
A Little Bit About Tania

She's been a business and real estate attorney and advisor for over two decades.  She's been assisting in opening business outside of Florida and business around the world - so she has no delegation of geography. 

She helps her clients stay on track to meet their goals and we're going to be working on that in this book. She has been a member of the Florida Bar since April 2004 and a Cum Laude graduate from the University of Miami School of Law with a Juris Doctor. A Magna Cum Laude graduate from Florida Atlantic University with a Bachelor of Science in International Business and Trade and she obtained her master's degree in international business law from the London School of Business and Finance. Her vast travels and living abroad have given her insight into numerous cultures, which has translated into better negotiating skills and alternative dispute resolution. She practices in the areas of business, contracts, real estate, international contracts, succession planning, amongst others.

She's a firm believer in communication, cooperation, and collaboration with her clients. She's a title agent and also is a certified real estate instructor. 

She has owned numerous businesses and built and sold a solo-practice Law Firm, so her experience is hands-on and not just theory.  She is passionate about helping other business owners create real, sustainable, and thriving businesses, as opposed to glorified jobs!

She was so blessed and fortunate enough to spend 18 months with her daughter when she was born.  You see, she and her husband decided to move to London so that she can expand her horizons and obtain a master’s degree in international business law.  Right after the move, they were pleasantly surprised to learn that they were pregnant with their first baby, a girl.  Throughout the pregnancy, Tania was attending classes and studying.  Just after her daughter was born, she was able to stay at home with her and take care of her, while doing her dissertation.  The time she spent raising her baby girl was invaluable.
Going back to work at a law firm, Tania excelled at her position and continually met and exceeded expectations, while balancing work and life and making sure to spend time with her husband and daughter.  These skills did not come naturally and were intentionally worked on and honed-in – organizational skills, legal knowledge, patience…  Life was good and baby number 2 was on the way…
Once she had her son, her job provided her with a three-month maternity leave, which was not nearly enough.  She became anxious and depressed at the thought of leaving her newborn to go back to work so soon.  Thankfully, her father came to the rescue!  With the support of her husband, her father helped her open her own law firm, with a nursery right in the office.  And this is where it began…  her passion and love of business… her purpose!
Since then, she has helped countless lawyers and entrepreneurs achieve their business dreams and this book is meant to help countless more create businesses that work for them, that afford them the freedom of time and money they desire and deserve, that service clients with the utmost integrity.

Introduction

YOU are the most important part of your business. When YOU are educated about business, you are empowered—and your business will thrive.

Most of us go into business to provide the world with our gifts, whatever they may be. Most of us do not go into business to learn how to do business. But in order to create a business that successfully changes many lives, we often discover that we actually have to learn how to do business.
 
I know I had to do that. And in learning both the fundamentals of business and the way to design a business to fit you and fit me, as business owners, I discovered that I love—yes, love—educating business owners. The reason? because that education is the shortest route to empowering us, as well as plotting a course, to success. 

I wrote this book to provide you with the business education I discovered I lacked—and had to learn the hard way. 

I’ll tell you more of my story later.

You are reading this book today because you don’t want to learn the hard way. Or you’ve already learned some things the hard way, and you’re ready to join me in learning with ease—and enjoying the empowerment that follows.

MANIFESTING EXERCISE

Who will you be when you feel comfortable with business terms and business practices? 

Who will you be when you use this knowledge to create a solid foundation for your business—and your business begins to perform successfully, giving you what you need to deliver your expertise and, therefore, give you a solid foundation for your life?  

Take a moment to write out why you are reading this book today. Here are a few questions to get you started:

What is your motivation to begin this journey with me?

What are you expecting to get out of our journey together?

Who do you want to be when you’re done? (This question is, perhaps, the most important one. Please go into detail here: what do you want your life to look like? More importantly, how do you want to feel? (The feeling state is the most powerful state from which to manifest.) I’m going to suggest that you want to feel confident and relaxed because you have a working, sustainable, successful business at your back and a welcoming client base in front! Please feel free to use additional pages to create your vision of a successful future.)



________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________
Let’s Keep Going 

All right, so let's keep going. 

In this book you will discover the Seven Must-Have Fundamentals for Successful Business. 

You're going to learn how to:
1. Stop the hamster wheel of overwhelm and move forward with your business and life more easily. 
2. Find the money to back your business and know where to get more so that you can have peace of mind. 
3. Gain clarity, set goals, and create plans to actually achieve those goals.
4. Acquire lost time so you can balance your life and your business. 

Get a postcard, a piece of paper, or an index card, and write the word “BELIEVE” on it.  Now stick it where you can always see it!!!

This book is for you:

1. If you want to have a business that works for you, a business that will give you the freedom that you desire, the time, the money, and the fulfillment you've been dreaming of.

0. If you're willing to put in the work to achieve your goals and desires, to achieve financial and time freedom, and to build a business that will work for you.

1. If you are honest, ethical, and truly care about providing value to your clients.

This book is not for you: 

1. If you want an easy fix or a get rich quick scheme.  Achieving business success will require initial work on your part so that you can create a business that will provide you the freedom that you desire - and the operative word here is create. 

2. If you only want to make money without giving superior value in return.

MANIFESTING EXERCISE

Now imagine you could wave a magic wand and poof: you have the freedom you've always wanted. You have the financial peace of mind that allows you to create and work without worrying about your next paycheck. You have the ideal business for you, whatever that may look like, one that gives you joy and fulfillment.

Are you imagining it? Close your eyes and really see it. What does that look like for you? What does success look like for you?  Write it down:

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Fantastic! 

All dreams begin with a vision of a desired outcome. Each time you do one of the MANIFESTING EXERCISES in this book, you are making your dreams more solid, more real. You are co-creating your own reality! So keep up the good work!

The Business and Beyond Story

So, who the heck is Tania Bartolini? 

I’m Tania Bartolini and my passion and my joy is teaching and coaching business owners to take their destiny into their own hands. I have been an attorney for decades, helping businesses and their owners with legal issues, consulting with them on their operations, and creating systems to organize their day-to-day affairs. 

And my journey may have begun a lot like yours:

I started out believing I was doing what I loved and, as the saying goes, believing that the money would follow. And money did follow. But without the business systems—without the tools—to create profitable offers, make sales, consistently follow up, and track the results of my efforts, I floundered. I realized that too much of my time went into the wrong actions and I had no way of identifying what the right actions might be!

When I discovered the business practices that solved these problems, my business took off. And I realized that I absolutely loved implementing best practices in my business. This book is the vehicle for teaching you those best practices so that your business can take off, too.

My Beginnings

When I was a kid, it was very apparent to everyone around me that I would be an attorney. I always found the other perspective, the other argument, or the other side of the story. My dad, on the other hand, was always an entrepreneur, starting and growing numerous businesses. He has always been an inspiration to me, especially how passionate he was about helping people, giving value, and creating the best customer service in all of his endeavors. He was an amazing person and always treated everyone with respect and love, no matter who they were or what positions they held.  He believed in leaving everything better than he found it and he lived that motto.


It was my father and, some years later, my husband, who, together, encouraged me to open my own law firm, and to become, myself, a business owner. They somehow pushed me and supported me and loved me through the many challenges that came with leaving the safety of the established law firm I was working for and take the risk of going out on my own.

My Credentials
Let’s pause here and let me give you my credentials, my work experience, and those things beside my passion that give me the standing to teach you, in as easy a way as possible, those things that I learned the hard way.

I entered the University of Miami School of Law with an undergrad B.S. in International Business Law. I had robust study skills, and I was a great student, always achieving honor roll. I quickly realized that thick skin would be required of me if I was going to graduate, as the Socratic method was brutal.

And graduate I did! I can proudly say I have a Juris Doctorate and a Master’s degree in Law with a specialty in International Business.

I almost immediately got a position as In-House Counsel for a family owned five company conglomerate.  I had interviewed during the summer, when their young children were out of school and were with them at the office.  It appeared to be a great family friendly environment, one that I wanted to be a part of and protect!  After all, that is why I became an attorney, to protect and help people.  Working there I soon realized that who I was became subverted in a world of billable hours, cutthroat colleagues, small paychecks, and very little time for my family.  Justice had no place in my work and it was all about getting over on the other guy, making higher profits, bullying with legal facades, and winning at all costs.

I spent 4 months at this company. I complained regularly to my dad about the stress, lack of compassion, lack of concern for justice and decency, and how little time I had for myself and my family.  I ended up leaving the company without another position and started bar tending at a local hole in the wall.  After a few months, I was given the opportunity to work at a small law firm and I took it.  I lasted about two years and took another opportunity at a law firm that practiced in a different area of law.  This went on for years…  I would find a firm that seemed great and then, shortly after, be engulfed in the high billable hours requirements, cutthroat colleagues, internal fighting, stress upon stress upon stress…

I decided to move to London, with my husband, and obtain a master’s degree in international business law.  I thought maybe this area of law would afford me the life I had dreamt of as an attorney.  I thought obtaining a degree would get me out of this whirlwind of billable hours, incessant fighting (the opposing side, the judges, colleagues, and even the clients), but nothing changed, until I had my second child.  After three months of maternity leave, I could not bring myself to go back to work at a law firm.  I did not want to leave my newborn and get back into the stress and long hours.  My dad, bless his heart, sat me down and said it was high time I went into business for myself.

Thus began my first bout of self-taught business education.

By this time, I had two kids who became even more of a motivator for me to create more space in my life for them. They are feisty and they love people as much as I do. I want to teach them that, with the right tools, anyone can have a successful business, do what they love, and thrive in life.

Now, why am I so passionate about helping business owners? Well, because anybody can have a successful business and thrive with the right tools. Abundance is our birthright. The universe, God, Yahweh, Allah, Mother Nature, whatever you believe in, is the evidence of our right to abundance. We all have all the air that we need. We all have all the land and food and water. Money is no different. It's just another form of energy. 

I am also passionate about empowering people with these business tools because I thought I was stuck working as an attorney for someone else for the rest of my life. But my dad and husband pushed me to open up my own firm and learn the ins and outs of running a successful business. I cannot thank them enough.

After thousands of hours—and thousands of dollars of research, learning, reading, getting coached, and implementing—I finally had the business that I wanted. I truly want to help others achieve the same success without the same monetary and time investments I had to make. And the main reason I am so passionate is because of people like Rhea. 

Rhea

Rhea was one of my clients who was stuck in her business. She was unable to get over her income level no matter what she tried. Even though she's an intelligent woman with drive, passion, and perseverance. After taking my training, she was able to get clear on what she wanted, implement the proper actions, and grow her business. All she really needed were those Seven Fundamental Tools of Business that I will be teaching you and how to use them. She is now thriving and growing and living her dream.

She has switched her business to suit her needs and desires and is now doing more of what she loves. She learned to fit her business, along with the skills and tools she uses in her business, into serving her, her needs, and her clients in a way that aligns with her visions for herself.

What about you?

Are you ready to learn the Seven Fundamental Tools of Business and use them to make your business run effectively? 

In the same way that a compression bandage is designed to be applied with adequate pressure over the entire wounded area to stop the bleeding and begin the healing, business systems are designed to be applied throughout your business. These systems can stop the bleed of time, energy, wasted effort, and random spending to create overall healing for both you and your business. And until these systems are put in place, I believe we are just like hamsters, running in an endless wheel and getting nowhere.

The truth is you can get off the hamster wheel. And you can stop the stress.

That’s just the first chapter. In subsequent chapters you will learn:

· Almost everyone is wrong about their profits—and how you can remedy that
· How to get your employees and vendors to do what you want and be happy about it; 
· The secret to systemize and standardize your business quickly; 
· Where to get the capital you need
· The Four Traps Every Business Owner Needs to Know
· and The not so secret “secret” to balancing your business and personal life.

[re=write above to get into Chapter headings]

And at the end of the book, you'll have a chance to connect with me, have some of your questions answered, and, because we all need a mentor at times, you will have the opportunity to sign up for a more in-depth training program with me, the resident expert at Business and Beyond. As a bonus, I will tell you my secret to generating quick cash flow on top of all of this. 

So, let's dive in.

How to get off the hamster wheel

We all know what stress is. But did you know that stress causes the body to produce a hormone called cortisol? Cortisol raises your blood pressure and heart rate and gets you ready to fight, flee, freeze, or fawn. That last response has been newly recognized; I’ll say more about that in the chapter __________, 

In other words, cortisol prepares us to respond as if our life depended on it. And when that is true, when our life does depend on our response, cortisol may well cause us to respond appropriately. In other words, the cortisol may well do its job and we may escape harm.

But when we can’t appropriately respond to stress, because the stress is overwhelming, ongoing, or cannot be identified as one issue with one effective response, the stress causes inability to sleep, which in turn can lead to headaches, irritability, fatigue, body aches, chronic pain, and even stress-related disease. 

My Personal Hamster Wheels – yes, not just one

As I mentioned earlier, working at Law Firms brought in cash, but my life as an employee of those firms lacked time to enjoy that cash. So, I worked harder and produced better and better outcomes—and it all amounted to just a well-paid trip around the hamster wheel. Over and over and over, again.

