their clients are, they often
answer by saying things like:


My clients are anyone who needs a graphic designer.



My clients are women who want their pictures taken.
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My clients are people who have to buy an affordable car.

We have seen before that this is not how business works because
clients do not identify themselves in these same terms. Clients are
interested in a solution to their problem, while businesses
concentrate too much on the process.
As we have already discussed, the way to help clients self-select is
to talk about them and their problems. I will give you one more
example. A while ago, I decided to go gluten free and I've been
eating gluten for the last 37 years of my life. Changing my diet in
such a drastic way felt like a huge step, and even though I was
fully committed, I still had a big problem: I did not know what to
eat if I could not eat bread. I knew I needed outside guidance.
Then, one day I came across someone new, who introduced
herself as a dietician.
But that did not really tell me anything. As far as I was concerned,
I had no interest in a dietician. Then she told me, "I am a dietician
and what I do is I help women in their 30s and 40s, who decide to
go off gluten and need help adjusting their diets so that they
know what to eat."
That is when the light came on: BINGO! She could offer me the
guidance I had been seeking. She was exactly what I had been
searching for.
There is a big difference between "I am a dietician" and "I help
women who do not want to eat gluten find other alternatives."
Her job is the same, but she communicates what she does in two
entirely different languages. The first is a process and a profession
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– and it doesn't interest me. It had not occurred to me to go to a
dietician. But once it was spelled out to me - once the result that I
wanted was dangling right before me, suddenly she had my full
attention.
The beauty about this serendipitous encounter was that I was able
to self-identify in a way that was entirely organic. There was no
pushing, no shoving, no sales pitch, and no obligation. For the
business owner (the dietitian), it was risk free and all she had to
do was provide me with a little information.

Approaching

potential clients in this way is critical to avoiding that slimy,
inauthentic, and uncomfortable salesman feeling. If you are
anything like me, you are fully committed to avoiding that.
When your business’s clients successfully self-select, you will
usually collect some kind of information from them that does not
really obligate them to buy. Instead, it lets you know who they are
so that you can continue to communicate with them and build a
trust relationship. Then you will make an offer to contact them in
some way – whether by email or phone – and you get to have a
conversation with them. That is where you try to better
understand their wants and needs. And this is the difference
between usual sales and the way I teach sales. (We will cover trust
building and offers later).

Free/Low Cost Client ID Offer (CIDO)
So how can you help people naturally find their way to your
solution?
The way to help clients self-select is to offer free information or an
opportunity to sample whatever it is that you are selling in
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exchange for their contact information. Free information can
include articles, e-books, blog posts, tip sheets and more. It should
cover some of the questions and doubts your clients may have
about the purchase or educate them on what they need to know to
buy safely.
Samples are used to give the client an experience of working with
you – an idea of what it might be like if they bought into your
larger product or higher priced service. They can be limited by
time, functionality, or by how much of the problem they solve.
The point is to provide something of value to the client that
creates a sense of trust in your company and in your product. In
return, you will record your potential client’s information and to
be able to continue the relationship.
Think of this as whetting your client’s appetite. Let me give you
an example of what I mean. Imagine that you recently opened a
restaurant and you are trying to attract new clients. You already
know who they are (client profile), that they are hungry for Italian
food (unique problem), and that you cook the best homemade
lasagna in town (your solution). But how do you get them to
come inside and order something off the menu? You could stand
with a microphone shouting about your delicious pasta, you
could plaster the town in posters with your logo and address, you
could spend thousands on advertising…or, you could simply give
passersby a taste.
If you have a quality service and truly have what it takes to solve
people’s problem, then your sample will do much of the heavy
lifting of your marketing strategy for you. You don’t need to
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become something you are not, or go out and get an MBA. All
you need to do is offer quality, and learn how to package up a
piece of it, so that people get inspired to make a purchase
(specifics just ahead).
When a client signs up for your free or low cost offer, she is selfselecting as someone who is interested in your industry and could
be interested in buying what you have to offer. It is as though she
is raising her hand and saying, “Hi, I would like to learn more
about what you are offering! Whatever problem it is that you are
solving, I have it, I want your information.” And it works very
well.
The question then becomes finding out just what kind of sample
to offer and how much to give away for free. Remember, your
goal is to whet their appetite – not to completely fill them up. You
still want them to come back for the main course.
Popular Offers
The core idea of this strategy is that you offer people something
free, something that is focused exactly on their problem, and they
request to get it. Why is the request important?

Rather than

giving your sample away to everybody and never hearing back
from them, it is your job to stay in touch with the lead once she
has entered into your funnel by “raising her hand”. This means
that in exchange for your sample product, they give you their
contact information or opt in to other parts of your business. That
is how you get a list of “leads”: a pool of people you know that
are thinking of buying. They may not buy now, they many not
buy a month from now, but chances are very good that sooner or
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later, they are going to end up as one of the droplets that fall into
the palm of your hand.
Thankfully, in this game of “just enough, but not too much,” there
are lots of excellent sample ideas that you can adapt to fit your
own unique business. The method you choose will depend on
your product or service, your unique clients – and you.
Regardless of the shape your sample product takes, your goal is
to give potential clients the beginning of a solution (usually free
information),

just

enough

to

let

them

experience

your

trustworthiness and quality.
The ideal free offer invites your client to join in on something that
sounds as though it is already taking place – something that is not
hinging on whether or not they accept. People generally do not
feel good about making you work extra for free or go out of your
way just for them.
For example, for a real estate agent, “Join our weekly house tours”
is much better than “Call me to schedule a showing.” Since the
client feels you are not going out of your way for them, they think
there is less likelihood of you pressuring them into a deal, so there
is less risk involved.
If your product is information, your free offer should cover the
WHAT and the WHY and give just a taste of the HOW. The rest of
the HOW you offer in paid products that are higher up in your
pyramid, and need to be paid for. I know some new business
owners resist giving away information for free because they fear
that clients will take their information and never come back to
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buy the service. However, I remind them that their business is not
only about selling information. Information doesn’t solve
problems. Just look at some of the issues in your life; is the
information out there? Did it help you?
If the information you give away in your CIDO is valuable and
resonates with your client, then they are going to come back to
you for help in applying more information and solving their
unique problem.
Over the lifetime of your business, you will create more than one
sample product because you will offer a variety of products and
services that touch on your chosen problem in different ways.
Your workbook (Worksheet 3.1) has a long list of possible formats
for your CIDO. Look through it, but don’t decide just yet. First,
let’s look at a sampling of popular CIDO models so that you can
start thinking about ways you could incorporate these into your
marketing strategy.
E-books
An e-book is a very useful tool for identifying potential clients. It
doesn’t have to be long; it is not an academic essay. It simply
explains the problem and offers up a number of solutions.
What is your clients’ greatest pain? As I said, tell them WHAT
they need to do to solve it. WHY, and give them a taste of HOW
they can go about doing that.
In case the idea of filling a small book with only your ideas seems
a little scary, I am here to tell you that your e-book does not even
have to contain original content. Instead of inventing something
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entirely new, you can organize high quality material in a new way
and aesthetically design it so that it has professional appeal. That
is equally as valid as starting entirely from scratch. Just be careful
to cite your sources when necessary.
If you are going to write an e-book as your free/ low cost client
offer, there are a few mechanics to keep in mind that can help
your writing be more effective.


You don’t need any complex software to put your e-book
together. PowerPoint will enable you to work with text and
graphics. Treat each slide as a new page. In the end, save
everything in PDF and voila! You have an e-book.



Remember what we said in Section 1 about perfection? No
such thing! Your e-book has to be valuable, but in no way
exhaustive. Remember, you know more than most people
on the topic and you certainly don’t want to overwhelm
them. And if writing scares you, put your ideas into an
outline and get help from a professional writer (Odesk is a
good place to find one).



Have a conversation. When writing e-books, you will want
to use a conversational writing style. Skip professional
jargon and make it easy and enjoyable to read. Add a bit of
humor to keep your readers engaged and easily moving
through the content. A good rule of thumb is that if it is
too difficult for an eighth grader, it is too difficult for your
readers.
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Make it reader-friendly. Because e-books are being read
from a computer screen (and sometimes very small ones),
you need to use large fonts (14 pt. minimum), shorter
paragraphs, and do not skip spaces between them. This
makes your material easier to follow along with.



Use photos and graphics. Everyone enjoys a visual aid
from now and then and images can lighten up a heavy
block of text. However, there is no need to use expensive
design programs.

Simply design your e-book in

PowerPoint and save it as PDF. You can also find free
images on Wikimedia Commons, Microsoft clip art, and
Flickr.


Use your posts. If you have a WordPress blog already filled
with quality content, there is no need to start from scratch!
Download the Anthologize plugin for free and turn your
posts into a prepackaged e-book.



