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How Your Business Passions Drive
Your Market to Profitable Actions



about Dru

1) Will always be exploring.
2) Designing his whole career since studying Journalism.
3)13 years in web design, 10 with own company



Frustrated by flat sales-
Confused how to differentiate your business-
Sick of throwing money at SEO without results-
Tired of working so hard and your WEbSIte not helping-

Have lOAds of passionwutlack profits-
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products
& services

e \What exactly are your products and/or services?

How did you start providing these product and/or services?
What excites you the most about these services?
Are you the exclusive provider of this product or service? Who else?

What differentiates your products and services from other options?

From your responses isolate some enlightening words and phrases describing your
products and services?



customer
outcome

Describe your customer in general.
Describe your perfect customer. Include specifics of age, gender, socio-economic status.

What problems do your perfect customers have connected to the solutions you offer?
What broader problems do they have, still related to your solutions?

How do your solutions change their lives?
What are some horror stories of negative outcomes from the competition?

From your responses identify 5-10 negative before-solution emotions and 5-10
positive after-solution emotions.

Describe your execution ProCess.

Expand this process to also include the sale from introduction to transaction.

Expand this process to also include steps currently taken after the sale, leading to reviews,
referrals, and more sales.



market &
community

Why do you like the market you serve?
What interactions are your favorites?
Describe your market.

What makes this group of people unique?

What unique aspirations do they have?

What unique needs do they have? Outside of your products and services, what is their
biggest need?

How do you identify with this community?

How do they interact with each other?
What events do they attend and/or are attracted to?



staff &

culture

Describe your staff hierarchy and roles.

How does each role contribute to your success? Any role especially vulnerable to being a
weakness?

Who is in each role?

What is special about each one? How does each uniquely contribute?

What are their biggest needs?
Describe your business culture? VWWhat is prioritized? what is penalized?

What are your plans for expansion? What needs to happen first?
Describe your application process. What are key questions that you ask?

Describe your retention strategy. How do you take care of staff?
What other intangibles can you mentions that make staff feel like they belong, contribute and are

appreciated?
How do your customers relate and respond to the culture that you have created? Tell some

stories.



greater
cause

what DIgger cause draws you?

How is this cause changing lives?

What are their biggest needs?

How do they currently meet these?

Do you have other ideas how to meet their needs?

How does the cause or the needs relate to your products or services?

How can you and your community (staff, customers, followers, etc.) help most immediately?
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Your marketing success is grounded in your
passion but begins with the concerns of your
market. We'll get back to your passions in a
moment. We need to focus on your market
and then how your passion relates specifically
and uniquely to theirs.

Describe your market (customers) generally.
Who do you feel most readily responds to your
offer(s). Age ranges, sex, social status,
economic demographic.

What do they struggle with, or yearn for, the
most? Write about ideas, stories, experiences.

Likely you just brainstormed some insightful
ideas. Now list simply each pain, so we can
build on these insights.

passion

Passion / Motivation

Indicators Repercussions Emotions
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vision

Vision / Solution

Negative Emotions Positive Emotions




Process Distinction

Passion / Vision / Unique Touch

Emotions

e Meet

e Pursue/Qualify

e Acquire

e Intake

e Evaluate

e Solve

e Perfect

e Deliver

e Review

e Repeat

Your Process Is Also Your Brand & Your Marketing
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People have many
anxieties regarding
engaging with you.
Sticking with the
specific values
identified above, for
each, what scares
them? Fears can be
based on insecurities,
past experiences,
stories of others, etc.

What are the specific
anxieties that you have
identified? List them
simply.

For each anxiety, we
should have a remedy.
Even better, we have a
remedy that relates to
your unique values. For
each anxiety, how do
your values match up?

anxi
eties

Anxieties

Anxieties

General (profession)

+ Emotions

Remedies

Confidence,
Security,
Hope

Specific (individual)

Confidence,
Security,
Hope
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Friction & Incentives

Think of an obstacle course.

Friction Incentive Strategy

Time

Energy

Focus

Agility

Clarity

The Better Incentives Relate Directly to Friction and Relate Directly Passion/Vision




What Opportunities Do See
for Your Business?

For Your Marketing?

For Your Website?
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What's Your Offer?

Know
Like
Trust
Engage
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