I began to develop insomnia and gain weight. I worked harder and complained louder and although I tried this or that way to relieve stress — lavender scented pillow spray, anyone? — I made no real changes and, as a result, found little relief.

As Al (Albert Einstein) said, doing the same thing over and over and expecting a different result is insanity. 

So, a few years back, as I had told you all earlier, tired of hearing my complaints, my dad and my husband encouraged me to open up my own firm. My dad offered and became my business manager, marketing manager, and office manager. He was brilliant in these roles. All I did was put my head down and concentrate on my work as an attorney. It worked! With my dad running the business and me as superstar lead (and only) attorney, we had great success. I had hit the jackpot! I thought I had it made!

A few months into the business, our business suffered a setback: my dad, Isam Sayegh, became ill and was unable to stay on. I found myself having to take care of everything, on my own. I did well for a while. I managed to sustain the business and, while I did sustain the income, the truth was that I was living month to month and paycheck to paycheck.

That hamster wheel? I was running and running in it, looking out through my sheetrock and glass cage, doing the same thing, over and over, seemingly looking for a different result.

The truth was this was not a formula for growing my business to scale. In other words, I had a limited number of clients I could serve, a limited amount of time and energy to give to those clients, and a limited amount of income I could produce.

This went on for a little over a year. I was able to sustain the business, but my personal resources of time, energy, and finances were being drained at a rate that couldn’t, in turn, be sustained.,

I attempted to spend time with my family. My two kids were still little, four and two at the time. I also was taking care of my dad, going with him to appointments with his oncologist, for chemo infusions, being there when he came out of yet another appointment and most importantly, spending quality time with him.  

Sure, I was very blessed to not have a boss telling me what to do and when, or whether or not I could leave the office to take my dad to an appointment or treatment, and, yes, I could work from home or schedule things around my personal calendar, but the truth is that, really, there wasn’t one hamster wheel, there were three: my business, my husband and children, and my dad’s treatment, all at the same time.  I did have help, a lot of help, in fact, with my personal life.  My husband took care of the kids and house, for the most part.  My uncles and aunt came from all over the world to be with my dad, take care of him, and lift his spirits.  My mom was there to listen when I needed to vent... 
Although I knew I was beyond blessed to be able to control my own schedule, I only had the illusion that I was actually controlling my business—or my life.

Despite some of the finest care in the world, my dad passed away. He was 66 years old, at the peak of his ability to contribute to me and to society. I am still not able to talk about his passing without feeling an incurable ache. I love my dad very much and I miss him every day.

His passing left me overwhelmed with grief. We had believed he could get better—all the way until, a few weeks before the end, when it became clear that he could not.

Nearly paralyzed with grief, I almost had to shut down my business.  I needed time to grieve, and I certainly attempted to claim that time, but when I wasn't working, no money was coming in. 

I barely remember the details of my days during this time. It was difficult, to say the least. 

I considered giving up and going back to work for someone else.  I considered filing Bankruptcy.  But, after tasting the sweet nectar of owning my life and my schedule, and having my dad who, along with my efforts, had created a business that worked, there was no way that I would be happy working for someone else. I no longer had it in me to allow someone else to control me. 

Grabbing the bull by the horns or, in this case, taking my destiny into my own hands, I looked at what I was doing and realized that I had never really learned how to do business. 

I began doing everything I could to learn.  I spent my time reading and learning, getting coached, attending seminars, and implementing what I was learning. I didn’t stop until I figured out how to create a business that worked.
The Seven Fundamental Tools of Business
And this is where the tools—the Seven Fundamental Tools of Business I mentioned earlier— you will be learning in this book, come in.

Let’s go over them:

1. A Business Plan that includes your Mission Statement, Goals, and Objectives
2. Sales
3. Marketing
4. Workplace and culture
5. People
6. Money and Metrics
7. You

Each of these tools provides one of the building blocks that make a business work. Together, these Seven Tools are the powerhouse I used to create more than just a workable business: I used them to create a business that makes my life work.

I want your business to work so that your life works. I want you to experience what I discovered: a working, successful, business is a means of making a dream work. Which, in turn, makes a life work. 

When I started implementing these tool,  magic started to happen…My business started to thrive… and I started to thrive. There is no secret or special sauce or superpower other than that YOU need to do the same thing. You just need the right tools and you need to know how to actually use them.

Which is why I wrote this book.

So what do you need to do?

“If you fail to plan, you are planning to fail.” That's what Benjamin Franklin said over 200 years ago and it is just as true today as it was then. 

And plans plus action equal Success.

So first, you need to get clear on your goals and write a comprehensive business plan. You then have to implement your business plan and revisit it and revise it regularly. 

Create a Business Plan
Do you have a business plan? No?

You aren’t alone. Are you surprised to learn that a Harvard Business Study found that 41% of businesses have NO business plan at all?

Well, this is why we're here. To discover what a business plan is and how to implement it.

A business plan is just what it sounds like. A good business plan is one that is highly detailed. It consists of your written, detailed, goals, and a plan for how you're going to achieve those goals. 

A business plan consists of:

Executive Summary
Sales
Marketing
Money and Metrics
Workplace and Culture
People
You

I will help you make sure you include every aspect of your business, from how many people you will need to help you, what positions they will occupy, down to the  the furniture and office supplies you will need

Be as detailed as possible. And don't worry about being 100% correct in your plan. A business plan is a working document. It is meant to be malleable.You will revise as you obtain more information and more data. Once you have a vision and a plan written down, it is much easier to implement. 

Remember, if your business plan exists only in your head, it’s just a dream; but if you write it down, it becomes a reality!

The Executive Summary

So how do you write a business plan? 

Every business plan has parts and elements. To begin with, a business plan needsn executive summary: the executive summary defines your business. You are declaring what your business is and what will it do. 

The executive summary begins with a mission statement. It also contains specific objectives: sales, people, marketing, and most importantly, You.


The Mission Statement

Here are a couple of examples of a business mission statement: 

“Business and Beyond will be the support for small- to medium-sized business owners across the globe. We specialize in helping business owners break the barriers to their success and growth by partnering with them through coaching and providing them necessary services for their day to day operations, budgets, and marketing to maximize and realize their vision.”

“ABC Law Firm will primarily be a Florida based full-service law firm specializing in Business and Real Estate Law and Real Estate Closings. The Law Firm has an A+ rating with the Better Business Bureau (BBB). Since its inception, the firm has also received awards from the BBB for Customer Service, Professional Excellence, and Peer Recognition.  The attorneys in the Firm are all in good standing with the Florida Bar and have received their own accolades, such as Super LawyersTM, Rising Stars, and has ranked in the Who’s Who of Top Attorneys. 	Comment by Fran Gallaher: If these are publications they need to be formatted accordingly: book titles in italics, periodical titles in italics, and short articles in quotes. .	Comment by Fran Gallaher: Is Rising Stars a longer publication or what? Maybe it should be italicized??

“Acme Manufacturing was founded in 2023 by John Smith and Jane Doe. The company has a team of experienced engineers and machinists who are dedicated to providing our customers with the best possible products and services. We specialize in the manufacturing of custom parts and assemblies. We have a wide range of capabilities, including CNC machining, 3D printing, and injection molding. We also offer a variety of finishing services, such as painting, plating, and anodizing. And we target a variety of industries, including aerospace, medical, and automotive. We are committed to meeting the specific needs of our customers, and we work closely with them to ensure that we deliver the products and services that they require.”

So every company, every business, needs to have an executive summary. The executive summary answers the questions, who are you? And why are you in business?

Write down the answers to thses questions for your business(use additional paper as needed):

________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Next, you will need to write the mission statement. A mission statement is just a short statement of why your business exists, what is its overall goal, who does it serve, and what are its core values? 

I know this sounds like a lot, but you can actually condense that into one or two sentences. So for example, at ABC law firm, the mission is to help real estate professionals and business owners make more money. We utilize a holistic view rather than just a legal perspective and always put the client's best interests first.	Comment by Fran Gallaher: Do you want this sentence to be a quote? Or written in a more general way, such as, “The firm, ….”

you will want to describe who the target or market audience is, why the business exists, describe the contribution or the service, the overall goal, and list the core values - what makes the firm unique. 

Here’s what I wrote for my business:

“At Business and Beyond, our mission is to help business owners create the business they envision.  We employ a holistic program to bolster their enterprise with business tools, self care, and self development. Our Core Values are: Balance, Honesty, Accountability, and Passion.”

Adam

Adam came to me with more enthusiasm than actual detail. It took a few lengthy conversations before we were able to get a clear picture of the business he was envisioning. We began by  

working on his mission statement:

“Adam: My mission statement is that ABS, my, you know, my consulting practice, our mission statement is to help our clients build a successful and recession-proof business. And how we accomplish this is, we get the client capital ready. We make sure to capitalize based on our funding partners. And then after that, we look to align them with proper vendors to facilitate all the services they need and run efficiently and profitably.”

So that's a good start.

However, how will they accomplish their specific objectives? These objectives are not in their mission statement. And who are their clients?

“Adam: Well, I'm a B2B service provider, so I primarily work with, you know, small to midsize companies.”

So the mission is to help small to midsize companies do what?

“Adam: Become well capitalized and, you know, align themselves with better vendor relationships.”

And what are the core values?

“Adam: Pretty much similar to yours. I mean, it's kind of universal and that people want to work with people who have integrity and honesty. Transparency is very big in the business world. You know, we’re very, very transparent upfront with our clients. There's no surprises. We set proper expectations and we hope to exceed those expectations and not just meet them.”

So, the mission is to help small- and medium-sized companies become capital ready by utilizing integrity, honesty, and transparency.

I told Adam he had made  a great start. 

What’s your mission statement?  Write it down, revise it, leave it alone, go back to it in a day or two, revise it again.  Do this until you have a succinct, powerful, and clear mission statement.

_______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Specific Objectives

Now for the specific objectives. Once you have your mission statement and you know who you're helping, who you are, and what your overall goal is, you can come up with specific objectives. Those are things that will help you achieve the goals outlined in your mission statement.

So our mission at Business and Beyond is to help business owners create the business they envision. We employ a holistic program to bolster their enterprise with business tools, self care, and self development. And the way we intend to do that, that is, our specific objectives, are:

1. To create programs focused on building a sound business foundation and establish a brand name and reputation in the areas of business coaching and consulting. 

2. To provide tremendous value to the business owners by supporting them in defining their visions and implementing them.
0. To provide information about new technologies and processes  along with the support the company needs to adopt to expand and assist as many people as possible to reach their full business potential.

Those are three specific objectives of how we will achieve our mission statement. Come up with your own specific objectives so that they align with your mission.  Again, write them down, revise them, leave them for a day or two, and revise them again.  Keep doing this until you have specific and clear objectives for your business.  Keep the number of your objectives between two and four.  I have found that one objective is too limiting and more than four becomes too diluted and unclear.

1._________________________________________________________________________________________________________________________________________________________________________________________________________________________2._________________________________________________________________________________________________________________________________________________________________________________________________________________________3._________________________________________________________________________________________________________________________________________________________________________________________________________________________

Sales 

The next element of a business plan is bringing your services to the clients you have identified. Yes, you got it, we’re talking aboutsales and marketing. We will go deeper into sales and marketing later on in this book as this is an overview, so don’t get overwhelmed.

Let’s begin with sales.

If you have multiple streams of income, you need to know how many sales are needed per stream of income to attain the income that you need or that you require per year, per month, and per week. You also need to know what your conversion rate is. 

The conversion rate is basically the number of prospects that you convert into clients.

So if you speak to ten people and five of them become clients, then your conversion rate is 50%. Now you know how many prospects you need to talk to so that you can reach your goal for sales and income because you know what you're converting. If your conversion rate is 50% and you need ten clients a month, you need to talk to 20 people.

Figure out your conversion rate:

# of clients you get /(divided by) # of people you speak to about becoming clients = conversion rate
i.e. 5/10= .5 or 50%
     2/10= .2 or 20%

Figure out how many people you need to speak with to get the number of clients you need:

# of clients needed / conversion rate = # of prospects you need to talk to.
i.e. 10 / .5 = 20
     10 / .2 = 50

So that's how you figure out how many prospects you need to talk to. 

Marketing

The next element is marketing. We will go into this deeper later in the book as well, so just read through this to get a basic understanding.

Write out, for each service or product, what marketing you're going to be utilizing.,This will need to include your conversion rates for each marketing avenue, as well as how many prospects you need for that service.  
You will have different conversion rates for different marketing avenues, services, and products. For instance, because referrals are from people who know you who, in turn, refer others who  are usuallyalready at least somewhat qualified and ready for your services, referrals have a different conversion rate. Your website, on the other hand, might just get people browsing for your type of service. They might or might not be ready or in need of your services.	Comment by Fran Gallaher: Please make sure this sentence makes sense.