Get something in exchange. You can charge a small fee for
your e-book, but a better strategy is to give your book out
for the “fee” of an email address. More readers will be
willing to give out their email address in exchange for a
free download and you instantly gain new subscribers for
your newsletter. The point of the free offer is to be able to
continue “talking” to the potential client. Ask for their
contact information (name, email, business card, and so on)
in order to send them the offer. Now you have the ability
to send them information about offers, discounts and
useful content you have published.
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E-zines
An e-zine (or a newsletter) lets you keep in touch with people
who have signed up on your list or have shown interest in your
product. The purpose of the e-zine is to build a long-term
relationship with your potential clients and to invite them to get
to know you better or buy a low-risk service every once in a
while. As is the case with your blog posts, everything in your ezine should be targeted towards answering questions and
providing value to your potential clients. If you do that, they will
be open to hearing about what you have to offer.
The easiest way to manage an e-zine is with one of the free or
low-cost newsletter platforms available, such as Aweber,
Constant Contact, Mailchimp, or Mad Mimi. All of these
platforms provide easy to use templates and all you have to do is
type in the text each time to create a new newsletter.
If you are using WordPress, do not forget to install a plugin which
captures email signups on your website and automatically adds
them into the subscription list. Mailchimp for WordPress,
Constant Contact for WordPress and Mad Mimi for WordPress
are easy-to-use plugins that get this job done. Make sure you
always ask for permission from people before beginning to send
them emails, otherwise your newsletter is considered spam. For a
simple automatic newsletter that just sends out updates from
your WordPress blog, try MailPoet.
Some of these newsletter platforms allow you to send a series of
emails to each new subscriber. You can create a few emails with
some of your best content and schedule them to be sent once a
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week, in addition to the regular email. These emails should
introduce your topic and retain the reader’s interest so he is
“trained” to open your emails when they arrive in his inbox every
week/month.
So how do you put your newsletter together? Well, you have the
option to use a mix of images and text. In my experience, many
marketers have a lot of success with plain text emails instead of
using fancy graphics and images. The more your letter looks like
it was written personally, the greater the chances that it will be
open and read.
When newsletters have a salesy feel or an overly commercial
appearance, people are not likely to stick around and read until
the end. When writing your e-zine or sending marketing emails,
imagine that you are writing to one person (this is where your
client profile comes in handy!). It will be easier to write and the
readers will be more responsive.
It is also critical that you write an excellent subject line. The
subject line (or title) is the most important part of the email. It has
to be irresistible and make the message look like a personal email,
not a mass mailing.
Need ideas to write about? Come up with 10 most common
questions clients ask about solving their problem or 10
misconceptions they have about the issue. Write a one page
explanation starting with, “The other day a client asked…” or “Do
you sometimes feel…” and there you are you have 20 newsletters
to be sent over the next 5 months. With this amount of value, you
can send them offers to contact you or buy something once in a
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while (coming up shortly). Worksheet 3.2 is the place to plan your
e-zines.
Low Cost Events
E-books and e-zines are an excellent way to virtually connect with
clients all over the world, but if you are interested in something a
little closer to home, hosting a low-cost event can have the same
client-collecting effect.
Hosting regular events (whether they are weekly, bi-weekly, or
monthly) allows you to massively grow your network and to
always have a way to incorporate new leads into your funnel.
The events may take the form of networking groups, monthly
parties, informal lunches, or some other creative reason to gather
together. Your task is to help people invite their friends to an
event, and this way when you meet new people, you have
something to invite them to. You also have something timely for
you to advertise, so that people can hear about you and become
familiar with your business.
For example, a baby photographer client of mine needed a way to
connect with potential leads in different areas. She reached out to
moms with small babies and suggested that they host a photo
party for their friends. While the moms get together to socialize,
she would set up a bunch of toys for the babies to play with and
take pictures of everyone. At the end of the party, everyone went
home with pictures of their little ones. She pitched the idea to
people and within two days, she received 15 separate invitations
to attend photo parties in different communities. Each hosting
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mom invited 10-20 friends and Bamm! In just a couple of months
she had a contact list and exposure to over 200 potential clients.
Let me give you another example. A different client runs a high
quality housewares store in a neighborhood full of busy working
moms of large families. I advised the store owner to host monthly
parties, each one focusing on a different topic related to her
products. Local moms get a chance to get out of the house,
socialize, enjoy good food, and learn helpful tips, while the store
owners gets a chance to connect with potential customers and
offer them useful solutions based on her products. One month,
the owner may show tips for making 4-ingredient crockpot
dinners. Another month, she may give food storage tips that
prevent spoilage, another month on baking in the microwave, etc.
The possibilities are endless!
The key for the business owner is to encourage guests to invite
friends. There should be a symbolic cost, since people value
things more when they have paid for them. Your symbolic cost
may be a small admission fee, the requirement that people bring a
friend, or signing participants up for your e-zine. The important
thing is not to make major money at these events, but to cover
your costs (if there are any) and get marketing value for your
time. You are looking to make connections, get feedback, grow
your contact list, and show people your quality. There are lots of
ways to make these low cost events generate big rewards for you
and your business, it is simply a matter of getting a little creative
and making it happen.
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In my own business, I hold monthly networking events and at
every event, we workshop a common problem that business
owners face. It is a chance for like-minded women to connect
with each other, to socialize, to learn about relevant issue in their
lives, and to experience a piece of my unique solution.
Are you ready to start planning out your own low cost event? Use
the examples above to get inspired. Now, head over to Worksheet
3.3 to brainstorm several potential low cost event ideas for your
business.
Samples
Offering a free sample of your product or service is also an
excellent way to invite people to step into your client funnel. This
is generally the easiest free or low cost offer to produce, because
instead of creating an additional offering, you are simply giving
away a piece of what you already do in exchange for someone’s
contact information.
Perhaps you have a restaurant that allows you to literally give a
taste or small piece of your product away. Perhaps you have a
coaching or consulting service that allows you to offer a free 30minute consult to potential clients, who do not yet see how your
business could help them. Perhaps you teach people a skill and
could offer a free introductory class.
Whatever sample you choose to offer, you need to remain clear
about who is getting the sample, why you are doing it, and what
you are getting in return. Make sure that whatever you give away
is giving you back marketing value, by putting you in touch with
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ever more people who are likely to buy into your products or
services at some point in the future.
For example, a gym and a bakery in my neighborhood have a
joint venture, anybody who buys a certain amount of health
products from the bakery can receive a 45 minute free training
session at the gym. This offer ensures that only people who are
buying health food (that is interested in a healthy lifestyle and
thus good prospects for the gym) get the offer. Also, since the
health products are fairly expensive, the gym ensures that the
leads have disposable cash for this non-essential service.
A word of caution about free samples and consultations. Many
professionals tell me that free consultations don’t work. They are
right for two reasons: these professionals don’t qualify the clients
and they don’t know how to hold a free consultation.
When I tried this strategy first, I didn’t sign up a single client,
because I wasn’t selective in giving away my time. After a couple
of months, I wised up and required people to download and read
my free e-book and to write me a detailed email specifying their
problem and what they hoped to get from our time together.
People who invested the time and energy to complete these steps
had demonstrated that they were serious about getting more
clients and were willing to invest time and thought.
Secondly, you need to understand that a free consultation is not
meant to solve the client’s problem. You can’t do it in half an hour
anyway. It is essentially a sales conversation that helps the client
understand what her needs are and how she can go about getting
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them met. Keep reading to learn how to hold these sessions. It’s
all part of the 7-step cycle.
For these reasons, I advise against using a free one-on-one
consultation as your first-line free offer. Save it for the offer to
make closer contact (described in Chapter 13).
Putting Together Your CIDO
Once your potential clients identify themselves, you will need to
continue the conversation with them.
Since it take 50% of the population several months to make up
their mind before they finally decide to purchase, it is absolutely
crucial that there ALWAYS have to be something they are giving
in exchange for your CIDO, such as their name and email. The
point of CIDO is to enable you to continue a relationship with the
client, educate them, ease their fears, and stay at the top of their
mind until they are ready to buy.
Now that you have a better understanding of what a CIDO is and
how it can be a wonderful and powerful tool to capture new
clients, it is time to create a free/low cost offer for your business!
I have given you several examples about what form CIDOs can
take: from e-books to events. Now head back to Worksheet 3.1in
the Workbook where you can chose from a list of CIDO formats.
Then complete Worksheet 3.4 to pinpoint exactly what CIDO you
will create for your business. Then, once you have a solid idea,
use Worksheet 3.5 as a guide to present your CIDO to potential
clients and invite them to partake.
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Reach Clients Where They Hang Out
Now that you have crafted an excellent CIDO, how do you get it
out to your clients? How do you reach them where they are and
offer it to them?
If you have done your homework and know who your clients are,
it is not that difficult to figure out where they congregate. The
secret is going to places (physical and virtual) where your clients
gather in large numbers and where you can “talk” to them
without spending a lot of money.
The 26 Ways to Reach Your Clients
Chances are, you have thought of a few ways to contact your
potential clients. The following chart will show you 26 different
ways to reach them and invite them to try your free offer.
Obviously, you do not have to use all 26 of the channels that I
present in the graph. Just pick the 3-5 most effective ones that you
are also comfortable using. No matter how good the channel, if
you do not have the skills or the resources to use it, it will never
work for you. For example, public speaking is a great way to
create interest. But if your throat gets parched anytime you have
to say a sentence to more than 3 people, it isn’t the way to go.
You will notice that many of these channels are available to you
for free. Yes, that is right; completely free.
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If you are very technically savvy and you love social media, that
is great! Go for it. But if you do not, you can network, advertise,
use referrals – you can even partner up with other businesses and
tackle this challenge together. You can forget about all the
marketing channels that you do not feel comfortable about.
Maybe they will come into play in the future, and maybe not. In
any case, for now start with what you know.
Advertising usually cost a lot of money– but referrals can be
generated very cheaply, and many often times, entirely for free.
Networking has the same price tag: next to no charge at all. Joint
ventures too. Even online marketing, if you know what you are
doing, it can be done with minimum money or no money at all.
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My hope is that this chart takes the confusion out of all these
marketing options that are presented to you. If you look at the
chart and feel your heart picking up speed, just take a deep breath
and focus on your goal. You are trying to find potential clients to
present with your free information, so that they will raise their
hand and say, “Over here! I am interested!” And by choosing
three to four of the 26 marketing channels, you will be able to get
there.
What happens to many business owners is that they spend their
resources

on

advertising

and

marketing

to

blanket

the

marketplace. For example, if you advertise in a popular
newspaper, chances are that most of the readers are not really
your perspective clients. But if you advertise in an industry
magazine that is read by your perspective clients, you are
reaching just the right audience. Maybe the general newspaper
has a readership of 1 million people, but only 5,000 of them are
your perspective clients. And the industry magazine has a
readership of 10,000 people and they are all your perspective
clients. Which one is better? Getting your message out to a million
people who have no interest in buying your product? Or getting
your message to people you can actually serve in a meaningful
way?
The flipside of this is that your advertising becomes much
cheaper, because you do not have to reach a million people to sell
your product anymore. And once you understand who your
clients are, you can also figure out where they hang out. Who has
the attention? Whom are they listening to? And then usually
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reach them without using advertising or with using low cost PR
solutions.
Take another look at the chart of 26 marketing channels, then
complete Worksheet 3.6; an activity that will help you meet your
clients exactly where they are.
Online – Where Your Clients Hang Out Online
In the next chapter, I will show you how simple and inexpensive
it can be to build a website for your business. A website is a
terrific automatic tool to get more potential clients literally while
you sleep.
This section will show you a few ways to lead people to your
website. Although the Internet is a very popular (and powerful)
way to attract clients, I have purposefully kept this section short.
There is a lot of hype about “online marketing.” In fact for some
people online has become synonymous with marketing. There is
also a lot of useful information readily available. While I will
touch on this strategy here, I’d like to show many other strategies
for attracting clients, which could be helpful for people who are
not tech-savvy or want to stay away from the Internet for timemanagement or value reasons.
Blogging
Blogging is a great way to establish yourself as an expert and
create content that keeps bringing people back to your site over
and over again.
Many new business owners ask me what the difference is
between a blog and a website.