Then, write out a plan for how you're going to attain those prospects for each of those services and marketing avenues. So what is your marketing plan for each service and how much are you going to spend on each marketing avenue? 

Remember: this is all just a plan. This is a guesstimate. It is malleable and changeable as you obtain more information and more data - so don’t be afraid to make “mistakes” in your projections.


Marketing is the action or business of promoting and
selling products or services, including market research
and advertising - Oxford Language Dictionary
What types of Marketing do you use? Can you think of others?

Inbound Marketing - Targeted and Problem Solving
Outbound Marketing - Far and Wide
Search Engine Optimization (SEO)
Digital Marketing such as email, social media, text, ...
Traditional Marketing such as direct mail, print, ...

S.M.A.R.T. Marketing is really all that matters!

Specific – make them targeted, concrete, and fully defined.
Measurable – must have specific metrics that you can track, tie to KPIs,
quantify.
Attainable and Actionable – set goals that can be achieved
(challenge yourself and your business)
Realistic and Relevant – set realistic goals that match your vision and
mission
Timely – set deadline! Without deadlines, all will be lost and will
continually be moved to the next time, tomorrow, next week, next
month.....
And most importantly, ALWAYS have a CALL TO ACTION!

ROI is the performance measure of profitability of an
investment.
What types of investments do you have in your business?

Services

Vendors
Employees
Products
Marketing

As a Business Owner, you MUST keep track of your
ROI for everything in your business!!!
How do you track your ROI?
There are a number of ways and tools that you can use to track your
ROIs and a good CRM system is key! However, you can use charts
and spreadsheets as well to start off.
You will need to measure things such as:
Marketing ROI - where are the leads coming from, how many leads,
how many of them are actual prospects and not a waste of time, how
many of them convert to clients...
Employee ROI - Are they reaching their goals (hint - you must have
goals for your employees, which we will get to later as KPIs), are they
reaching their financial goals, production goals, etc.
Return on Investment -ROI

Tania Bartolini BUSINESSANDBEYONDLLC.COM
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What are your
employee's ROI?
For each employee, calculate this
formula:

What are your
marketing ROI?
For each Marketing Avenue,
calculate this formula

What are some other ROI formulas that you need to
measure in your business? Write them below.
ROI = Net Profits ROI is Net Profits divided by Cost
Cost

Collecting Data

The more detailed you are in your business plan, the better off you will be in the long run because you'll be able to tweak it and revise it as you get more data and add it to your business plan. It is wise, however, to create your business plan so that you have something to add that data to!

We need a chapter on:

Money and Metrics

[Is this where the sample budget you have in the workbook should go??]

The money and metrics - So who's going to be giving you your variance reports?
How are you going to review your budgets and all of those things?
Will you need a bookkeeper?

Money!
Create at least a 12 month Budget (preferably 18 months)

Professional Fees and Development
Rainmaking and Marketing Expenses
Employee costs broken down, pay, healthcare, taxes, etc.
Rent or Mortgage expenses
All income producers separated in their own lines

What other expenses will you have?

Will you be making Charitable Contributions?
What about business vehicles?
Will you have any moving expenses?
Interest Expenses?
When it comes to the Budget, make sure you input EVERYTHING. Have
a separate line for each item, even if it will only be used once.
Fill in the budget on the next page as much as you can to start the
process and supplement it as you move forward and find other
income producers and other expenses

Define KPIs, SOPs, and SKUs and explain their use.

KPIs are Key Performance Indicators
SOPs are Standard Operating Procedures
SKUs are Stock Keeping Units
What types of KPIs do you have in your business?

Services

Vendors
Employees

Products
Marketing

KPIs, SOPS, and SKUs
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Yourself

KPIs are very important so that everyone knows what's expected of
them and how their performance will be measured!
Examples:
Meet certain income levels per day, week, month...
Attend # of Networking events per month
Conduct # of sales calls per day, week, month...
_____________________________
_____________________________
_____________________________

Do you have SOPs?

___________________________________________
___________________________________________
___________________________________________
___________________________________________
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How do you determine your SKU?
KPIs, SOPS, and SKUs
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For each product and service that you offer, you need to determine
the SKU. This is your cost for that product or service.
1.Make a blueprint of your services and/or products
2.For each of those, chart the workflow
3.For each workflow step, document the staffing needs
4.For each staffing need, evaluate the capacity and efficiency
5.And Finally, assess your cost of labor and your pricing

Selling a Product	Comment by Fran Gallaher: Maybe put the graphic from the workbook here.

Selling a Service	Comment by Fran Gallaher: Maybe put the graphic from the workbook here.
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KPIs, SOPS, and SKUs

Tania Bartolini BUSINESSANDBEYONDLLC.COM
CONTACT@BUSINESSANDBEYONDLLC.COM

Example of calculating SKU

Workplace and Culture

Another aspect of your business plan is the people who will operate your business along with you. The question is not how many people you have now, currently, in your business. The question is more who are the people you're going to need to achieve your long-term goal?

Although it might just be you who's going to do everything now, think of all of the positions you need. Do you need a big team? Do you need a small team? Do you need a receptionist? Do you need a sales person, someone to manufacture the product, someone to provide the service, a marketing person, etc.?

Who? What? Where? How? When? 
Who do you actually need? Do you need a bookkeeper? 

Where will your enterprise be located?	Comment by Fran Gallaher: There is some repetition here that will need to be tightened up.
Describe exactly how your business's location will look like. Is it virtual?
Is it brick and mortar? Hybrid? How much space do you need?

What will they do? Andhat are the requirements for their positions? 
	Where will they need to be? Remote or in your office? Locally remote or entirely virtual?
	How will you get the people you need into your business? How will they accomplish their tasks?
	When, during the growth of your business, will you need them?
	When, during the workday or the work week, or when in the cycle of your business process, will you need them? Is your business seasonal? Does your business have more than one location for its activities?

Policies, procedures, and culture should also be in your business plan. 

How do you want your business to be? 
What kind of people do you want there?

The people should also be in your business plan.

Who do you need to have in your business? 


As you explore these question write your answersin your business plan. This will give you the information you need to know how to achieve the goals you have created. You will also focus on  how to get those people into your business and when.

More Planning

This is all forward thinking and planning. This will also clarify for you all of the positions, skills, and requirements you will likely have to take on initially until you hire people to do them for you.  As a new business owner, you will wear many hats.  If you do not clearly divide and define the roles, they will get very intertwined and jumbled. It will be very difficult to figure out who to hire and for what position later.  

Another aspect of your business plan is the physical location. an. Are you going to have an actual brick and mortar or are you going to have everyone virtual? Well, if everyone is virtual, are you going to be providing the computers, furniture, phones, and things like that? All of these will go into your business plan so that you can plan for them. This will help you know when you're going to be able to have the money to pay for those things, to be able to hire those people.

What are the requirements you will have for your
employees and contractors?
What are the attributes that you will require? What's your Business
culture?

A word about business culture

Business culture is often spoken of when it is either very detrimental or very supportive. Of course, these extremes do occur but very rarely is the source of business culture identified. Business culture begins with—you got it!—you. 

If you maintain balance between your personal life and your professional or business life, then your employees and contractors are more likely to be able to do the same. If you are brittle and exhausted from stress, your employees may well exhibit those same characteristics.

We’ll be talking about the self-care skills that might allow you to maintain balance later in the book but what is it like to suppose that your ability to care for yourself might be more than just a fluffly notion? That your self-care might actually impact your success, the success of your employees and contractors, and the success of your business?

Take a moment right now to imgine your intention for yourself and your business. Obviously you want to experience success, but what does success look like for you? Did you write about it in the chapter on Goals and Objectives? If you need to, go back and write about your intentions for your business, for the atmosphere in your business, what it feels like when you or anyone else walks into your office or, if you have a brick and mortar business, your office space.	Comment by Fran Gallaher: Double-check where the section on your goals ends up so that it can be accurately reffered to here.

Remember: the mission you outlined in the Executive Summary for what your business delivers to its ideal client reflects the attitude you have about what is possible in life and in the world. Believe it or not, your business has the potential to change the world by changing the experiences of individuals, individuals who are your clients and individuals who are your contractors and employees.   

Note: do you want to say something about how if you give computers and equipment to contractors, this blurs the line and the IRS considers them employees?

How many desks do you need? Computers? Printers? All of those things. I know they might seem very detailed, but they will help you figure out how to get to your goals much more easily and much more quickly than if you don't write them down and you don't think about them. 

Security and Legal Compliance

How will you implement Security and Legal
Compliance?
Describe what type of security you will need, i.e. cyber security,
physical security... and does your business require any legal
compliance, i.e. licenses, special certifications...

Policies and Procedures

Now, for your workplace, you will need to have policies and procedures. Do you already have policies and procedures? 

HINT: if it’s not written down it’s not a policy or procedure.

 If not, you need to start thinking about those. What kind of culture do you want your workplace to be? Do you want everybody to just wear jeans every day? Do you want everybody to be in suits? All of those things will have an effect on what kind of policies and procedures you're going to have in place and what kind of employees you will want to find and hire.



Workplace and Physical Location
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Business Hours and Dress Code

Answering Phones and Messages

What Policies and Procedures do you need to have
in place?
List some critical policies and procedures you will need for your
business.
How will you implement Security and Legal
Compliance?
Describe what type of security you will need, i.e. cyber security,
physical security... and does your business require any legal
compliance, i.e. licenses, special certifications...


Workplace and Physical Location
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Business Hours and Dress Code

Answering Phones and Messages

Do you want contractors? Do you want 1099s or do you want actual employees? What are the requirements for those employees? What are your SKUs? We will get into the SKUs and what they are later on. But those are also things that you need to know for your workplace.

So you see, this is a very comprehensive and detailed planning endeavor.

Once you have all of those things written down and figured out, you can move into your money and metrics. So are you going to have an in-house bookkeeper? Are you going to be doing the bookkeeping? Are you going to hire a contractor? What kind of reports are you going to be looking at every month? You do have to look at your budget every month, and I recommend, if nothing else, you need to look at your budget variance report.

This will allow you to clarify “Why is your budget different today than you had anticipated it to be?” It will be different. And that's Okay. It should be different.

The reason why it's different is what matters. Is it because you didn't talk to the people that you needed to talk to to convert them into clients? Or is it because of something else? Once you look at your variance reports, they are going to tell you the story of where you are and where you're headed and that will allow you to change, revise, and pivot so that you can stay on track to accomplishing your goals.

You have to do the things that will help you achieve your goals and steer clear of all the other stuff, all of the other opportunities that are not relevant to your goals, all of the new shiny objects that have nothing to do with what you set out to accomplish. 

So as Dale Partridge put it, “stop creating a life that you need a vacation from. Instead, move to where you want to live. Do what you want to do. Start what you want to start. And create the life that you want today. This isn't a rehearsal, people. This is your life.” 

Let that sink in for a minute.


I think this next part with real clients needs to go back in the chapter on the Mission Statement
Real Clients with Real Mission Statements	Comment by Fran Gallaher: Needs a better heading

Amanda	Comment by Fran Gallaher: I think this next section belongs either in the earlier section on Mission Statement or it needs to belong to a chapter on something like, “Working Through Your business plan”

Now we're going to switch gears and go back to the mission statement and show you how we’ve helped others think through this process. Let’s begin with Amanda

“Amanda: Okay. So I have to take advantage of these opportunities that may show up. So our mission is your coolest connection from fashion forward, inspiring, mind altering, mood shifting, wearable tool.”

So your mission statement should have who your target audience is, the contribution or service that you're giving, your overall goal, and what makes it unique? So from your mission statement, who is your target audience?

“Amanda: So our target audience is anyone who has events or business who wants to do business giveaways, create branded products. Anyone who's doing fundraising. So anyone within life from anyone who's dealing with anxiety and depression and anxiety towards, well.”

Okay, let's get that more clarified and more specific because when you say anyone who wants to give away, you know, think.

“Amanda: Well, that could be anyone in the world.”

And there are almost 8 billion people. Do you need to be servicing all of them?
“Amanda: Right. Nailed it down. So anyone who's got over 5000 followers that actually put on that, they exist in the USA because our market is in the United States. So they also need to have a purpose. And the purpose is to actually do better. So either they're involved in alleviating homelessness or they've got some business that stands for something. There's a core value there that we resonate with, that business has to have a purpose other than just making money. That's not where we want to be positioned. So it's paying for kindness and it's jewelry with a motive. Anyone who wants to share our message.”

What kind of message do you mean with “Everybody wants to share our message”?

“Amanda: Right. So the message is to help you to get grounded. It's either for mind altering or mood shifting. And so, if you're trying to achieve a goal or deal with or overcome some kind of adversity, if you're going through cancer treatments, you know, the thing is, it is pretty diverse. The product that we offer is pretty diverse. Also, if you've got $20 to spend, that’s a huge part of a market, I mean, we're not limited to the volume of what we can produce.”