Well, technically, a blog is a
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website, but most likely you are using it to complement your
business’s primary site. Here is how I break it down:


Business’s primary site: describes what your business is all
about, describes products/services, allow people to buy,
and provides information on how people can get in touch
with you.



Blog: a series of short articles covering topics that relate to
your industry, interest your ideal client group, and provide
valuable information or insights.

Your blog is not your store front. It is where you build community
and foster conversation. It is part of the way that you accompany
the potential clients that are in your funnel as well as stay in touch
with clients who have already purchased from you. It keeps you
relevant on their minds and present in their lives.
To kick-start your blog, head over to Worksheet 3.7 and
brainstorm a list of possible articles. Hint: common questions and
misconceptions from Worksheet 3.2 could come in handy here. In
fact, you can re-use the same article several times as a blog post,
an e-zine mailing, and as part of your e-book/tip-sheet/handout.
The Internet is rich with material on how to market via blogging
(also called content marketing). I recommend starting with a basic
website like Problogger Community, which has a wealth of
information on every aspect of running a successful blog.
A few important things to remember about blogging:


Provide valuable information for your readers
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They did not come to your blog to read a sales pitch.


Humor and entertainment can go a long way
If readers enjoy reading your posts, they will keep coming
back for more and become educated about your niche and
the solutions you offer for their problems.



Images and videos are attractive to blog readers
Include a picture in every single blog post and videos
where relevant. If you do not have images in the post,
previews of it on social media will show only text and be
easily overlooked.



Include links to other site where relevant
This shows that you have based your assertions on other
sources. It also gets the attention of the bloggers you are
quoting.



You do not have to be the sole contributor to your blog
Employees, partners and colleagues can publish posts,
which gives the blog a broader perspective and additional
points of view.

Guest Blogging
Guest blogging on other people’s sites is also an excellent way to
bring more traffic to yours. The way this works is that you find
bloggers in similar niches to yours (this usually works if they are
not in the exact same business as you are and do not see you as a
competitor) and approach them with an idea for a blog post. If the
blogger goes for it, your post will let his audience know that you
are an expert in the field you wrote about.
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Here is the rule of thumb: everything in your blog post offer
should be directed at benefitting the host. He is the one lending
you his readership. Do not abuse him.
And do not worry about linking to your site in the article. A bio at
the bottom of the post which mentions your role as the CEO of
your company and a link to your website is all you need. It is not
necessary to drop links all over your guest post, which will
probably result in the blogger rejecting your post and throwing all
your hard work away.
Social Media
In my experience, new business owners really struggle to
capitalize on social media and to enjoy the process. I often hear
entrepreneurs say things like “I just do not know how to do social
media.” When their focus should really be on how to be social on
social media, and how to give the online community a reason to
stop chatting with their friends and come interact with you. Kind
of changes your whole perspective, does it not?
The decision to use social media is highly personal. Social media
absolutely gets addictive. It also requires a very large investment
of time. If you have not previously used social media and decide
to do so for business reasons, learn how to use it for business first.
You may also want to set boundaries for yourself ahead of time,
such as what type of people you will and will not connect with,
how much time you are willing to dedicate to it, and what kind of
content you feel comfortable sharing.
The most popular social networks are Facebook, LinkedIn,
Twitter, and Pinterest. Each one has different functions as well as
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different “language” and etiquette, and it is a good idea to spend
some time listening (i.e. reading other people’s posts) before
jumping in yourself.
So how do you choose which social networks to focus on? First of
all, not all content works for every network. If you are a business
that sells products/services to other businesses (B2B) company,
you are better off hanging out on LinkedIn and not putting too
much effort into Facebook. If your products are aesthetically
attractive and you have great photos of them, you should
definitely be on Pinterest. An easy way to determine where to
invest on social media is by opening several social profiles and
giving them all equal attention for about two months. At the end
of that period, you will have a clearer idea of which platforms are
developing into communities and which are not.
You have probably heard that it is possible to automate social
media and send out the same update to several channels at once
on a pre-scheduled date and time. This is a useful time-saving
strategy, but be aware that people are more likely to engage with
you if your posts seems personal and written uniquely for the
platform they appear on. Automation can be a great way to send
out links to your content or materials you have read online, but
you still need to show up and talk to your followers. A
combination of automated and manual social media posting can
save you time while maintaining a human connection.
The most important thing to remember about social media is that
you are talking to real people, not virtual profiles. Therefore, it is
very important that you critically ask yourself what it is your
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customers would like to see. Think of the kinds of materials that
interest your ideal clients (beyond what you are selling) and share
them through social media. Many business owners are overly
eager to sell through social media, which is possible to do, but it is
much more of a soft sell. As opposed to posting every day about
your prices, your offers and your business, mix things up and tap
into the human interest piece of your mission.
Mike Mintz suggests developing your own unique kind of schtick
(interesting, different content) and sharing on social media to set
yourself apart and become memorable.
If you are already engaging in content marketing through your
blog, make sure you are sending a consistent message across all
platforms, with links to your blog posts forming a basis for your
social media communities.
No matter what you post and regardless of what platform you
decide to be on, one rule never wavers: treat people nicely and
respond to each and every message and post that people send to
you.
Social media is a global and permanent conversation gateway.
Your typos are visible to your entire network and so are the
comments that people say about you. If someone offers up a
negative critique of your company, respond promptly and
professionally to resolve it as quickly as possible. Even if you are
“talking directly to one person” there may be hundreds of people
watching the conversation and you have the opportunity to
correct any wrongs and win back customer loyalty. As long as
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you are attentive and show good will to everyone, you can enjoy
lots of social media success.
Pay per Click (PPC)
Pay per Click ads are the paid results and advertisements you see
on Google, Facebook, and other services. They serve to direct
people interested in your product or matching your client profile
to your website. Rather than spending time and energy
optimizing their site for keywords and long-tail phrases, some
businesses decide to simply purchase Pay per Click ads that allow
them to boost their search result ratings in a fraction of the time.
PPC also allow you to rank for keyword searches that aren’t
directly related to the text you have on your website, which gives
you lots of flexibility to reach customers in different ways.
For a Google PPC campaign, you need to define the keywords
your clients will be most likely to use when searching for your
product or service. Then, create ads which will pique their interest
and cause them to click through to your site. Make sure you send
them to a particular page on your website (known as a “landing
page”) that has all the pertinent information on the product or
service and includes a clear “call to action,” such as a Buy Now
button. The landing page should prominently display the price
since the potential customer is almost ready to buy.
On Facebook, your ideal client profile will help you reach the
types of people who may be interested in your service. You don’t
have to use Facebook actively yourself to advertise there. Choose
the location, age range and language of your ideal client. Then
choose Facebook pages that your clients may “like.” In order to
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diversify the campaign and ensure that Facebook shows your ads
to a new audience, choose different pages every few days for the
same ads. Facebook ads get stale pretty fast, so if you see your
clicks going down, create some new ads.
In addition to ads to your website, Facebook allows you to create
ads for your Facebook page. This is a good strategy if you have an
active Facebook page and want to grow its audience. This is also
an excellent tool for maintaining a long-term relationship with
your customers.
A third option with Facebook Ads is to promote specific posts. As
Facebook has become more profit-focused, it has limited the
number of people who see each page post organically, in order to
encourage you to pay for promotions. If you post an important
update, like a coupon code or a new product launch, a small
investment in promoting it can go a long way.
Marketer Perry Marshall suggests using Google PPC campaigns
for services people buy with their minds, and Facebook for things
people buy with their hearts. If you are not sure where to
advertise, test out both with small budgets and see which one gets
the most results.
Networking – Where Your Clients Hang Out in Real Life
For many business owners, the idea of networking is about as
exciting as the idea of cranking out a 50-page business plan. My
clients constantly complain that they “hate networking,” and that
they are not good at it. I don’t believe that for a second.
Networking is not about getting your business card out to 500
people in 30 minutes or less. It is about constructing authentic
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connections – and that is something that all of us are programed
to do, even the introverts.
I also believe that successful networking happens when you begin
with the intention to be of service to other people, rather than
going in looking for what they can do for you. Be a friend and
help people out by sending them valuable information and
connecting them to other people in your network. You might say
something along the lines of:


“You just reminded me of something I read in an article
last week, you might really enjoy it. Would you like to
have one sent to?



“Now that you mention it, a good friend of mine just went
through the same thing. I think you guys would really hit it
off – would you like me to set up a way for you two to
meet?

By providing a little value and showing that you are interested in
giving value rather than just getting it, you have the opportunity
to make a truly valuable business connection. Here are some
places to do it.
Networking Events
When you stop viewing networking as a business relay race, and
start viewing it as relationship building, soon you will notice that
almost any get-together where you can meet other people can
turn into a networking event. I have found Meetup.com to be an
excellent resource that helps me find possible places to network in
my geographic area.
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Many business owners tremble at the idea of “working the room”
at the more formal networking functions. Some people feel selfconscious approaching strangers, while others walk around
pushing their business cards and sales pitches to anything that
moves; neither approach works particularly well. I find that the
best way to network is to make it about the other person. Here’s a
simple script to follow:
“Hi, I haven’t met you yet. What is your name?”
“What do you do?”
“What would be a good referral for you?”
People will be delighted to tell you about themselves and will
generally be very open to hearing about you – remember: they are
at the same event as you, which means they must be open to
making a new connection. That is your chance to share
information. If you meet someone interested in what you do, tell
them about your free offer and ask if they want it. If they say yes,
you know that you can further the relationship.
If you know that you will be meeting many people at the same
event, you are going to need a system to help you keep all the
name and details straight. One of my favorite methods is to
quickly add my new friend into my smartphone contact list. Then,
in the “Notes section” of my phone’s address book, I add in some
of the details from our conversation. These little details may be
reminders about what steps I need to take, or they may be topics
we talked about during our conversation together. That way, the
next time I run into him or her again, I can pick right up where we
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left off and they will be impressed that I took the time to listen
and remember.
Another excellent tip is to send an email to your new contact as
soon as you get home. Let him know you enjoyed meeting him
and connect with him/her via social media. Do not stalk him or
bug him, of course, just make it clear that you are interested in
staying in touch.
Professional Associations
Most people network within their own professional associations;
however, that is not where your clients are. The best way to
network with your colleagues is to find others who do something
similar but are still different, and refer clients to each other, or
agree to share overflow work. (Check out Chapter 7 for more
information on this topic)
Also pay attention to the colleagues who are more and less
experienced than you are. The more experienced ones can send
you clients who are unable to pay their steep prices or are in the
market for smaller projects. The less experienced colleagues can
refer work to you that is too complex for them to handle.
You would also do well to join your clients’ professional
associations and attend their networking events. You will gain
new insights on your target market and what they need as well as
be able to establish new connections with potential clients.
Conferences
Professional conferences let you learn more about your field.
When you work for yourself, it can be hard to take the time away
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from money-making tasks in order to attend a lengthy event. But
you do not want to miss out on valuable information, especially if
you work in a rapidly changing field.
Vet conferences carefully and only attend the ones where you will
learn at least a few important things. Check the agenda to see
whether the topics are relevant and look at the speakers’ bios to
see if they are more experienced than you are. Many conferences
offer early bird prices before they publicize the agenda; if the full
price ticket is not too much, wait until you see what you stand to
gain from the conference before signing up.
Your clients’ conferences tell you about their needs and problems.
Listen carefully to the speakers. There is a good chance they are
discussing your clients’ deepest pains, and then incorporate this
knowledge into your services and marketing messages.
Although it can be quite labor-intensive, consider organizing or
helping to organize a conference. This will immediately establish
you as one of the thought leaders in your niche and expose you to
a wider audience. You do not have to do it all by yourself. Band
together with several colleagues or professionals in adjacent fields
and divide the work between you. Remember to start small. A
small but successful conference will be sure to grow as you gain
more knowledge.
Finally, Bizzabo is a free smartphone app that lets you see which
of your social media contacts are attending the same conference. It
could be an opportunity for the two of you to connect and take
the relationship a step further.
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Trade Shows
As with professional associations, go to your clients’ trade shows.
It is a fantastic opportunity to meet people who may need your
services, learn about the target market’s needs, and get fresh ideas
for new products. It is also a great avenue to develop joint
ventures, so keep your eye out for companies that you could
potentially partner up with.
If you have a booth at a show, use it to showcase your free offer
and make it worthwhile for people to stop by. One way to bring
people to your booth is to advertise it on LinkedIn before and
during the show. Most LinkedIn users won’t click on an ad, but
that doesn't mean they won’t remember that your company has
an interesting booth they want to check out. Most importantly, do
not forget to follow up right after the show.
BNI/Mastermind
BNI and Mastermind groups get together to help each other.
Remember what I said was the ideal approach networking? An
understanding that the best way to get help is to help others.
Reciprocity is a very deep psychological and social need, and no
one is likely to turn down your offer to help.
The trick is that you cannot do this as a manipulation. You really
need to care and want to help others. Otherwise, they will see
right through you.
To get help, you also need to be very specific about what you
need. Tell the group about the problem that you solve, who your
ideal clients are, and the resources that you are looking for. Paint
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a very clear picture, making it easier for others to think of ways to
help you.
Public Speaking
Public speaking is an excellent way to establish expertise in your
niche. Speaking at networking events, conferences, and other
professional venues makes people take notice and lets colleagues
and clients know that you are knowledgeable in your field.
If you are not entirely comfortable with this option, look for small
and informal opportunities. Get a group of 10 people together
who share the problem that you solve and organize a meeting at
someone’s house to give them a short 10-20 minute presentation
about the problem, and how they can solve it. Then answer their
questions.
If you’d like to develop your public speaking skills, join
Toastmasters International or a similar group. Then, once you are
ready, don’t sit around and wait to be invited to speak.

Be

proactive.

2-3

Contact event

organizers

and

offer

them

possibilities that will resonate with their audience.
You do not need to have a PowerPoint presentation, but if you do
create slides, make sure they do not distract the listeners from
what you are saying. Too much text will have them reading
instead of listening. If your entire speech is on the slides, there is
no need for you to stand at the microphone. Instead, slides should
anchor the presentation with headlines and attractive graphics,
and allow someone who walks in late to understand what you are
talking about.
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Workshops
A workshop can be the offer itself or a venue to sign clients up for
a different free offer. Free or low-cost workshops are amazing
ways to gather potential clients and allow you the chance to show
how deeply you understand their problem and prove that you
know how to solve it. To get the best turnout, make the workshop
convenient, useful, and fun. We have discussed this in depth
under events in Client ID offer section (Chapter 11).
Consider pairing up with another person from a related field to
simplify the organizing and administration. That way you can
also provide the listeners with several points of view and more
reasons to come.
If you can return to a topic you spoke about in a different forum
or base your workshop on content you researched thoroughly for
your blog, you can cut down on prep time and make this strategy
more cost-effective.
Ready to begin networking? Over the next couple of weeks, ask
friends, look in newspapers, and search online resources to find
the best networking opportunities in your area. A website such as
www.meetup.com can be of help too. In Worksheet 3.8 plan your
networking schedule for the next 3 months.
At first, start by attending different types of events. With time and
as your comfort level grows, you will find the right places for you.
Advertising – What Your Clients Read/Listen/Watch
Advertising is by far one of the most expensive channels to use.
So I would use it as the last resort.
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Remember, we are using advertising to promote your free offer,
not your business. It is not about your logo. Use template in
Worksheet 3.5 above to come up with the text for your ad. The
point is for the client to contact you for information. This way
your ad will be quite different from everyone else’s.
Below are the main advertising channels you can use:
Print/Radio/TV Ads
The cost of advertising is usually proportionate to the number of
people it will reach. Thus, to keep the cost down, advertise in the
media targeting your ideal clients, and their interests (specialty,
professional, and hobby magazines; local newspapers, etc.).
As always, make your ad stand out by making it completely
about your clients and their problems, not about yourself and
your services; and remember your logo will not further sales.
Infomercials
Traditional TV infomercials are commercials in disguise,
providing viewers information about their problem and the
possible solution.
You can use the same strategy without paying TV fees. Use a
simple camcorder to shoot short videos with tips and ideas for
your clients. Think who else may be interested in including
information about your service in their video. Alternatively, set
up a YouTube channel with these videos and share them via
social networks and your website/blog.
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YouTube videos are easily found and great for SEO if you upload
them properly (more on SEO later). Titles and descriptions should
contain keywords, and keywords must be entered in the space
provided for them. If you have a series of videos on the same
topic, collect them in a playlist whose title contains relevant
keywords.
There’s no trick for making videos go “viral,” but a good quality
video is short, entertaining and contains a clear call to action.
Advertorials
Advertorials are infomercials in print. Instead of buying an ad,
offer publishers to provide content. As always, make it all about
the clients and not about you. The best advertorial describes a
specific problem and discusses possible solutions.
Many publications charge for advertorial space, but it is usually a
better bet than a regular ad. Don’t forget to include a call to
action.
PR/Media Mentions
Appearing in a recognized media outlet gives you lots of
credibility. If you have been featured by a newspaper, on the
radio, or TV on topics relevant to your service, include this
information on your website (with links to content) or in your
marketing materials.
To

find

media

mention

opportunities,

join

HARO

(www.helpareporter.com). Every day, you will get a list of
requests from journalists looking for sources. You can respond
with a short email pitch and hopefully be included in the story.
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A new trend in journalism has online newspapers featuring blogs
by various people. Some are restricted to well-known figures, but
others are open to practically anyone with an opinion. Take
advantage of this opportunity to establish yourself as a thought
leader amongst the newspaper’s wide readership. Use a website
like