OK, this is a good process to figure out what your mission statement is, because when we come in and open up a business, we think, Oh, I want to serve everybody, right? I want to give value to everybody I encounter. And unfortunately, that does not make for a good mission statement or a good business because not everybody aligns. So when you're trying to do your mission statement, you have to ask yourself those hard question:

Who do I want to work with? 
Who do I want to serve?
Who am I trying to reach, exactly?
Who stands to benefit the MOST from my services or products?
Not everybody.

“Amanda: So just to make sure that I understand you. So when we say that you're targeting coaches within that health and wellness arena and motivational speakers, that's our starting point. That narrows it down. So you're saying, trying to get down to something that is easily attainable without being overwhelmed by a huge picture is my understanding of what you're saying.”

Basically, yes. It's not easily attainable. But it is either a geographic location or a certain industry or something more specific than any business or any business that has a good hearted mission or things of that nature. So when you narrowed it down to coaches and speakers, now we're talking. Now you know who your target audience is that you're going to be marketing to - Who the people are that you're going to be serving.

The reason you want to narrow it down is for marketing purposes.  You can serve other people, people who are not in your definition of your “target audience.”  You do not have to turn people away because they don’t fit into your defined target audience, you can still service them, you can still allow them to refer you to others, you can still give everyone value that comes to you and asks for your services or products.  However, for your marketing purposes, now you have someone to speak to - not just generally.  Now you can speak directly to your defined target audience - what keeps them up at night? How can you help them? What is important to them?  The answers to these questions are different for everyone, but your target audience will have similar, if not the same, answers and you can reach them that way.

We've put in who the people are. Now, what is your overall goal? What is your contribution? What is your product that you're trying to market to them?

“Amanda: So we do branded products with messaging and the messages are designed for whatever based on an enforcer like yours is “believe” and “power” with the messaging behind what you are doing. And that's carried forward in the room and the wearable tools that we create that goes with your brand colors within the messaging. It goes with whatever they stand for. That's what we are creating, wearable tools, essentially. So it's jewelry with a message because we customize messaging as an interactive and interchangeable tool.” 

What's the purpose of having a message on jewelry?

“Amanda: The purpose is that you can take it anywhere. You can wear it 24/7. So no matter what you're going through, no matter where you are, you know, some are uncomfortable, some either living in the past or the future. But being present is really difficult for me. So I tend to get overwhelmed with the big picture and the words on the jewelry help me stay grounded. So when I see the messaging of being powerful or fearless or hopeful, faithful, believe, these things keep me present. So I need to always have that voice reminding me that when I look at it, I remember and I must say for myself, I look at my message at least 100 times a day, because they work for me because I'm a visual person. Some people are audio. I need to have a visual and tactile sense of connection when I see where I can touch it, but I can see that and that helps reinforce what I'm trying to achieve. So whether it's a health goal, wealth goal, or whatever that goal is, or whether it is a spiritual or a mind or a mental, sure to remember that I've got family, that I'm like that the important know those things, all that balance comes through the jewelry.”

That is your overall goal: to allow people to come back to the present moment, to allow people to remember what they're doing, who they are, to feel what they feel, that they have the support, to feel that they are able to achieve, to feel that they are able to stay on the right course. Right?

“Amanda: Right.”

Okay. So that's your goal. So your mission is...

“Amanda: Is to help coaches and speakers help others stay on course or encourage others to believe in themselves or tools that pass their message forward as a reminder to them because they sent the coaches stamp or something. Everyone's got a message that they want to reinforce.”

So. to help coaches and speakers reinforce their message to their clients…, what makes you so unique by sending them wearable jewelry?

“Amanda: Wearable tools, wearable tools. Those you know you with a letter.”

So now you have your mission statement: to help speakers and coaches substantiate their messages through wearable tools.

What are your core values?

“Amanda: So of core values of that, we being of service together, we create these collaborative relationships where we've been of service, supporting small business, all our small business.”

I have to stop you right there. Your core values are words that make you unique. So, if you remember, the core values for Business and Beyond are honesty, accountability, and passion, the core values for the law firm are honesty, integrity, communication, and efficiency. So what are a few words that describe your core values? This is not a story, right?

“Amanda: in the sense of fun, fashion, forward inspiring, mind altering, mood shifting, wearable tool.”

Okay, so take off the wearable tools.

“Amanda: Okay. Okay. Fun, inspiring, mood shifting…”

The mood shifting, that can go all kinds of different ways, right? So it's maybe mood enhancing, right? Because it's not supposed to shift yourmood negatively. It's supposed to shift your mood and raise it up. So maybe a better word would be mood enhancing or you might come up with another word that means more of raising your vibration and making you happier. Okay, so those are some things to think about. Let's go to the next person for a moment. Thank you so much, Amanda, you did amazing.

Betty

“Betty: In listening to you, this is what I wrote: I wanted to show health conscious people that they can achieve healthy skin and health and overall health through the microbiome friendly skin care through education. My bigger role is I really do believe that everyone has control over their health, and I really wanted to instill that to them. But that's too big. That's really where it's coming from. And that’s the tool I'm using that is a small part, but it's through the skin care. But I usually go from the top to the bottom, so I don't know.

Okay, so let's start just like we did with Amanda. Who is your target audience?

“Betty: So I use a health conscious because people that really not health conscious, although I want to help, they usually are not open. So the people who already like reading a label, people go to the gym, people go to yoga or whatever. People in health and holistic health arena usually are people more open that they looking for things to achieve their overall health. So that's the group of people. I wanted to bring them awareness that they can also bring part of the skincare that also can achieve their skin health and overall health. Okay, so self conscious people.”

Is there an age group that might fit better into your target audience?

“Betty: You know, I used to think maybe when I was in a skincare, it was like 40 to 55 or whatever. But now I have found a lot of younger generation. It's really no age. I mean, it's it's probably even more so that younger people that they they really are much more attuned to that. Sometimes people to, oh, they kind of don't want to change.”

Then, who do you want to work with? Who do you want to help? Who is your target audience? Is it women?

“Betty: Is it men and women? Now, I'm not excluding men, but usually it's a woman and it's not. It's also not too young because when people are too young, they are so busy with their duties. They are a lot and they don't do that. So I really need to narrow down probably from 30 to 50. But the main thing is people who are looking for ways to improve their health. So I don't want to exclude the age. Okay.”

This is what this mission statement exercise is for. Yes, you do have to exclude some people. Okay. The more encompassing you are, the harder it is to get the clients, the harder it is to get your message to them, the harder it is to market to them. Okay. So that's why we need to bring down the focus. You are NOT excluding them for your service, you are only excluding them from your “target audience” in your marketing. Remember, you can always change. You can always pivot your target audience. You can always do more and serve more than just your target audience. However, once you get your core audience specified, right, the more niche you are, the more successful you can be.

I know that your products are amazing. I use them. I love them. They really are great for your skin and I understand that you want everybody in the world to have your products because they can really help everyone.

So now we have to focus on you. Who does Betty want to work with? Who is your ideal client? Who is your ideal audience? Okay.

So you said, you know, younger people are more open, but then so are some older people.  So who do you want to serve? Who do you think you can help the most with your products?

“Betty: Well, that's why I use: I'll help conscious, open minded people seeking ways to improve their health.”

But that could be anybody, anyone, male, female, any age, any geographic location. See, that's why you have to bring it down and make it more specific and focused.

Because that is going to be your mission statement. So your mission statement is going to be something like, okay, the Law Firm’s mission statement is to help real estate professionals and business owners. Those are the two categories that the law firm helps. Right. So what's your category? Who do you want to help?

You narrow it down to who you want to help, who you want to work with, who you feel like you can give the most value to and get the most joy from working with them.

“Betty: So if I say health conscious and the age and whatever age,would that be good enough or that's still too broad. So health conscious women, women and...”

Health conscious women.

“Betty: Who…”

Are between the ages...

“Betty: Of 30 and 50…”

Do what? What's your goal? 

“Betty: So I want to help them or make them aware or whatever that they can achieve healthy skin and improve their overall health through microbiomes and the skin care I provide.”

Okay. So your mission is to help health conscious women between the ages of 30 and 50 achieve healthy skin?

“Betty: Through the Biodome or. Sorry. Yeah, the microbiome friendly skincare.”

That's a good start. That's a good start because now you know who your target audience is, you know what your overall goal is, and you know how you're going to achieve that. Okay, It's through the microbiome friendly skin care products.
That's what makes you unique. That the products are microbiome friendly skincare products.

You need to keep thinking about: who are the people that you want to work with? How are you going to help them? And that's how you formulate your mission.

“Betty: How I'm going to help that is really through education. That's always very big. So I don't know whether that should be in the mission statement like the microbiome, and it's a big objective.”

Providing education regarding the microbiome friendly products alone is not going to help them. The specific objective, one of them, would be providing education regarding the products and how to have healthy skin.

“Betty: Mm hmm. Okay. Good. Okay, Now I have a question. When you say the core values, the core value of the services you provide all. But what is the point? Your core value. All I see. Okay, The core value of the company. Okay. So, can education be the core value or not really?”
Education is something that you're giving and doing as part of your mission’s objectives.  You are fulfilling your mission of helping health conscious women, between the ages of 30 and 50, achieve healthy skin through education.  Therefore, educating women on healthy microbiomes is one of your Objectives.

Cathy

“Cathy: my business model has changed significantly enough in the last, like, since the new Year. That my mission statement is kind of needing to be reworked. So, like, while we're here and I was listening to all this, here's what I, here's what I've come up with. So Moxy Administrative Services helps solopreneurs and micro-businesses streamline their processes and back office tasks so that they become more productive and profitable, giving them the time and space to become the vision they have for themselves.”

Okay. That is fantastic. But we need to bring it in a little bit because your mission statement is just one sentence that anybody who sees it knows what you're all about in a very short period of time. So say it again. And I think there's one place that you could just cut it off. And it would be perfect.

“Cathy: I think I know. Okay, so let me try this. Moxie Administrative Services helps solopreneur and micro-businesses streamline their processes and back office tasks, giving them the time and space to become the vision they have for themselves.”

Perfect. Looks like you have your target audience, right? You have your overall goal - streamlining. And then we need your core values that make you distinct.

“Cathy: So where does that? Am I supposed to integrate that in with the statement, or is that like a separate spot?”

The core values are a separate spot. So I've got that statement that you just said, and your core values for your company are...

“Cathy: Professionalism, integrity, communication, efficiency.”

Perfect fit. Now you have your goal, your mission statement, and your core values. So we just have to start working on the specific objectives of how you're going to achieve those core values.

Doris

Let's hear your mission statement, Dori.

“Doris: Okay. Our business is Leo Custom Homes. And so our mission is to build affordable homes for communities in need. Okay.”

For communities in need. So your target audience is communities in need?

“Doris: Yes.”

And your goal is to build affordable homes?

“Doris: Yes. That's good.”

That's very good. Now we just have to narrow it down a bit. Is there a geographic location that you serve?

“Doris: Well in my mind, I would like to go to lower income areas and put affordable homes in there so we can provide homes for people that don't believe they can sometimes obtain those homes.”

Is there a location? Do you want to go to London and build affordable homes? What is the geographic location that you will be servicing?

“Doris: At this point, we're servicing Tampa, Florida. But we also have some projects, one in Georgia, south Georgia.”

So maybe the southern east coast of the US?

Or if you want to say Florida through Georgia or limit the geographic location so that you know who you're servicing. So if someone calls you from California that needs an affordable home built in a low income area, you're not going to be servicing them because those are not your clients.

“Doris: Well, yeah, technically. But if someone calls from California and they want an affordable home built, which we would, I mean, at this point we are not doing that but, you know…”

And so as you grow, you can always change that. Right. But right now, you don't want people from California calling you and saying I need a house. So you limit the geographic area to where you can currently service and then you can pivot as you grow.

And I know you have your mission statement. So, let's say it again with geographic area.

“Doris: Okay. Building affordable homes throughout this. What is it? The Southeast. What areas is the south? Southeast?”

North Florida and southeast Georgia?

So building your mission: to build affordable homes in communities in need in northern Florida and southern Georgia.

“Doris: Okay. Oh, got it. yes!”

Okay. Now, what are your core values?

“Doris: We put our core values as integrity, quality, and affordability.”

Okay. That works great. Integrity, quality and affordability.

Very nice. Thank you so much for sharing your process, Doris.

Erin

“Erin: I apologize. I had a hard time getting on this morning and then uploading the booklet, but I'm finally caught up. Okay. So our mission is to educate our clients on any jewelry purchases they may be looking to make so they feel comfortable and confident and to save them money while delivering the most beautiful finished product in their budget.”

Let's start from the beginning. Who are your clients? Anybody looking to buy jewelry, to be men or women, can be anybody?

Okay. But now you can't market to everybody. It's going to cost too much and the message is going to get lost. Okay. You can't be everything for everyone.

So who do you like to work with?

Who do you want to work with? That's your target audience? Yes. You can sell jewelry to everybody. Yes. You can help them find jewelry for whatever they need. Right?
Is there maybe a price point that you'd rather work with? Is there a certain client that you'd rather work with? What is your mission statement? Who is your target audience?

“Erin: Well, I would say more men purchase jewelry than women, and they're usually purchasing for women. But I enjoy working with women just because they seem to always have a lot of input about what they want. Whereas when I work with men, they seem a little more dependent on my guidance, which is fine, if that makes sense.”

You like working with women better than men because of the way you interact with them. And that's okay. We're all different and that’s Okay. Everybody has their own personality, their own alignment, their own way of doing things. Right? And sometimes you mesh with people and sometimes you don't. And that's okay. I don't work with everybody that wants to work with me. And, as much as I don’t like to admit it, not everybody I want to work with wants to work with me. 

And that's fine because you have to find what makes you tick. What lights you up? Your tribe.  If you have to go to work and work with people that you don't want to work with because you want to make the money and you want to make the sale, it's going to make for a very sad life. You're always going to be like “I don't want to get up, I don't want to work with them.” Right?!

I'm not saying your target audience in your mission statement is the only one you work with. If you put your mission statement as working with speakers and coaches, it doesn't mean that you can't work with other people. All it means is that you're going to put your efforts and your marketing into finding the speakers and coaches. Right?! You’re not just going to throw everything at the wall and see what sticks.

The whole point of the business plan and the marketing and the mission statement is to get your business on a clear path.  That's going to help you find your target audience. Okay. And anybody else, anything else that comes in, other than your “target audience” is not necessarily off the table.  If you feel like working with them, if you feel like you align, if you feel like there is value that's going to be given both ways, then work with them.  Do not deprive people of your service just because they do not fit neatly into your “target audience” box.  This box is only for marketing purposes, for planning purposes, and for clarity. 

So you like working with women more than men?

“Erin: I guess I don't, I don't, I don't know. I mean, I have had great experiences with men, too, and they're always very appreciative of the guidance. So I really don't know. I mean, I don't really know, honestly.”

So that's something that you need to start thinking about. What makes you tick? Who is YOUR target audience? Maybe it's not women versus men. Maybe it's a certain lifestyle, right? Maybe it's a certain geographic area. 

“Erin: I really like working with, my favorite thing to do is working with engagement clients.”

Okay, There you go. That could be your core mission: to help individuals who are looking to get married, find the perfect engagement ring.

“Erin: Now, does that qualify for the whole mission statement?”

Yes, because you have your target audience. It's people who are getting engaged. And sometimes men pick the engagement ring. Sometimes they have their significant other come in and try to find one that they like. So you're not limiting it to men or women. You're limiting it to engagements, which is your favorite part. And you're providing them with your overall goal - to find them that perfect ring.

Great. So that's the start of a good mission statement. What are your core values?

“Erin: My core values are honesty, integrity, guidance, and value. Okay. Okay. Yeah, that's very good.”

Very good indeed. People want to work with others who are honest, especially when they're looking to buy such a significant piece of jewelry. And because it's a big deal to get married. It’s a big deal to pop that question. So those are great core values.

So to recap our segment, we just talked about your elements of a business plan. The mission statement and the specific objectives are what make up your executive summary. And a lot of you have really good mission statements and core values. 

Working through the specific objectives	Comment by Fran Gallaher: Needs a better heading/title

Now, you're going to need to start working on your specific objectives - How you're going to achieve that mission statement. That's all in your workbook. It gives you a place to start writing it. And again, don't worry about it being 100% accurate or that it's going to work or not work. Okay? Being in business means making decisions and trying things to see if they work and being able to revise and tweak them as needed. 

Other parts of your business that you need to put into your business plan are sales and marketing. 
So how many sales are you going to need to be able to achieve your income goals? 
What are the conversion rates for those sales? 
You need to know how many prospects you're going to need to talk to to get your sales goals.

Which marketing avenues are you going to use? 
How much are you going to be spending on those marketing avenues?
What are they going to generate for you? 

Again, these are all guesstimates. They should be educated guesstimates based on your prior work. 


The physical location as well, because even if you have a virtual business, you still have to have a physical location where you're going to work, where your contractors are going to work, where your employees are going to work. Right?! 



You.

The most important part of your business is YOU.

What are goals? And it's not just your business goals. What are your personal and spiritual goals? What are your professional goals? And what are your financial goals?

You are the most important part of your business and business plan. So we have to start with you. What we need to do is take a couple of minutes to write down your goals and your definition of a successful business.

Think about what your definition of success is, not what you've been told or thought, or what society thinks is successful, but what you, Your Heart truly desires, what YOU deem as success. This is your compass,You, not anyone else. Write it down, but first, read the following example to get an idea of what others may deem as success and hopefully gain some inspiration to find YOUR definition of SUCCESS.

Here is one definition from a client of mine, let’s call her Amanda:

“So my definition of success is firstly trying something, because without that action, well, I won't even start. So even in the doing is successful. But in terms of my business, that balance where I'm able to have both the fun, the financial, the personal, to maintain my relationships on a personal level as a mother, as a sister, as a friend, and financially be able to cover my expenses, put things away so that the money for the future in terms of my business, customer service is a huge thing. That repeat business are coming back, that sense of satisfaction that whatever I'm putting out there is awesome, and to my standards, you know that whatever I'm doing, I'm doing well. And also I like doing things with integrity and having some kind of purpose. My business needs to have a purpose and to speak to someone to fulfill a special need. And that's what we do… So my goal is balance. That's probably like the best way to put it there.”

See how comprehensive that is. She talked about her personal goals, her financial goals, her professional goals, and that was great. This is exactly where your goals need to be. You have to see all of those things and write them down so that you can achieve them.  You don’t have to be grammatically correct, perfect, or eloquent, you just have to be able to understand your definition of success and what it means to you.

Personal Goals:
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Professional Goals:
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Financial Goals:
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Spiritual Goals:
______________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________



And once you have all of those written down, now you have a comprehensive business plan that you can start to follow and implement and take actions that will serve your Goals.  The goals that you have written, the goals that YOU really want. 

NEW CHAPTER	Comment by Fran Gallaher: I think you will needs to decide where you want this chapter.

I am so pleased to introduce you all to Fran Gallaher. She is an Intuitive Leadership coach and the founder of Really Flourish LLC in Denver, Colorado, as well as the creator of Shine: the Program in Intuition for Unconventional Leaders. As a result of working with Fran, clients directly experience the power of intuition as she gets to the heart of their situation, delivers the information they need to have clarity regarding decisions and life changes, access their own inner knowing, and reach new levels of confidence, success,, healing, and well-being.

Formerly on the faculty of the The Program in Intuition from the Kaiser Institute, out of Brighton, Colorado, Fran assisted physicians, corporate executives, and business leaders, especially in the healthcare industry, to develop intuition using a multifaceted approach that includes meditation. Fran lives in Denver, Colorado. I personally took her course and absolutely recommended it: it is life changing. 

Fran: Hello everyone. Thank you for an amazing morning and a wonderful introduction. So I want to start by telling you guys a story of how I saved a company hundreds of thousands of dollars within a few minutes of meeting the CEO. So what happened was I was part of the program in the intuition that Tania just talked about, and one of the directors of the program had me meet a CEO. And I knew it was a big deal because he would have a personal meeting like that only occasionally for members of the group. And I sat down with this man and unfortunately I was flooded with the taste, the smell of, and the image of bazooka bubble gum. Now I try to behave like a professional. I don't want to look like a gum chewing halfwit. And instead I'm flooded again with the flavor, the taste, the smell of bazooka, bubble gum. And when this happens, I know it's my intuition, but sometimes I want to deny it because I don't want to start a conversation off that way. I just met him, but I finally said, Why would I be tasting and smelling and seeing bazooka bubble gum?

And then I got ready to just cringe at the fact that it was inappropriate what I had said. Instead, he said, We have bowls of bazooka bubble gum all over our executive team tables for meetings. And I immediately said, Who chose that flavor? He named the person. And I said, That person is cooking up a fraud and embezzlement scheme and is committing sexual impropriety in the workplace.

My client looked into it and found exactly that and was able to head it all off at the pass and eliminate the threat. So what I am all about is that there is information available to all of us, and this information comes from connection, connection with ourselves, connection with our bodies, and connection with other people. We are part of a network and this network is not just online or on the phone or in person, but this network involves receptors in our brains that we're beginning to understand.

It also involves experiences of the heart and the gut. So right now I want you to imagine that it's possible that you aren't always fully embodied the way I perceive people often, and I do this too, is that our energy rolls up like an old fashioned windowShare and we end up concentrating our energy in our heads. Anybody ever feels like they do that when you're doing that, you're going to lose touch with the rest of your body and with the information that your body has for you.

So there's this physical level that intuition comes in on often, and it's one of the easiest ways to get in touch with our bodies. So I have a program, trust your gut intuition for decisions that matter. I also have a new program called Body Love that I want to talk with you about. Both of them are about fully inhabiting your body, and when you do that, you can be in touch with the energy you have to do things. So I teach intuition using three questions, three props. 

And the first one is what do I have energy for? 

So this is a whole physical level of energy right now. Notice the energy in your body. What I mean by that is the aliveness, the amount of wakefulness, shall we say, if like me, maybe you've had to do a certain amount of caffeine.

I'm in the Denver area, as Tania said. And so I got up really early, so I got a little bit of the jitters of the caffeine and also because I'm talking with all of you. But how about you? What's in your physical experience right now? 

Anybody to share what you're feeling right now and puzzlement is fine. Sure. Doctor David.

“Dr.David: You guys have to give me permission to admit excitement. I love what I'm hearing and be a part of the event. It's also excitement and intrigued by that story that you get.”

Okay cool, cool excitement. And if I can go a little deeper, where do you feel the excitement?

“Dr. David: Hmm, that's a great question.”

So excitement has a tendency to be at the base of the sternum, the top of the solar plexus. By chance, is that where you feel it?

“Dr. David: I don't even know where the solar plexus is.”

Do you know about the breastbone? The sternum at the base of that.

“Dr.David: Yeah, I was embarrassed to say it, but you're right.”

Yeah. So we can start to consider our body as a map for our consciousness. And then it's a map for navigating our lives. And I'm going to ask you another question. I'm going to pick on you since we’re already here.

When? When? At the end of your day today, not logically, just wondering, do you have energy? In other words, do you have motivation to either stop at the store, the grocery store, or stop at the cleaners or go straight home? Just what do you have energy for in your body?

“Dr. david: I want to go straight home.”

And what does that feel like in your body?

“Dr. David: I don't know. I just want to jump in the bed.  I'll work a lot of hours.”

Okay, So what I'm going to say is that you don't have energy for other things. You don't have energy for some kind of marvelous activity, right?

“Dr. David: No, no, not at all.”

And you do have energy for comfort or relaxation?

“Dr. David: Definitely.”

So we're going to do a focusing exercise. So, I want you to imagine that you can get your energy into your body and wiggle your toes a little bit, feel your shins, feel your quads, and just imagine that you're becoming more physically embodied. Did anybody like me feel the way the tenor of the room just changed?

So what we're doing is, we're getting more present by getting more physically present. A lot of people think that being present nowadays is just not looking at your phone, that that's the equivalent of being present. And I'm going to say it's more than that and that we want to really be in our bodies. And then I want you to do a funny thing.

I'm going to have you squeeze your fists, squeeze your toes, squeeze your glutes so you rise up off the chair a little bit, hold your breath for a few moments and then release. And take a breath and just notice how you feel. Notice if perhaps you just had a little release of tension.

(Read this to the reflection and then close your eyes and do the exercise)  

And then close your eyes and call light to yourself. You don't have to know how. If you just think of calling light, it comes. This is the light of enlightenment. It is the light that is often pictured around the heads of saints and angels. Light agreed to accompany us on this sometimes dark planet.

And breathe in the light and see and feel yourself filled with light and surrounded by light. And imagine that you can sink down and down somehow. And while you do, imagine that your energy expands downward ahead of you. Upward out to all sides. And imagine you are becoming your energy body. So your physical body is in the center of a sphere.

The locus of a sphere. But your energy body can expand and you get to create space for yourself, room to breathe, room to be. Imagine you are doing that right now, making room for who you are at all levels. And now imagine the end of your day.

Imagine a couple of errands. They don't have to be real errands. It doesn't have to be really that you were planning to go anywhere. But play with me for a moment and imagine that you could stop at the grocery store. You could run out to the dry cleaners, or you could just either stay home or go home, depending upon where you were and allow your body to tell you what energy it has.

If it has energy for any of those things, and if your mind slides off the question, that's the answer. Now, I want you to play with me in another way. Staying quiet, staying with your eyes closed in that expanded, relaxed place and, I want you to think of someone you have considered or are considering doing business with. Imagine that person in front of you and imagine asking them silently in your mind “Show me your hands” and notice what that person does. If they are not honest or transparent with you, they will play games about showing their hands. They might show one hand, put it behind their back, then show the other hand. They might put their hands in their pockets, or if they are transparent, they'll put their hands out for you to see and notice what that feels like in your body, how you feel about that in terms of energy to do something.