www.onlinenewspapers.com

to

identify

your

local

newspapers and check if they have an open blogging platform. If
you’re looking for a really big audience, pitch a blog post to
Huffington Post. In Israel, www.timesofisrael.com provides a
blogging platform.
Billboards
Unless your billboard is hyper-local (FREE ICE HERE type thing),
don’t expect it to get people to contact you. However, it is a good
way to introduce yourself into people’s minds so that they will
pay more attention to your direct marketing channels.
Billboards are built on images, not words. Six to eight words is a
maximum; nobody has time for more. Make your ad exciting and
clever. It has a lot of competition.
Sponsored Events
Getting exposure is not the point of sponsoring an event; having a
chance to provide your free offer is. Announce that the free offer
is redeemable only that day and encourage attendees to sign-up
then and there, using a simple form which asks for their name
and email address. This allows you to add them to your e-zine
subscribers list and continue to communicate with them after they
get their free service or product.
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Talk to the organizers to find out the best way you can add value
to the event (beyond opening your wallet) and position yourself
as your clients’ problem solver.
Direct Response
Before the Internet, postcards and letters were popular selling
tools. It is still a useful medium, especially for B2B sales.
Don’t expect one letter to do the trick. An effective direct response
campaign requires a series of letters.
If you would like to learn more, get a copy of The Robert Collier
Letter Book. After 100 years, it is still the best source for learning
about the subject.
Want to attract clients through advertising? Identify 10
publications read by your clients. Inquire if they would be willing
to receive content (articles) from you. Perhaps you know a
journalist who would be willing to interview or mention you as
part of an assignment. For example, if you provide a resume
writing service and the journalist is writing about strategies for
going back to work, you can help each other out.
Be sure to set a budget for your advertising campaign (reference
your general budget and cash flow back in the business plan in
Chapter 8). Worksheet 3.9 will be of help.
Referrals – Who Has the Attention of Your Clients
Another excellent way to get your CIDO into the hands of
prospective clients is through a “volunteer sales force” – the
people who already know and like you.
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Everybody knows that word of mouth is a great way to attract
clients. But most business owners rely on friends and family to
make a recommendation to use them. That’s wonderful, and will
be covered further on. In addition, I suggest that you let people
know that you have a free and valuable offer that they could
suggest to people they know. Maybe their friends aren’t yet ready
to commit to buy, but they are ready to sample or get more
information. See how you wouldn’t want to miss them?
Below are several strategies for using referrals. I recommend that
you proactively build these relationships. Don’t just rely on the
people you know. Networking events (earlier in this chapter) are
a wonderful way to do this!
Peer Groups
Have you ever heard the phrase, “Birds of a feather flock
together”?
Nine chances out of ten, your clients socialize with other people
like themselves. Sociologically speaking, people like to be around
people that are like themselves. Conversation flows and everyone
feels at ease. Depending on what you are selling, these
homogenous “flocks of birds” could be an amazing source of
referrals.
Sometimes, it is appropriate to approach the flock directly,
whether in person or through your marketing materials. Other
times, it is not. For example, a client of mine recently figured out
that her clients hang out in bars. While it would not have been
appropriate to leave her flyers there (due to the nature of the
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service), she decided to contact bartenders, get them interested in
what she does, and refer patrons to her free materials when
appropriate.
Colleagues
What goes for friends goes for colleagues and business associates.
You can ask your clients about the best way to present your free
offer (or your service if they are ready) to their colleagues. Maybe
you can come down to their office over lunch (with some treats)
and tell them how you can solve their unique problems (that
would be an “event”-type offer).
As always, if you are focused on helping the others (and not
focused on making a fast buck) people will be receptive to your
ideas.
Mentors
If your services are designed for children, teens, young adults, or
other people who have mentors and teachers, this could be a
powerful source of referrals (to the parents of course).
Even if you work with adults, is there someone your clients are
likely to look up to? Talk to these people and explore possible
ways to get referred in a way that the mentor feels she is helping
her mentees advance and solve problems.
Perhaps you can provide the mentor with a card explaining your
free offer and how to get it, like the cards that pharmaceutical
companies provide to doctors to be given out to patients. As
always, don’t forget a call to action.
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Service Providers
Remember the story about the bartender or the one about a
bakery and a gym? Think about whom else sells to your clients.
What do they buy before they buy from you? What do they buy at
the same time they need your service? What will they buy before,
in conjunction, or after they get your service?
Very often, people look for solutions in the wrong place or don’t
have all the resources to use it. For example, many business
owners think they need a website to get more clients and so they
approach a web designer. The problems begin when they are not
sure how to structure the site or what to write on it. Over the
years, web and graphic designers have referred quite a few clients
to me.
Worksheet 3.10 considers what other types of services your
clients buy, either surrounding the problem you are solving or for
other reasons. Then come up with a list of ten actual businesses
you can contact with a request to offer your CIDO to their clients.
Don’t forget to think about these businesses benefits too. See how
helpful your client profile is here?
All of these businesses are a terrific source of referrals and will
make great joint venture partners (coming up next). Insert
yourself in this buying stream and catch the clients as they pass
through.
Friends & Family
Do not be ashamed to ask your clients to refer their friends to you.
If you provide a valuable service that truly helps people solve
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their pain, people will be delighted to help you AND their friend
by making the referral.
Not to mention that the added bonus is that you have much less
trust-building to do.

The referral automatically builds trust.

Having a free offer to suggest gives your friends what to talk
about and their friends don’t feel obligated or scared of souring
the relationship.
“Bring-a-Friend Promo”
Offer your clients AND the people they refer to you a discount or
a perk. It is a win-win situation for all three of you. They get in for
a cheaper price and you gain a valuable client lead. This strategy
will work particularly well at gift-giving times, such as Chanuka,
Pesach, etc.
Affiliates
An affiliate is an informal sales person. Affiliate marketers (most
commonly found online) make money by referring clients to
businesses: when someone refers a paying client to you, you pay
that person a percentage of the fee you get.
What this means is that other people now have an interest in
promoting your product. Start out by looking for websites that
would interest your potential clients, but are not in direct
competition with your business. Check if the site has a blog or
ads. If it does, contact the owner and ask if they would be
interested in adding materials for a referral. This could be an ad,
banner, review, and so on.
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Help them out by providing content they can use to advertise or
review your product. The less time and energy the site owner
needs to invest in promoting you, the more likely she will be to do
it. Also, be sure to make yourself available to answer their
questions. There are many affiliate products out there, so you are
going to have to make it easy and convenient to promote yours.
As always, treat this as a relationship. It is a win-win for both
sides.
Paid Referrals
In a paid referral, the person making the referral gets a payment
or a kick-back from you. Paid referrals are illegal in the US, but
very acceptable in other parts of the world.
The key is to ensure that everyone acts out of integrity. Do not
offer to pay a commission to anyone you would not trust. As with
any referral, make sure you provide excellent service, so that you
do not lose the relationship with the referrer.
Are you going to cultivate referrals? Worksheet 3.11 will get you
organized in search of the right people for building a referral
relationship.
See, this wasn’t so bad. By picking 3-5 marketing channels of the
26 listed in this chapter, you can start getting your free offers into
the hands of potential clients.
You can now turn off all the marketing hype around you and
concentrate on your work.
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Chapter 12
Build your Like and Trust Factors
People do business with people they like and trust. No matter
how wonderful the product someone is offering, if they are not
trustworthy or likable, they will not be successful for long.
Even before you start building your potential client list with the
help of a CIDO, you can use your existing contacts to spread the
word about your services and about your free offer. If you do not
have a contact list and you are not sure where to begin, start with
the people in your social circle. Make a list of about 100 people
that you already know and trust, reach out to them, and tell them
about your business. You can use a spread sheet to organize these
connections and contact 10-15 of them a week by mail, email, or
phone.
The second list you will work on is the list of potential clients who
contact you for your free offer. The beauty of allowing people to
self-select (“Over here - I am interested!”) and then sending them
a free/ low cost sample of your product is that now you can build
a contact list of people truly interested in what you are offering
and continue the conversation. You can use online tools like
Mailchimp, MadMimi, and Aweber to record their contact
information if they sign up for your free offer online (see E-zines
in the previous chapter). Otherwise, build a spreadsheet or enter
the information of people who contact you into Google Contacts.
Be sure to label them as “potential clients”. Google Contacts
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actually allows you to apply as many labels as you want to
contact.
From now on, anytime anyone contacts you about your business,
ask them for their name, phone number and email, and record the
information. Ideally, you should have a system (for example, Estie
Rand suggests having a page in your calendar for recording
contact details, which then get transferred into Google Contacts or
a spreadsheet).
Once your client has self-identified, it is time for you to do two
things:
1. Prove to them that you are trustworthy
2. Prove that you can solve their problem
In this chapter, we will discuss how to reach both goals.

Credibility Builders
People look for several signals when assessing your credibility.
And no, your diplomas are usually not one of them (besides
certain fields like medicine, law, accounting, and such). These are
your marketing collateral – for the purposes of this chapter we
will look at 3 ingredients: business cards, website, and books.
Business Cards
If you are going to make the most of any networking opportunity,
you need to be prepared. And if you want to have any chance of
people remembering who you are and how to contact you, you
are going to provide them with your business card. Check out
Worksheet 3.12 to learn more about what to include on your
business card and how to design it for maximum impact.
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Website
Your website can act as your online business card or it can operate
as an entire marketing system. It all depends on how comfortable
you feel using online tools. Whether you are an absolute beginner
or a seasoned web designer, it is crucial that you recognize that
your website must be a professional representation of your
business. It is live 24/7 for the world to see.
If you are a beginner, Wix, SquareSpace and WordPress are a
good place to start. These platforms allow you to easily set up a
website without any programming or technical knowledge. Premade templates remove the need for graphics talent as well. Wix
is more limited than WordPress, but its strength is that it is
specifically built for e-commerce. WordPress is the best choice if
your primary use of the website is as a calling card and/or as a
blog. However, if you also want to use WordPress for ecommerce, simply add a plugin such as Marketpress or
Woocommerce.
A proper WordPress site would require a learning curve. At the
same time, there is a wealth of tutorials online on how to build a
WordPress site without coding. The Headways theme, for
example, allows for a very flexible website design without any
need for coding skills.
SquareSpace is another platform that is easy to use and
incorporates some excellent features; it also functions well for
blogging and e-commerce. As opposed to WordPress and Wix,
SquareSpace is not free and charges a small monthly fee, yet it
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comes with a free domain name and excellent customer service
from employees of SquareSpace.
One costly mistake many first-time website builders make is
hiring a company, which creates a custom website database from
scratch. This is perhaps the most expensive way to build a website
and it does not even work as well as the open source platforms
like Wix and WordPress. Not to mention that any changes you
want to make to the site will require contacting the developer and
paying for his or her time. Your website should belong to you and
you should be able to make all the minor adjustments and add
blog posts. A developer should only be involved in big projects,
everything else should stay in-house.
Whatever you do, make sure your visitors can figure out all of the
following in 20 seconds or less:


What problem you are solving



What products or services you are selling



How to get in touch with you

Website content must be clear and concise, a bit like an elevator
pitch. The goal of your homepage is to make it crystal clear to the
visitor that you are talking to him and solving his problem. The
important information should be upfront, since only those whose
attention you have grabbed are going to click on the other pages.
Website Structure
A standard website has about 5 pages, they are the following:


Home Page: also known as your site’s primary landing
page, it expresses your business’s compelling message,
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features any time-sensitive information, and has a
subscription section so that visitors can access your CIDO.