Maybe it makes you feel excited, like you could do things there. I think I can do business with this person. Maybe instead it causes you to feel hesitant or drained or discouraged. This is valuable information for you. And then for those of you who have more of a felt sense, who are not as visible, think about something you want to do moving forward.

And imagine your right foot. Are you going to put your foot on the gas? Are you going to move it over to the left and put your foot on the brake? You might even move your foot in real life to notice. If there's a feeling of wanting to move forward or a feeling of wanting to stop, try not to judge it.

And then take a couple of really deep breaths. Notice how it feels to be in that expanded state and then let it all go and begin coming back and imagine that you are going to come back to yourself at a higher level. You're going to come back a little more connected, a little more present, and a lot more embodied.

So coming back to the room you are in, take a couple of deep breaths, open your eyes, return to the room feeling relaxed, refreshed and ready to go on with your day. 

Reflection: I want you to think about your experience and write it down:
 
___________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Sometimes, even though you think you're doing the wrong thing, you actually end up doing the right thing because you might close the door, it opens it up to new and better opportunities.

So I used this exercise, the Show me your hands exercise, with a client who is a property manager, and the client had not yet begun to get money from a non-local property manager they had hired for an area that they didn't normally work in. And so I had them say “Show me your hands.” And my client said, Oh, I did it wrong.

I said, well, why do you think you did it wrong? The client then said “Well, because his hands are all red.” I said, well, you've caught him red handed. So this exercise is really, really useful because it bypasses the rational, logical mind and allows you to receive information that you might not be able to access with your logical, rational mind. 

So this kind of ability to include the intuition is going to change your life. I want to include another quick story. I met an elderly woman. She was literally a grandmother. I met her with her grandson and then later she came to see me. And just as I mentioned, about how the bubblegum taste overwhelmed me, the idea of asking her a completely nutty question, which was what I thought was nutty, overwhelmed me as well.

This was a woman who was wearing long denim Birkenstocks, silver hair in a bun, really looked like a grandma. And the question I was flooded with was “tell her that she should go ahead with the threesome”. And I really didn't want to say that, but I did. And she said “Oh, good. They've been asking me for a while and they're in another state.Nobody would know. Thank you so much.”

You know, it is amazing how well you will do in your life and your business when you start getting in touch with your own feelings, in your own body.

Fran Gallaher.

And the whole point of this book is not only to give you actual specific business tools with numbers, but it's also to make you realize that You truly are the most important part of your business. You need to work with the people that you want to work with, that align with you, and not everybody that can use your service. So thank you so much, Fran for this Chapter. 

Your Marketing Message

Let’s talk a little about marketing and what works.  I have found, and many of my colleagues would agree, that content marketing works best.  	Comment by Fran Gallaher: 

Content marketing provides value to your audience by educating them about the problems and solutions they face on the platforms they frequen. This accomplishes a number of things:

· You make you and your services relevant to them
· You keep you and your services top of mind 
· If your content is in alignment with your brand, you create brand awareness
· You educate them about their situation in order to make them aware of your expertise and the solutions you provide

Content marketing is useful, entertaining, and—and this is essential—consistent content delivered to the platforms your ideal client visits regularly. This can be social media posts such as graphics and memes, blogs, newsletters, emails, videos and, if your services have a technical or technological aspect or a unique service expertise, white papers.	Comment by Fran Gallaher: Is “graphics and memes” redundant?

I know some of you will say “Well, I’ll just hire a marketing company and let them do the work, so I don’t really need to know about marketing.”  Hiring someone to do your marketing is a great way to leverage your time, especially if you are not great at marketing.  

The advantage of doing even some content marketing yourself is that you know you are accurately portraying what you, actually, provide your clients. If you are able to be authentically yourself in your content, this has an enormous advantage in a marketplace that may be flooded with content that might be less than accurate or less than representative of your area of expertise. Your content will be accurate—because you produced it.

One strategy is for you to provide some content marketing and have others break up what you’ve written or spoken about, say, in a video, and reuse that content in different forms. A longer piece can be broken up into shorter posts or memes. A video can be transcribed and provide written content and vice versa.

However, whether you create and deliver content  yourself, or you hire someone or an agency to do that for you, you, as the business owner, MUST learn, at the very least, how to measure the Return on Investment (ROI) on your marketing, which metrics are important,what they mean, and which marketing strategy is being used.  	Comment by Fran Gallaher: What do you mean by “marketing strategy” here?



I believe content is very important. Consumers—that is, you and me—are consuming more content than we ever have before. We’re all eager to be at the intersection of education and entertainment—edutainment—and your content, written from your deep understanding of the subject matter that expresses your passion about your area of expertise, has an eager audience.

This is not just based on a need to understand the importance of social media. This is one of those things where everybody's kind of like, “Huh, yeah, I need social media, I need blog share.” But no one really knows exactly why that's so critical. And the concern becomes that, sometimes, maybe we don't go all in the way we should because we kind of get numb to hearing it. But what's happening right now is that content marketing is still on the upswing in terms of the importance that it's playing. 
Content marketing allows us, as experts, to both define and describe the problems our clients are facing and position ourselves as the experts who will solve those problems.

You're sitting at the doctor's office and you're on your phone doing something, you're reading the news, you're watching a video, you're reading something, you're in your car, or you're going for a jog and you're listening to something, maybe a Podcast or audio book. You might be in the bathroom, and you're on your phone consuming content.

We are truly in a content consumption generation. Therefore, for any business, it's critical that you're playing into the content space - that you're putting out content. The important thing to understand and remember is that putting out content is not necessarily going to create business on its own, but it's important because it creates engagement and interaction with prospects and referral sources. 

Even if you run Google ads or someone gets referred to you, they're going to look you up online. So if you have content, they're going to interact with that content and get to know you a little better, understand your business and what you offer, what you stand for, how you explain and communicate with others.  So content is really becoming the center of marketing avenues. 

In my experience, my first encounter with a client is not their first encounter with me. In other words, they have heard about me from another client, friend, or colleague, and they, more than likely, have looked me up online, as I mentioned earlier. In fact, they may have seen me in a number of places only, including my website.

One of the most prevalent objections to content marketing I hear is “if I give them the content, they won’t need to hire me.”  Think about this for a second.  How much information is easily accessible to us?  How many people have the knowledge on what they need to do to lose weight, for example?  Or what they need to do to be healthy? Just search how to lose weight and you will have enough FREE reading material, content, and tips for the rest of your life and yet, the weight loss industry is worth over $200 Billion dollars!!!

People love content and they consume it, but they don’t apply it.  This is where businesses come in.  Just because I can learn how to fix my electric outlet through YouTube videos, does not mean that I am going to do it myself—or do it myself successfully.  I’d much rather pay someone else.  This is true for everyone about some aspect of their lives.  There are some things that each of us are happy to learn and do for ourselves and others that we’d just rather pay someone else to do for us, or help us implement, or hold our hand while we do it…

The other problem is that, because there is so much content available on any subject, people can become confused about what strategy or approach is best. Often, I believe we aren’t just selling our expertise: we are selling our confidence in our approach and we are selling reassurance.

I recently spoke to several different insurance agents and representatives about an auto insurance issue I had. The last agent I spoke with, and the one to whom I gave my business, was the one who confidently told me how to solve my problem and whose words and manner gave me the confidence and the reassurance I needed. 	Comment by Fran Gallaher: You might want to use a different example.

Below is a four step process from Spotlight Branding, a content marketing company I use* that provides content for law firms here in _____________, on how to crush it when it comes to content from. They call it “a content loop” and the idea is to use content to create ongoing touch points so that you can stay in touch with everyone - keep them in the loop. These four parts are:	Comment by Fran Gallaher: Do you use them?	Comment by Fran Gallaher: Who is Spotlight Branding? Please give us why they are your expert.
1. Establish the touch points, the places where your client interacts with your content. This can be where they read or view your content, where they like or comment, and where they share. If they comment, it is important that you respond to their comment.[Does this mean choosing a social media platform?? Or??]	Comment by Fran Gallaher: What does that mean??	Comment by Fran Gallaher: Do we want to say that a touchpoint is what I just said? 
2. Creating relevant content
3. Multiply that content by dividing it and reusing it so that you get more mileage out of it and do less work while creating more content
4. Do your part by being available for questions and comments on the social media platform or platforms you have chosen- your content doesn't just work by itself.

Let’s talk about this last point. You may need to do a bit of research—even ask existing clients and current leads—to determine what platforms your idea client go to for their information. You might personally enjoy being on Meta (formerly Facebook) but if your clients aren’t seeking information there, it is useless for you to put your content there.

Once you post something, or your marketing firm or marketing staff member posts something, you or someone else has to respond to any likes, questions, comments, or shares that follow.

Then, you MUST measure your results! That thing that so many marketing companies, for some reason, don't like to talk about, but we're definitely going to talk about, because why in the world would you do any of this for yourself if it wasn't for results? 

Do you want to talk about HOW to measure results? As far as I know, you haven’t talked about KPIs yet.

Also, make sure to stay tuned because I'm going to drop a link later.	Comment by Fran Gallaher: A link to ??? And then let’s make sure that link actually is there!	Comment by Fran Gallaher: 


02:32:38:21 - 02:32:56:01
Speaker 3
We're actually going to give you guys a do-it-yourself social media template where every single month you can come in, create your social media, and it's kind of a guide to make it really easy for you. So we're going to actually give away it's basically a template we use for ourselves that our writers use and we're going to give that to you guys later.	Comment by Fran Gallaher: Is this going to be in the book?

02:32:56:01 - 02:33:14:00
Speaker 3
So just make sure to stay tuned for that. I'll have John drop a link in later. But with that dive into this first point. So I'm going to kind of I'm going to read it here and explain this graphical bit and then we'll pull it down while we're just John and I are chatting with you guys, But 	Comment by Fran Gallaher: You will need to say more here.

The first step is to establish recurring touch points.

02:33:14:00 - 02:33:33:07
Speaker 3
What we mean by this is that it's really important that content is recurring so that you're creating ongoing and recurring touchpoints with your network. And the purpose of doing that very simply, it's not rocket science here. It's not unique. It's to stay top of mind. We've all heard of this idea, of the need to stay top of mind and how important that is.

02:33:33:13 - 02:33:59:11
Speaker 3
Content is your best friend for doing this. And the idea is that when you stay in touch regularly with your audience, no lead is ever missed, no referrals ever missed. And you know, so our fun play on words is, you know, we keep people in the loop. So we'll take this slide down for a second and we're going to spend a few minutes talking about what types of touchpoints you should be creating, what some of the platforms are.

02:33:59:13 - 02:34:25:17
Speaker 3
You know, they were there on the screen at the bottom. We'll pull them up in a second. But it's going to be things like a blog, social media, an email newsletter. Podcasting is a big one. You don't have to do all of these things. Okay? The more of them you do, the more touch points you're creating. My hope is that what you walk away today with is saying is you'll see all these things heard of before blogs, videos, social media, podcast newsletters, you'll see all of those.

02:34:25:17 - 02:34:49:15
Speaker 3
It's touch points. And I don't know if you saw them as that way before, but but John does all of this for us, it's about branding. So John, kind of give us a few examples of of and we're going to talk about the types of content in a second that step two, just so everyone, but I want John to talk about how easy it is to get some of the start started, how easy it is to set up some of these social media pages, how easy it is to launch a newsletter or even launch a podcast.

02:34:49:17 - 02:35:05:22
Speaker 3
So Jonathan is kind of turn over you to talk about how to get some of this stuff off the ground. Yeah, I mean, the nice thing about technology is that people have put a lot of work into making it as easy as possible. So like even if you don't feel like you're a tech savvy person, you don't have to be.

02:35:05:24 - 02:35:26:02
Speaker 3
And even if you find yourself struggling, know there are people who are happy to help. And there are a ton of YouTube tutorials that you can watch people just doing everything they can to help get that started. But, you know, social media wise, you know, Facebook, obviously I feel like everyone here probably already has a Facebook page. If you don't have one for your business, I highly recommend that.

02:35:26:04 - 02:35:46:14
Speaker 3
But also Twitter is still really relevant. LinkedIn is really relevant. Instagram, I think if it's not at its peak, it is nearing its peak. Tik Tok is blowing up right now. It's not just for your kids to do silly dances. There are a ton of businesses on there. There are a ton of people of all ages sharing good information.

02:35:46:14 - 02:36:15:00
Speaker 3
It is a really helpful video platform, you know, MailChimp constant contact for sending out emails, you know, And let's talk about that real quick. Yeah, yeah, yeah. I think that Mashable Ashton, I mean you sign up say like at a MailChimp, they're constant contacts, they've got templates, right? Yeah. You can just grab Tauscher logo in, you know, obviously if you want to hire a company like a Spotlight branding or someone like that to make it even better looking and do it for you, you can.

02:36:15:00 - 02:36:35:08
Speaker 3
But, you know, I think maybe people don't realize how easy it is to kind of get some of these things off the ground, right? Yeah, absolutely. I mean, it's all of the all of the user experience set ups are very user friendly. You know, it's drag and drop. You don't have to take a course in web design or anything to get all of this off the ground.

02:36:35:14 - 02:36:54:13
Speaker 3
And I mean, you know, I don't want to belabor it because, you know, I want to get to the rest of the stuff. But I mean, you know, we have a ton of resources available to help you to educate people on how to get a lot of this stuff done. And so, you know, if you have any questions about it, I highly encourage everyone to go check out our website and look at all the resources that we have available to engage.

02:36:54:15 - 02:37:13:23
Speaker 3
And the thing I would add to is like just kind of push start, right? So so if you haven't started with social media yet, you don't have to launch with five or six social media platforms tomorrow or like whatever you're most comfortable with. If you know how to set up a Facebook business page, go do that. You can set up Instagram or Tik Tok or Twitter in about 3 seconds on your phone if you just download.

02:37:13:23 - 02:37:30:01
Speaker 3
Yeah, I mean, I mean, you know, it's pretty intuitive. Once you once you get in there and start playing around, start where you're comfortable. And I think what's interesting that you'll find out I'm kind of cheating and jumping ahead to our third point, which is multiplayer content. But what you'll find is that the stuff you post one place, you can post the other places.

02:37:30:03 - 02:37:51:15
Speaker 3
So if you just figure out how to get started on Facebook or how to get started on Tik Tok or Instagram or any of these things, just pick one. You're going to build a post as other places. You know, for a newsletter. Things like MailChimp in Constant Contact will walk you through the process and give you templates. And then John, I know we got to move on, but real quick, can you tell people your suggested platform for launching a podcast?

02:37:51:17 - 02:38:12:02
Speaker 3
Yeah, so there are a lot of good ones out there. We use Buzz Sprout, Buzi SPRO Beauty, They make it super, super easy to get it all set up. They distribute it to all of the major platforms, like 20 different podcasting platforms that they can get your podcast out. Yeah, you don't have to like go get into iTunes and all that yourself.

02:38:12:02 - 02:38:32:12
Speaker 3
You just sign up a buzz, upload your audio there and you know, they kind of do the rest for you. So yeah, awesome. All right, let's pull the slide back up. And that's about establishing these recurring touch points. And when the site comes back up, you guys are going to see I didn't play it out before, but there is those examples at the very bottom of what of what we mean by touch points.

02:38:32:14 - 02:38:48:22
Speaker 3
Okay. And the whole idea, if you look back at the circle here on the screen, the whole idea here is to create these touch points so you keep your audience connected with you. And by the way, make sure you know that your audience is pretty much everyone. This isn't just your clients and your colleagues and your referral sources.

02:38:48:22 - 02:39:08:15
Speaker 3
This is friends and family. This is leads that you might generate to any marketing you're doing. This is even vendors because you never know who might have a referral. You never know who might have a business opportunity. And so by staying connected with people, you know, you always keep those doors open and you'd be surprised how much more business there is to get or how much better you'll convert.

02:39:08:17 - 02:39:26:01
Speaker 3
But that's point number one is to build this content loop just by creating these touch points. So let's talk about the type of content you're going to create because this is just as important as creating the content in the first place. So it's about branding. Our advice is to create relevant content. So what do I mean by that?

02:39:26:03 - 02:39:46:02
Speaker 3
First thing is your content needs to educate your audience and provide value. How do you do that? Our go to tactic is to answer common questions that your clients have or the circumstances that they're often in. Right? So if you're an attorney, you know, all you got to do is think about the question you get asked every day.

02:39:46:04 - 02:40:15:00
Speaker 3
Those questions answer Become a blog post or a video or a social media post. All right. I also like to say keep your content relevant to your world and others. So what do I mean by that? Well, you know, I'll wait, John. We just have a kind of a running joke in the company that that we would sometimes seek, not our clients, but We would see business professionals send out email newsletter with cookie recipes in them.

02:40:15:02 - 02:40:40:06
Speaker 3
Yeah. You know, I mean, I don't have any data to say that that works or doesn't work, but I feel like it's not relevant to kind of the whole situation. So my tactic is I don't necessarily think every piece of content you create has be in John. You can put it on the site, but I don't think that every single piece of content you create has to be like about what you do.

02:40:40:08 - 02:41:05:23
Speaker 3
But it be either about what you do or something that would help your audience but still is loosely connected to what you do. A simple example I could think of would be if you're a business attorney, not every piece of content you put out needs to be about business law, right? But you serve business owners. So if you were to create content around some business advice as well, that's not a that's not a leap from your world.

02:41:05:23 - 02:41:26:13
Speaker 3
Right. But if you create a cookie recipe that might be relevant to them if they like making cookies, but it has zero to do with business, with anything. You know, John, I mean, we do this right, because we provide marketing, but we often create you often create content that kind of goes beyond that, right? Yeah, It's about amplifying your expertise.

02:41:26:13 - 02:41:47:10
Speaker 3
You know, people I mean, unless you're a chef, people aren't coming to you for a cookie recipe is just to, you know, expand on that point. But, you know, it's all about like especially when you're when you're thinking about creating content, you want to think about just the things that are keeping your audience up at night. What are the most common questions that they have?

02:41:47:10 - 02:42:11:02
Speaker 3
What are the issues that they are facing as it relates how you are able to help them? You know, and John real quick. Walter Yeah, yeah, yeah. Sorry to interrupt because, I mean, you know, you mean you sit down and you do this, right? I mean, you've actually done this for clients of ours, right? I mean, you start like, can you just give some quick tips on like, all right, like, how should I come up with a blog topic or how should I come up with a social media post?

02:42:11:02 - 02:42:31:02
Speaker 3
How should I come up with a podcast topic? Right? Because I mean, you've actually seriously no kidding. John has come up with I mean, I would be five. It's like over a thousand blog topics at this point, like four attorneys. But you're kind of one of the main audiences that we serve, right? So what what kind of advice would you give on how to come up with like, the topics?

02:42:31:04 - 02:43:00:24
Speaker 3
Yeah, it's it's you don't have to go super deep into the weeds on it, you know, because people, you know, especially when it comes to attention spans, they're only going to dig so deep. So keeping things up level at the surface and just addressing those thoughts and the concerns and the questions that they have. You know, imagine you're out on the street or wherever and just someone comes up to you because they know what you do and they just ask you, you know, ask you a question, what's the most likely question that they're going to ask, you know, whether it's in your consultations you know, you have this experience you can draw from because you

02:43:00:24 - 02:43:18:21
Speaker 3
just know what people are constantly asking you. That's that's your big starting point right there. And, you know, if you sit down and just think about it for a few minutes, you'll realize you have a massive library of questions that you know how to answer. And those are your topics and those are your blog topics. Those are can be your video topics.

02:43:18:21 - 02:43:48:09
Speaker 3
You can pull out your phone record, a 1 to 2 minute video. Just answering that question as if someone came up to you on the street and ask it. And I think often, too, I think that sometimes we miss how one topic could honestly be turned into seven topics, right? So yeah, maybe you're you're a family law attorney and you know, you think, okay, something I could write about is, you know, how to make the divorce process easier on your children, Right.

02:43:48:09 - 02:44:09:08
Speaker 3
I mean, first of all, great topic, a little bit tangential to, you know, like nothing to do with the law. Right. But it's all something that serves your audience. But it isn't like you write about that once as a blog and you're just done, you know, six months later, you can you can talk about that same topic again in a video or in a blog and you put a different spin on it.

02:44:09:10 - 02:44:26:10
Speaker 3
And so repetition is something that I think often people think it's a negative thing in the world of content marketing. And I just want to say here as clearly as I can, repetition is your friend, not only because it makes your life easier because you can go back to things you've done before and just kind of put new spin on them.

02:44:26:10 - 02:44:48:16
Speaker 3
But also, you know, if somebody finds you today online, you think they're going to see the blog from six months ago. You think they're going to see the video from six months ago or two years ago? Right. So repetitions actually really important for that reason as well. So that people who are newer in your network today are being exposed to those topics.

02:44:48:18 - 02:45:13:03
Speaker 3
So I think repetitions key there. Let's jump to point number three. And I like this question that we got here, Dana. If you saw, how often do you repurpose a piece of content? We're going to I'm going to see if I answer that here with point number three. But the short answer is and John, if you want to add anything that you added it in the text, so I don't get too distracted, but I don't think there's a number of times it's too many, is the honest answer.

02:45:13:05 - 02:45:33:10
Speaker 3
Yeah, but John, if you want to elaborate on that, go ahead and throw your thoughts in there. And I'm going to talk about the third point or multiply the content. So repurposing and reusing content, just to be clear a little bit. So this is a different point than I was making a second ago. A second ago I was talking about kind of doing a new piece of content based on an old piece.

02:45:33:10 - 02:45:53:05
Speaker 3
So six months later, just doing a new blog, but on a similar topic you already did. This is not that point number three. Here is how to take one piece of content and use that one single piece multiple ways. So what I mean by that, well, you create a few core pieces. So let's say you did blogs, you did videos.

02:45:53:07 - 02:46:11:12
Speaker 3
Well, those could get published on your website. There's one there's one place they go. But those videos should also be published on a YouTube channel. So there is kind of a second place. But those those videos or those blogs now can become the content of an email newsletter. You know, a lot of times people don't want to do an email newsletter because they don't know what to put in it.

02:46:11:14 - 02:46:31:05
Speaker 3
Well, if you're already creating, say, a blog once a month on your website, you take that blog and you make that blog the centerpiece of your email newsletter. This way you don't actually have to create new content for that newsletter. Those are a couple of examples I have. John You can pull the slide down. John You're like a mad scientist doing this, right?

02:46:31:05 - 02:46:47:03
Speaker 3
I mean, so to us about some of the ways you do this, because I know you do some real awesome things that sound complex too, but they're not. I mean, I know you, you take a podcast and you turn that into social media posts a bunch of things. So give us some examples of how you can take a core piece of content, multiply it out.

02:46:47:03 - 02:47:08:14
Speaker 3
Yeah. So let's let's take a video, for example. It's a maybe it's a two minute video you were you know, you're answering a common question that you get. All right. You can take that video, obviously, you can posted on YouTube, you can post it on TikTok, you can post it on Instagram, Facebook, Twitter, LinkedIn. That's a bunch of different content in a bunch of different places all at once.

02:47:08:16 - 02:47:31:12
Speaker 3
And then you if you wanted to, you can there are a bunch of different apps out there that transcribe audio. You can pull the audio, get it transcribed from that video. Now you have a blog post. You can then share that on social media as well. You can rip the audio from the video if you want, and now you have a mini podcast episode.

02:47:31:14 - 02:47:55:09
Speaker 3
Now you distribute that podcast across a bunch of different platforms. And the reason that that's effective and the reason that that's something that you should really consider doing is because all consume content in different ways. Some people prefer reading, some people prefer watching videos, some people prefer listening to podcast. And so the more available that you make your content, the more people that you're going to be able to reach.

02:47:55:11 - 02:48:12:12
Speaker 3
Yeah, exactly. I think that I think what people will see, it's you, if any of you are going to kind of DIY this do it yourself like you'll find a lot of these tools are built in as well like you'll like you'll post something to like say like tick tock or something and there's a way to like posted to Instagram also.

02:48:12:12 - 02:48:32:13
Speaker 3
And you know, we didn't get a chance to comment on earlier, but there's platforms out there like Zoho Social or like Hootsuite, where you can actually schedule all your content to go out, you know, in one place. So I think one of the best things you guys can do is really like kind of like give you the example of just kind of what John touched on.

02:48:32:13 - 02:48:55:14
Speaker 3
So I might be being a little bit repetitive, but like you can actually pick one thing to start today and actually check off a ton of these touch points, talking about if you did decide that just once a week, you're going to pull out your phone and you're just going to record a video of you answering a question, well, now you can publish that video to, YouTube, you can take that video and you can cut it up and you can cut it up with your iPhone if you want to do it yourself or you don't have to.

02:48:55:14 - 02:49:16:07
Speaker 3
But I'm saying you could and you could take your two or three minute answer and you could turn into 15 second clips that are now social media posts right across all the platforms. You can take that video and put it in a monthly email newsletter that's kind of a video of the month. Or I guess if you did one once a week, you're for videos of the month, right?

02:49:16:11 - 02:49:39:00
Speaker 3
Then you could you could even cut out the the audio from that video and publish it as any podcast every week, a two or three minute fake you podcast. So it's really cool to think about. You could take one piece of content, repurpose it over and over and over and over again, and that is, that is, that is a really key piece.

02:49:39:00 - 02:49:58:13
Speaker 3
I hope that's helpful to you guys that kind of get your wheels turning. And so with that, let's let's talk about kind of our fourth and final point here and pull it back up. Yeah. So this is to do your part. So this might be obvious, but the larger your audience is, the better your results are going to be.