About Page: this page is where you show the human side
of the business, while still maintaining a professional tone.
Think of incorporating pictures of staff, a short history of
the company and a description of what drives and
motivates you.



Service/ Product Page: this is the sales page of your
website. Here, you will feature all your products/services
along with a description and prices. Be sure to incorporate
all your products and services from all levels of your tiered
pyramid, an option to buy and an option to contact you if
they need more information.



Testimonials/Samples: offering past client testimonials
and CIDOs or product samples helps reduce the risk your
clients face when contracting your services.



Contact Us: the last page of your site is your contact page,
where you ideally provide multiple ways to get in touch
with you (phone, email, and contact form).

If you are selling products on your website, there are a few
important rules to remember:


Checkout must be simple and quick. You do not want your
customers giving up mid-process because you have tired
them out.



Product descriptions matter. Do not put your customers to
sleep with boring descriptions that mention dimensions
and colors and little else. Make your product seem
irresistible so that Buy Now button gets clicked on.
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Yes, you need a Buy Now button. Do not make people
guess how to purchase your products.



Allow people to pay in multiple ways. Some will prefer a
credit card, while others have an account with PayPal or
one of the other payment gateways. Accepting multiple
currencies will also pave the way for more sales.

SEO Optimization
SEO (Search Engine Optimization) helps people find your site
when they enter search topics into search engines such as Google
and Yahoo. SEO is both complex and extremely effective, so if you
want to get more clients through your website, you need to learn
how to do it.
You may have heard the terms: keywords, keyword phrases, or
longtail keywords. Basically, they all refer to the topic of what
your site, page, or post is about. When a user searches for a topic
on Google or Yahoo – or any search engine for that matter – the
search engine has to come up with search results that are relevant
to what the user typed in. For example, if I type in pink socks, I
will get a list of results that are highly related to that topic. The
more related the website, the higher it ranks in my search results.
So if you make hand-dyed pink socks and you notice that your
website does not show up within the first five pages of the Google
search results, what can you do? Lots of things! The first of which
is to add keywords so that Google recognizes what your site is
about and can show interested users where you are on the web.
Does that make sense? SEO is all about helping search engines file
your site in the proper categories so that they are easier to find in
search results.
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For starters, consider what words people may use to search for
your service (put yourself in your clients shoes). Try to be
creative. Check your hunches with Google AdWords Keyword
Tool, to see whether anyone is searching for these phrases. There
is no point in optimizing for phrases that describe your business if
users are not searching for them. Google AdWords also tells you
what kind of competition exists for these keywords, so you can
concentrate on the keywords you actually have a chance at
ranking for. A well-known secret amongst SEO professionals is
that if you download the AdWords results into an Excel file,
competition is ranked from 1-100 instead of just High, Medium
and Low, giving you a better comparison between phrases.
Longtail keywords are long and specific search terms and they
generally yield better results than short terms or single words.
When your site includes longtail keywords in the text, you are
likely to show up in the search results for those terms. This is
known as ranking. It is easier to rank well with longtail keywords,
because the search term is much more specific.
In fact, most people search for very specific terms because they
know that a broad term will not give them the answers to their
questions. Google reports that 15% of queries searched each day
have never been seen before by their search engine. That is a lot of
longtail keyword love!
Besides the Google Keyword Tool, another way to find longtail
keywords is to use the Google search autocomplete. Since Google
autocompletes are based on common searches, if you start typing
a phrase, you will get a number of suggestions that should go on
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your list of potential keywords. You can also get keyword ideas
from Wordtracker’s free keyword tool.
Once you enter phrases that you thought of, Google AdWords
provides you with tons of suggestions, some of which are highly
relevant. Download everything to a spreadsheet; eliminate all
keywords with very high competition and very low searches. (I
will not give you a number because it is different for every niche
but you will know what to eliminate when you see it.) Now go
through the remaining keywords and get rid of the ones that do
not describe your business. Pick the best ones out of the terms that
remain and use them in your website text, page addresses, and
picture captions. This is known as optimizing your site for specific
keywords.
Each page should have one to three keywords used on it. The
most important keyword on the page should appear in the page
title, URL, and image name.
Sometimes, beginners think that it is a good idea to use headers to
make their page look pretty. What they do not realize is that each
time they designate a phrase as Heading 1 or Heading 2, they are
sending a message to Google about the subject of their page. If the
topic of your page is not “Elephants cannot jump” please do not
make it a header. Change the font size or use bold to emphasize
the phrase instead.
If you have a WordPress site, check out Yoast. It allows you to
shorten a too-long title in the search results and to write your own
“meta description” for each page. You know when you search in
Google; each result shows two lines of text under it. That is the
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Meta description. If you do not choose one for your page, Google
will pick a snippet of text on its own. Usually, that is the first two
lines of your text, which may end up getting cut off mid-sentence.
Since searchers decide what results to click on based on what they
see in the Meta description, it is worth a few more minutes of
your time to write your own Meta description.
A great resource for beginners to SEO is the Free Beginner’s
Guide from Moz (http://moz.com/beginners-guide-to-seo).
Writing a Book
Although time-consuming, writing a book is the hands-down best
way to gain credibility (even better than a PhD). If you can put
some ideas down on paper, a ghostwriter or a dedicated editor
can turn the jumble into a gem.
For WordPress bloggers, Anthologize is a terrific shortcut for
turning posts into a book.
Another possibility is getting contributions from different people
and organizing them in an anthology or mixing with your ideas.
Just be sure to give proper credit to everyone involved.
Finally, you can write a chapter or being a source in someone
else’s book. HARO (mentioned above under PR) often lists
requests for sources to be quoted. If you know a potential author
writing about a related topic, offer to help her in exchange for
inclusion. Do not forget to reuse the content as downloads on
your site, as free offers, or as blog posts. Add a link on your
website to a site such as Amazon, so your readers can purchase
your book.
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Even if your book is not accepted by a publishing house, you can
self-publish via Blurb.com or Lulu.com. (Just do not expect to
make it to the New York Times bestseller list).
Establishing Yourself as a Problem-solver
Now that your clients believe you are personally trustworthy,
they still need to be convinced that you can solve their problem.
This is very simple to do. In fact, you already know how to do it
from the previous chapter. That is right, by using mediums such
as mail, email, events, and social media; you are able to share
valuable information with people that need it. They will both
enjoy learning from you and simultaneously come to view you as
an expert in your field. That ensures that when they need more
information than what you are giving out for free, they do not
need to search for your contact information (they will not do that
anyway). Instead, since they already know a lot about you and
trust your expertise, they will come to your business to buy.
When sending information out to your clients, one of the most
important things you can remember is to always be authentic. Use
your authentic voice and only make contact when you truly have
something valuable to contribute. Follow that advice and you will
soon have a large community of clients who love your business
and trust in your ability to help.
Testimonials
Hearing from other people about the success they have had with
you is also very important. You can do so with the help of
testimonials. A good testimonial is like a verbal before/after
picture in a diet ad. It describes (or implies) what the problem was
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before the client worked with you and shows the amazing specific
results they got after you came to the rescue (remember MDR?).
The best testimonials include the real name and location or
website/link of the client. If you can include their picture or logo,
all the better. Needless to say, you have to ask for permission to
quote clients if they communicated their praise privately.
Testimonials are a must on your website, in brochures, and flyers.
You can also request clients to send video testimonials (even if
recorded on Skype) or help them by coming over with a camera.
Do not wait for people to praise you. You can be proactive and
ask for a testimonial if you know the client is happy. You will
actually have a greater chance of getting one if you suggest
writing the testimonial for them and sending it for their approval.
And when someone shares how helpful you have been, use the
opportunity to ask them for it in writing or ask their permission
on the spot to use that as a testimonial. Do not worry. Happy
clients will be only too happy to help you.
Worksheet 3.13 will help you work up the courage to ask for
testimonials or write them for clients.
Social Proof
Social proof is when people look at what other people are buying
to make their decision. If you can show that other people and
companies have enjoyed your service or are willing to have your
name associated with theirs, do it.
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If you engage in public speaking, listing the places you have
spoken is one way to create social proof. Displaying logos of
companies

who

have

used

your

service

(even

without

testimonials) is another.
This is a great place to get creative, but be sure to respect the
privacy of those who are not interested in having their
information shared.
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Chapter 13
Offer for Closer Contact
Once you have constructed a thriving social network – whether it
is online or within your immediate geographic community – you
are in a position to make an offer for people to move even closer
to your business.
This is a theme we have discussed several times, so I am sure you
are going to be a seasoned pro by the time you need to apply
these practices in the marketplace. However, I cannot stress
enough the value of first establishing a connection, then making a
low risk offer or giving a low cost sample, and beginning the sales
conversation only after establishing your credibility or when a
client has made it clear that she is ready for it.
In terms of networking and social media, once you have
established that you are the beneficent expert that authentically
cares for your customers, it is the perfect time to offer people an
opportunity to participate in a free session or consultation.
This ties back to the cookie analogy we saw in Chapter 1. When
you find yourself with a house full of hungry guests, do you give
them free range over the refrigerator or do you offer them a plate
of steaming hot cookies with gooey chocolate chips, and a
heavenly aroma? Cookies all the way!
You now have a choice of offering your clients to buy into a paid
service (if they have only been getting freebies until now) or
buying a higher level service. If you are selling a high value
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product with a personal touch, you will need a sales conversation
with the client. This is where a free consultation comes in.
Just to be clear, I do not believe in free consultations that are a
sales pitch in disguise. As you will see in the next chapter, even if
clients decide not to buy from me, they walk out of a free
consultation with a much clearer picture of their next step than
what they had before.
When your clients show an interest in your free consultation or
free service sample, it is time to show them the best that you have
to offer them. They have opened the door for you to enter their
lives, now you need to prove just how much you value the
opportunity and how much you deserve to have their confidence
and trust.
That is what your offer for closer connection is all about. Earning
a place in your client’s life and proving that she is better off with
you on her team. Does this sound like something you can do? I
hope so, because it is time to tackle Worksheet 3.14 and come up
with three potential offers for closer connection.
The reason is that they are already on your list and in your funnel;
they are going to reach out to you when they are ready to buy in.
You do not have to push, pull, nag, or jump on them.
And once you set up the time to talk, you can sell them in a way
that will blow their minds. Because instead of selling like that evil
guy that uses all kinds of tricks to get you to sign on the dotted
line, you will authentically care about what they want out of the
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purchase. You will care about their needs, their wants, and that
one unique problem they are trying to solve.
People like what you are offering otherwise they never would
have raised their hand in the first place, and when you
accompany them during the time it takes for them to make their
final decision, that is when you gain their trust.
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Chapter 14
Understand Their Wants and Needs & Close the Sale
On a scale of 1 to 10, how much do you enjoy giving a sales pitch?
Many small business owners that I work with would prefer
suffering through a root canal rather than trying to close a sale.
The word I hear most often when it comes to sales is "convince."
Entrepreneurs ask me:


How do I convince the client to buy?



How do I convince them to buy from me?



How do I convince them that I can fix their problem?



How can I convince them that it is worth the money?

The short answer is that you do not and you cannot. You cannot
convince anyone of anything. In fact, you cannot make anyone do
anything if they do not choose to do it themselves. The client is in
control of his thoughts and already has a deep-seated need that is
tugging at his emotions. Even the most skilled salesperson or the
most compelling advertisement does not have the power to create
a need, or convince anyone of anything.

The idea of thought

control is completely impractical, unless you are running a cult.
But I am just going to assume the only thing that you are running
is a business, in which case we can proceed.
The long answer is that the only way to convince someone is to let
them convince themselves.
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The reason a sales conversation is called a “pitch” is because once
you tell the client why she should buy from you, she starts batting
or telling you why she really should not. But I promise that there
is a much better way, let me walk you through it.
Traditional sales tactics try to shove the product down the client’s
throat. Yuck. Most people are completely turned off by such an
aggressive approach – I know I would be. That is why I focus on
building an authentic connection with the client to really
understand why this purchase matters to her.


Why is this purchase important to you?



What are you going to get out of it?



What are your needs?

Only once you understand her needs can you show her how her
needs and your solution match up perfectly. Imagine for a second,
a doctor prescribing medication to a patient that has not even
described his symptoms. Can you see how ineffective that would
be? Can you see how you might second-guess whether or not he
has your best interests at heart?
The overwhelming majority of people need time to commit
themselves to buying something. Even if they need it badly, they
need to be convinced that you are the right person to solve their
problem, that you have their best interests in mind, and that they
cannot find the same thing elsewhere cheaper, faster, or more
conveniently.
Have you ever asked yourself how police investigators convince
criminals to hand over information, admit to crimes, or implicate
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their pals? A police investigator recently shared with me just how
he accomplishes this and I think his answer was astoundingly
simple. The number one trick taught to investigators is … to ask
questions.
The person asking the question drives the conversation. The asker
is the one with the most power. This seems completely
counterintuitive and certainly flies in the face of the typical sales
pitch scene with the slick businessman armed to the teeth with
persuasive prose and a thousand reasons why you should buy
into his scheme. We tend to assume that the person asking the
questions does not have the answers, but in this case, the person
asking the questions is fairly certain of the answers and is simply
trying to lead the defendant to find them herself.
Consider the following household example shared by Coach Yael
Zaltz. If a parent asks a child what she wants to do today, the
child is the one who has to come up with the activity and the
parent then gets to approve or veto the suggestion. On the other
hand, if the children ask the mother about the entertainment plan
for the day, the mother has to satisfy the kids’ whims.
In Hasidic thought, a good question has half the answer in it. That
means that the questions are purposeful and lead the
conversation to a productive goal. The conversation creates
learning for both people engaged in it.
What this means is that instead of telling the client what she
needs to do and doing all the talking yourself, get rid of the sales
pitch and begin a sales conversation. A conversation is a two-way
street and you are going to stick primarily to questions. This way,
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instead of selling to the client, you essentially let her sell to
herself.
For example, let’s say you are a web agency contacted by a client
who wants to sell more of her gadgets. Consider the following
possible scenarios of how you can go about selling your services
(do not take this as a commentary on the pros/cons of social
media and PPC):
Client: I want more buyers for my service. What do you
suggest?
Web agency: I suggest that you get a website featuring your
service and promote it with a blog and a social media
campaign.
Client: I do not know how to run a social media campaign
and many of my friends told me it is not worth it. I just do not
feel like I have the time. I hear Pay per Click is a better option.
Web agency: You do not have to run a social media campaign
by yourself; we would be happy to do it for you.
Client: But you do not know anything about my gadget or my
clients! In fact, you have not asked me anything about my
business at all!
Or
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Web agency: You said you want to sell more of your gadget.
What

options

have

you

considered

for

doing

that?

Client: Well, I know I need a website. Many of my friends
also get exposure for their businesses with a blog. I know
other people use social media, though I am less comfortable
with that, but I know Pay per Click seems to work for people.
Web agency: What makes you feel uncomfortable about social
media?
Client: It is a time drain and I do not want to get sucked into
it.
Web agency: I hear you. Social media can be a great
marketing tool, but it does not seem right for you at this time.
Why do you think PPC is a good solution?
Client: I can control the costs and I do not have to “babysit” it
24/7. Also my friends have had success with it.
Web agency: So you said you want a website, blog, and PPC
campaign. Would you like to hear how we can set you up
with that?

See the difference? In the first conversation, the client rejected the
web agency's idea, because it was not right for him, but the
agency had no clue about that. They were not humble enough to
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ask the client about his needs. Secondly, since the agency
proposed the idea, the client only had a choice between saying yes
or no. His decision was based on considerations that were not
covered in the conversation.
In the second example, the client himself made the suggestion and
shared his preferences. He also got to explain why he thought one
option was better than the other. Instead of the agency selling him
the idea of constructing a website and a blog, the client
singlehandedly sold the idea to himself. The agency simply acted
as a sounding board and guide.
In addition, no service is absolutely perfect. There are always pros
and cons. In this example, even if the social media campaign (or
whatever you sell) is a great solution, it may not be the right one
for this client. You need to know enough about the client to be
able to weigh the pros and cons, but you cannot do it if you do
not ask the client about his considerations.
Finally, once the agency gets into an argument with the client, the
client automatically switches into defense mode. He also feels that
the agency does not understand him; therefore, there is no way
the agency can leave this conversation as a winner. Do your best
to show him that your product is in alignment with his needs, and
then leave the rest up to him.
You also should not be afraid of rejection. In some cases, you will
lead the conversation in exactly the right way, but the client still
will walk away empty handed. That is normal.

Your client’s

decision is based on a million factors, many of which you are not
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privy to, and many more of which you have absolutely no control
over.
If you want to “convince” your clients to buy from you, stop
talking and start asking. Your job is to understand his needs and
have him articulate his needs to himself. Instead of the sales pitch,
try these six steps to a constructive sales conversation.

6 Steps to Effective Selling
1.

Start with the end in mind - Before you begin a sales talk
(or any other conversation for that matter); consider where
you want it to end. What do you want to walk away with?

2.

Focus on your client - The way to get the client to agree to
your end goal is to make it very clear for both of you that
your goal is in the best interests of the client. If your goal
and the clients’ goals do not align, then you are not the
right person to serve them. Assuming that you are looking
to conduct an honest business, the first priority of the sales
talk is to make sure that you really have what it takes to get
the client to the place she wants to get to. If no, you will
save yourself a lot of aggravation by referring the client to
someone else.

3.

Get the client to tell you what she needs - Ask the client
about her ideal situation, the one she dreams to achieve.
Ask too what she has done until now to get there and what
have been the obstacles. Ask her what she thinks a good
solution includes and what it does not include. What
would be a deal breaker for her? Why?
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4.

Clarify your client’s thinking patterns - If a client is stuck
in a wrong thinking pattern or is making a mistake, ask her
why this is important or suitable for her. Once you
understand why she is opting for a certain approach, you
may reveal circumstances of which you had not been
aware. If you are convinced that a different option is still
better, you can ask her about it. Possible questions could
include:
Have you considered the possibility of....?
Are you comfortable with doing………?
Why are you un/comfortable with it?
If we could make this possibility work without this
problem, would you be interested?

5.

Summarize - Summarize what the client said and make
sure you got her right. It will make the other side feel
understood and more importantly, it will show that you
paid attention and took an interest in her ideas. This is
important for building trust.

6.

The next step - Tell the client what you think she should
do and why. Show her how your recommendation will
help her get exactly what she wants and avoid the obstacles
she does not want to meet. Let her ask questions.

Worksheet 3.15 presents a script you can use in your free
consultations and pressure-free sales conversation.
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Chapter 15
Provide an Excellent Experience
Many new businesses believe that once they make the sale, the
pressure is off – wrong! Your work has only just begun. Now,
your job is to provide an excellent experience that not just
delivers, but OVERdeliver on the wants and needs of your clients.
Only an excellent experience ensures that your clients want to
come back to you, buy from you again, and generate referrals.
One of the things I encourage my clients to do is to think of their
product or service like an assembly line. What happens to the
client? How does she experience your product/service every step
of the way? You need to structure your service around what you
know the client wants.
By this point in the process, you have already formed a fairly
intimate relationship with your client, so preempting their needs
should be much easier than trying to anticipate what would make
a complete stranger happy. Use all the information and insights
you have gathered to anticipate what would qualify as an
excellent experience for each particular client, and then use the
considerable resources at your disposal to deliver.
Remember these three points the next time that you try to create a
truly excellent experience for your clients:


Overdeliver
You have already given your clients a taste of your
company’s quality – whether it came in the form of a CIDO
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or in the form of a personal conversation. Therefore they
already anticipate that you are going to come through for
them. Pleasantly surprise them when you go one step
beyond and offer additional takeaways, continued support,
or increased value in some way. When you offer something
unexpected,


your

clients

walk

away

delighted.

Stay in Control
Though, you are putting your client’s needs at the center of
the conversation, it is also important to remember that you
have the final word. You are the one who decides what to
over deliver on and what would simply be too much to
give away.



Navigate the Unexpected Request
How you handle unexpected situations is your company’s
mark of excellence. All the planning in the world cannot
prepare you for the curve balls that some clients will
throw. How you maintain course even when their requests
throw you for a loop shows just how savvy a business
owner you are.



Stand your Ground
Over-catering to your clients’ needs in this way does not
mean that you have to let your clients walk all over you. In
fact, in order for you to earn and maintain their respect,
you have to set some boundaries. When you cannot supply
the thing they are looking for, talk with them honestly and
openly. If you have constructed an authentic business, you
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should have nothing to hide. You can use phrases such as: I
understand you were looking for….” Or “I wish I could
help, but …” And if all else fails, simply refer him to
someone else who could possibly provide what you could
not. Do not be afraid to lose a client by referring him. Even
though the business does not stay with you, you are still
providing a valuable service.
When you successfully provide an excellent (and I mean truly
excellent) experience to each one of your clients, you can ensure
that they will keep buying more of the same, or buy more of the
top tier products; or, they send their friends along so that you can
add them to your steady stream.
I would guess that probably 95% of businesses tell me that the
majority of their clients come from word-of-mouth referrals. That
is music to an entrepreneur’s ears. Why? Because word-of-mouth
is probably one of the best ways to get clients – it is fairly cheap
and they trust you the minute they arrive, because they already
have proof of your excellent work.
Worksheet 3.16 will help you envision your client’s work with
you like an assembly line. Use it to structure the experience.
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Chapter 16
Word of Mouth, Upsell and Joint Ventures
So, let’s recap where you stand now. You have closed the sale
using the Seven Steps, you have OVER-delivered on your
promised and surprised clients by providing more value than
they ever expected. So…now you can climb into bed knowing
that you completed a job done right?
No, not exactly. After you deliver whatever product/service you
promised, it is time to squeeze a little more additional value from
the sale. This additional value will ensure that your business is
not fed by only one single sale, but instead, it is nourished by a
steady stream of clients that are in love with your product, trust in
your quality, truly appreciate the value that you add to their lives.
I like to think of this as the client generator. It does not require
any additional advertising or MBA-only tactics - just simple tips
for gaining real marketing momentum from every sale. Does that
sound like something you are interested in? Let’s dive in.

Create Word of Mouth
Creating word of mouth is one of the most valuable ways you can
support your business. Most business owners know that word-ofmouth is the best way to market, but they think it just “happens.”
You have worked hard to close the sale. You related with your
clients, discover their unique problem, educated them on the
business’s unique solution, accompanied them as they circled
around the funnel, and closed the deal. Well, this is the point at
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which you get to take a bit of a back seat and allow your clients to
do the selling for you.
Though, referrals may seem haphazard (you do not know who or
when someone is going to refer you), there are proven strategies
that you can use to prompt your clients to refer more people your
way.
Now, before we dive into this topic, I have to offer up a little
warning. Word of mouth has both a positive and a negative side:
over-deliver on an excellent experience and you will be adored in
the gossip column and revered amongst your client groups, but
fail to deliver or treat your clients with anything less than the
utmost respects…and prepare to feel the consequences.
Therefore, providing excellence is absolutely fundamental to your
ability to generate word-of-mouth marketing. But here are some
other proactive tips that you can implement and support your
past customers in becoming client generating machines.


Give clients something to display/conversation pieces
Providing

past

clients

with

marketing

collateral,

certificates, thank-you gifts, or branded materials is an
excellent way to keep you visible in their lives. A small
business owner I know used to give branded mug to all her
past clients and service providers. That way, every time
they drank a cup of coffee, my friend’s logo was present
and visible. There is a fine line between visible and
obnoxious. For them to keep it, your gift item has to have
some

real functional or visual value or be unique.
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Give clients ways to talk about you
Offering your clients coupons and special discounts that
they can pass on to their friends is an excellent way to
make sure your business comes up in conversation. For
example, if you are hosting an event you may consider
offering your past clients a coupon that can be divided into
two parts: 10% off for the client, and 10% off for their
friend.



Offer clients to hold events as a bonus for them
If your product/service is sold primarily in a specific
geographic area, you might consider inviting past clients to
host one of your low cost events (Refer to Chapter 11 for
more information). This could be a free session held at their
home and open to all of your client’s friends.



Give clients kickback for referring people
Finally, the most traditional word of mouth generator is
offering your clients a gift every time they refer you a new
client. I find that the most effective thank-you kickback; it
is a discount on one of your upper tier products. It shows
your appreciation, provides value to your past client, while
at the same time encouraging them to become more
involved with your company (and chances are if they are
sending you referrals, this is exactly what they would like
to do).

No it is your turn to proactively seek referrals and get more
people into your marketing system and steady client stream. As
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you collect names of potential leads, compile all the names into a
single document so that you are able to follow-up with each one
as it is necessary.

Use Worksheet 3.17 to get started.

The

enclosed disk also includes a spreadsheet template for managing
your contacts.

Upsell
Upselling is generating another sale from the same clients as they
become more involved in your business. This is when your tiered
product pyramid comes in. If upselling is something that you
tend to shy away from, remember that you are only proposing
additional purchases when you authentically believe that your
client will benefit from your products and services.
Here are some tips you can use to suggest the additional
purchase:


Client Checkups
After a client has made an initial purchase, stay in touch
with her to see how things are working out. Reach out to
her with a personal e-mail or telephone call, and ask how
she is doing and if you can be of help.
For example: “Hi Shelly! I just wanted to reach out to you and
see how your new business card is working out for you. Have you
gotten any responses about the new look? Do you have any
questions or can I be of help in any way?”
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Continuously Network
Even after your client’s first purchase, it is your job to stay
with them and continue to provide value in any way that
you can. This may take the shape of proactively referring
them to interesting contacts that could be of assistance, or
sending them information that relates to their unique
business or problem. The idea is to stay helpful and stay
relevant. One way is to take note of interesting articles and
opportunities. Then go through your contact list once a
month and send the relevant information to each past
client.



Offer Clients Additional Services
When you have a service or product that you truly feel
would be an excellent fit for your client, it is perfectly fine
to suggest they make an additional purchase. As long as
you approach the conversation from the standpoint of
wanting to help rather than wanting to sell, chances are
your client will be thankful that you reached out to her.
For example: “Hi Rachel, I was so glad you joined us for the
workshop the other day, and I am sorry I did not have more time
to talk with you personally. You brought up some really big
issues and I wanted to let you know that if you are interested in
working through some of them, I would be happy to talk with you
during private sessions. Let me know how I can help!”
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Joint Ventures - Get others to sell for you
In Chapter 11, we saw how other people can help you promote
your free offers. In this section, you will learn how to get other
people to sell for you. Literally.
Bonus Coupons
Remember when we discussed the importance of uncovering
what other businesses already have your clients’ attention? Make
a short list of service providers that already target your clients
and print some discount coupons that you can give to the
business to give to their clients as a bonus when they make a
purchase.
Your partner will be happy to be able to give her clients an extra
reason to buy. And the best part is that they now have an
incentive to check you out as well.
Gifts
This idea is similar to the bonus coupon. Offer your partners to
give their clients a free gift with every purchase, provided that
they stop by your business. For example, a client buying a dress
at your partner’s store can get a free necklace by visiting yours.
Triangulations
A triangulation is any deal that involves three parties. For
example, let’s imagine that you sell software for lawyers. You
provide the software program to a law office, which gives
consulting to an accountant, who in turn does your tax reports.
Depending on how it works, you may or may not make money,
but you can get in-kind services you need without paying for
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them. So even though extra cash do not enter your cash box, your
business is still saving money on the deal.
Package Deals
Sometimes you cannot serve a particular market alone, but you
can when you work with a different company. A situation like
that is a wonderful opportunity to create a package deal.
If you and your partner sell to the same people, packaging your
products together can be a fast way to boost sales. This is known
as a 1+1 deal.
Can’t get rid of your inventory or fill up your schedule? Offer
clients a 1 + 1 deal together with a different company and split the
proceeds between you.
Commission Sales
This is similar to paid referrals. Offer other businesses selling to
your clients a commission (a percentage of the sale) for every
referral or sale they make for you. This turns other businesses into
your on-the-ground sales people, and when you offer a paid
incentive, you can be sure that they are motivated to mention
your name and send you clients.
Inventory Placement
When eyewear company Eyebobs had a hard time selling their
cool reading glasses, its owner had the bright idea of putting up a
display case at a nearby men’s boutique. Two weeks later, she had
to restock the display – everything had sold out.
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Placing your inventory in a store selling related products or
servicing similar clients can help you sell more or test a new
market.
Are you ready to come up with a creative joint venture plan to
leverage your relationships and help everybody win? Go ahead
and complete Worksheet 3.18.
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CONCLUSION

WOW! You have come a long way!
Now that you have completed the entire study course, you should
be on your way to building an exciting successful business – one
that fulfills your life’s mission. A business where your best skills
shine and your lesser ones get developed. A business that is a
reflection of your new constructive thought patterns.
A business in which you can learn a whole lot from mistakes and
what other people call “failures.”
A business that is unique and positioned to solve the most
pressing problems of your clients.
A business that provides you multiple income streams from
varied products.
A business that allows you to build collaborative relationships
instead of competing in a shark tank. A business that is structured
and planned, yet flexible enough to allow for changes.
A business with an organized, effective, and low-cost marketing
engine that brings a stream of steady clients. In short, is this the
business you were dreaming of when you first picked up this
book?
I hope so. I hope that together we have built a Business You Love

All the best,
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