02:49:58:13 - 02:50:22:21
Speaker 3
So look, everyone, the honest truth is, I hope I don't offend anyone here, but most of us aren't in businesses that necessarily our is going to be super exciting. You know, Spotlight branding mostly works with law firms and financial firms. And so we just don't expect that the content we create for clients is going to go viral and be nice if it did.

02:50:22:23 - 02:50:45:05
Speaker 3
But that's not the goal. So really important then when you're creating content for yourself, unless you're just that confident you're going to create something that blows up and goes viral, that you're growing your audience in ways. And that could be traditional marketing, like lead generation, like Google ads or any type of advertising, because that's going to grow your audience right?

02:50:45:06 - 02:51:05:08
Speaker 3
Those people are going to be added to your email list. Maybe they're going to look you up on social media, but even just good old fashioned networking, you know, imagine that every time you go to a networking event, you get ten business cards. You now can plug those ten people into this content machine where they get a newsletter once a month, they're invited to check out your social media.

02:51:05:10 - 02:51:25:13
Speaker 3
Maybe they follow one of your social media channels. And now every now and then they see something there, right? You're keeping them in the loop. And so the more you do, whether it's advertising or networking to grow your audience, this content does more for you. But the cool thing is, no matter how big your audience is, you don't necessarily have to do more content.

02:51:25:15 - 02:51:46:12
Speaker 3
You send that newsletter out once, and whether it goes to 100 people or 5000 people, you're doing the same amount of work to send the newsletter. But the more people you're sending it to, the way better are why you can get there. So let's jump to results. There's three results there. I'm going to mention one and I'm going to pull the slide down to kind of begin to wrap up.

02:51:46:12 - 02:52:08:12
Speaker 3
But more referrals, better clients and higher ROI. I so John, you can take that down. So when I want to talk about this for about 2 minutes and then and then we're going to wrap up and give you guys that link to get that social media template. But there's three areas that we really see make a difference because I know if you guys go invest time or money and doing content for yourself, you're gonna want to know what's working.

02:52:08:12 - 02:52:29:01
Speaker 3
So I'm going to give you three very specific things to look at. Okay? The first is more referrals. Do not ever get caught thinking that you've you've, you're, you're if you get a lot of your business, your referrals that that means you're doing a good job there. There are so many studies out there that show you're still only getting about a third of the referrals you could be.

02:52:29:03 - 02:52:49:05
Speaker 3
Even if the majority of your business comes through. So the first thing I encourage you guys to do is actually track referrals, because the more you stay in touch with people, the more your referrals increase. Sometimes it's maybe 20 30%, but I've seen it be up to 100% just from doing content consistently. So make sure to track your referrals specifically.

02:52:49:07 - 02:53:14:19
Speaker 3
The second is clients. Now this is really personal. Better clients might be in higher paying clients, it might be more of the types of clients you want. But when you're putting out content consistently, what happens is people begin to see you and your business as the expert in that thing in that area. So you typically can command higher rates and also hopefully you get more the kinds of clients you want because your your content should draw those kinds of clients in.

02:53:14:21 - 02:53:30:02
Speaker 3
So there's different ways you can track that, right? Your average client value or if you have different types of products or services you provide, you know what what type of service would you like to do more of? You can track that and make sure your content is focused on that and see if that brings in more of that type of client.

02:53:30:08 - 02:54:01:19
Speaker 3
And then the last thing and the most important one for me is that you get a higher r y from all of your marketing efforts. I can't tell how many clients I've seen that are maybe doing, say, Google ads, and then they build kind of this content loop that we're talking about and their Google ads work better because when someone comes in from the Google ad, now they've got a blog they can look at, they've got a social media presence they can look at maybe they're not ready to move forward, but they sign up for the newsletter and three months later they become a paying client.

02:54:01:21 - 02:54:22:21
Speaker 3
Okay. Even if you go out networking. Right. We talked about that a minute ago, you can get a better r y from your business networking because you've got kind of that content marketing machine to plug them into, right? Yep. So those are the things that pay attention to referrals, better clients and does the ROI of your other marketing efforts improve because of what you're doing in content?

02:54:23:02 - 02:54:41:05
Speaker 3
Because our way of content by itself is really hard to measure. So you actually measure correlation. It has the other things hope that helps you guys. So, John, do me a favor. Go to and drop that link in the chat box. So what this is everyone, is this is a this is a do it yourself social media template.

02:54:41:07 - 02:55:01:15
Speaker 3
We've given you the very specific types of things. We think you should post examples of those things and then space for you to actually create your own social media posts come in monthly and do this. But what I'm really excited about is in sharing this with you, we're also have kind of another announcement as we wrap up today.

02:55:01:17 - 02:55:22:05
Speaker 3
So we are launching the Spotlight Insider Community. This is like one of our first public announcements about it. So you're not going to find it online just yet. But what we're what we're doing with the Spotlight insider community is we are just trying become a better resource in the world for business owners when it comes to content marketing.

02:55:22:05 - 02:55:40:23
Speaker 3
So what we're doing today as a special thing just for you guys is after you download this resource from the link to John, just put up in the chat, you're going to have an opportunity to schedule a 15 minute social media strategy call with a member of my team. This has nothing to do with our products or services.

02:55:41:02 - 02:56:00:21
Speaker 3
It is not a sales call. This is a free social media coaching call for you to make sure you feel good about your social media strategy and how to use the template that you can download right now in the chat. And that's kind of a special thing. We're just as an exciting announcement of our Spotlight insider community. John, we got to wrap up.

02:56:00:21 - 02:56:24:11
Speaker 3
I'm going to give you about 20 seconds to tell them why they why they should care about the insider community. Yeah, yeah. You're going to get a ton of content, a ton of articles every week. You know, we're doing videos. We have a monthly masterclass that I'm hosting that's, going to be going over a bunch of stuff. I think our first ones actually next week where we're covering our top ten marketing strategies for 2022.

02:56:24:13 - 02:56:50:10
Speaker 3
So, you know, you sign up, you should get some emails about that next week too, to sign up and join us for that. You know, additional just kinds of stuff I've got in the works, you know, podcasts, you know, exclusive Q&A shows, all kinds of stuff, just like Mark said, all designed around just being a resource to help educate you and give you some inspiration for your content marketing strategy.

02:56:50:14 - 02:57:07:15
Speaker 3
And this is a free community. Yeah, it might not be forever. So you'll grandfathered in if you join now, but even if even if you want no part of what we're saying, that's fine. Go download the template, use it for yourself. But. But if you want to take advantage of that, call, it's completely value to you. Like I said, we're not selling anything on that.

02:57:07:17 - 02:57:23:06
Speaker 3
So click that link, get the template. And by the way, last thing, the template will probably be sent out Monday or Tuesday, so it won't hit your inbox immediately. But but you do need to fill out the form today. You do need to request it today. This is not something that's available publicly. We're doing it just for you guys.

02:57:23:06 - 02:57:33:13
Speaker 3
So I hope that was helpful. I hope you walked away with some ideas of how you can go do this. Thanks, everyone, for hanging out.

02:57:33:15 - 02:57:35:12
Speaker 2
Wow. Thank you so.

02:57:35:13 - 02:58:00:11
Tania B
Much, Mark and John. That was a lot of value in a very amount of time. And yes, I hope all of you really listen to what they said about your content marketing and how you can do better. That we will be talking about marketing and ROI and tracking later on this afternoon so that you can have a better grasp of how to do that.

02:58:00:11 - 02:58:14:13
Tania B
But as Mark said, it is very important and I just want to say thank you again for providing all of this value and, the community and the downloads. Thank you.

02:58:14:13 - 02:58:24:24
Speaker 3
For that. Appreciate it. And I'm going to be I'm going to be in our virtual booth, which is in about what, 8 minutes? So if anybody wants to chat with me, I'll look forward to connecting with you there. I'll be in a little bit.

02:58:25:01 - 02:58:51:03
Tania B
And now I'm going to give the stage back to Angela because we are getting ready to have our lunch break and she's going to tell you about the virtual booth and how to get to them so that you can talk to our amazing sponsors who all have great things to offer.

02:58:51:05 - 02:59:16:17
Speaker 4
Absolutely. Thank you so much and thank you for our speakers. I got so much out of that. I don't know about you. Oh, that's my music. Thank you. Okay I'm fired up. That's good. That's good. Some good stuff. We got marketing, we got intuition. And I see how they totally together and both sides. So I'm very excited to take that information and roll with it.

02:59:16:19 - 02:59:34:13
Speaker 4
So what are we doing now? Okay, so we are full content this morning. The afternoon is going to be no different. It's going to be full of content. So we're going to take a quick lunch, a quick working lunch, if you will. So it's going to be 30 minutes and. We have opened up our dashboard with our sponsor boots.

02:59:34:13 - 02:59:52:12
Speaker 4
So if you want to get more information about our sponsors, you want to talk to Mark, you want to talk to Fran, you want to see our other sponsors that we have on there. We don't just have two, We have many. And you can jump in and out of those booths and we're going to incentivize you to do that because we're going to be drawing for a prize again when we come back from lunch.

02:59:52:14 - 03:00:15:03
Speaker 4
And that prize is going to be so good, you're going to want it. So look at it. This is where you're going to find our sponsors. Now, if you go to the dashboard and you don't see our sponsors refresh the page because we just opened up the booth, sometimes it takes a minute, but if it's not there, refresh the page and you'll be able to pop in and out of those booths, talk to our sponsors, get your questions answered.

03:00:15:06 - 03:00:33:16
Speaker 4
And how are you going to get prizes? Okay, so this is where Facebook comes in. We've done this before. We're going to do it again. We have a post on the business and Beyond Facebook page. You're going to go on there and you are going to comment about the boosts that you were in and something that you learned from those booths.

03:00:33:18 - 03:00:52:21
Speaker 4
And now we're going to be drawing for a very good prize. And that prize, I'll tell you now, just so you know, so you'll do the work. It's a 45 minute consulting session to resolve or brainstorm anything in your business for ten, 45 minutes is a long time. A long time answer a lot of problems and talk things out.

03:00:52:21 - 03:01:10:22
Speaker 4
And you get her attention that long and that's what you want when you jump on this Facebook post and you post after you go to the this, we're going to have you do that. Get something quick to eat, get something to drink, spend your time networking with our fabulous sponsors, and then come back this afternoon. I'll table what we're having this afternoon.

03:01:10:24 - 03:01:42:11
Speaker 4
Lots of great content. Tanya is going to be going over our budgeting KPIs, SOPs and SKUs. And if you don't have clarity on what those are or you want, more clarity this afternoon is for you want to come back and not miss a minute of it. So we're going to do working lunch visit our sponsors. We'll see you in 30 minutes.

03:01:42:13 - 03:04:27:09
Unknown
Oh, I'm aware of all the good manners on that. We're all going West Street, dry cleaners, high rise and all, and late at night time, 0:00 on the night is gonna be strong. And it's gonna be fast And it's gonna be fast On the five five. It's gonna be short. It's gonna be so then it's gonna be like midnight in my that song will just be on someone reaching back.

03:04:27:11 - 03:06:42:13
Unknown
Swear it's gonna take you to one He's be strong and he's gonna be fast And he's gonna be fresh from the fire. He's got. It's gonna be hard the night I made the fire. What you see. Tell me. The night is gonna be strong. It's gonna be fast and he's gonna be on fire. He's gonna. You're gonna be loved by Got my.

03:06:42:15 - 03:08:29:08
Unknown
He's gonna be strong and he's gonna be fast. Start fresh from the time I'm out here. This guy saw Guy, and he's got my here. My house smiles and.

03:08:29:08 - 03:08:33:22
Speaker 2
What it takes to fall this down. I'll do it till the sun.

03:08:33:24 - 03:08:40:00
Unknown
Down the guitar. Oh, yeah. Oh, yeah.

03:08:40:06 - 03:08:46:12
Speaker 2
I'll tell you what. You wanna hear my sunglasses on while I said he No what.

03:08:46:14 - 03:09:46:05
Unknown
I had to say to buy my song. Don't forget to stop. And I'm daddy, Daddy break down on our cry on our single I attacking And now I don't know deep down I know.

03:09:46:08 - 03:09:47:12
Speaker 2
I've heard that.

03:09:47:14 - 03:10:02:02
Unknown
You finish your is the only way I know my conscience. Oh, but I'm afraid not. So you.

03:10:02:04 - 03:10:50:21
Unknown
I'm Mama's our battery, So stop, stop and start unstoppable. And I'm Sam.

03:10:50:23 - 03:10:59:02
Unknown
Daddy. So you up.

03:10:59:04 - 03:11:04:08
Speaker 2
Song your debt I will.

03:11:04:10 - 03:11:31:23
Unknown
Not stop about hummingbirds I will not make Sam invincible Then I was never single. I don't need to do that Unstoppable to do that.

03:11:32:00 - 03:16:45:20
Unknown
I'm saying now that was when they used to say that behind it. There had to be by now we can go there now. So I'm coming out of the kitchen cause I have to. Song celebration, not say stop. And that got us to. Oh, yeah, man. To of my boy Sam still got he got conversation Take right And you see and see me and bring it on down and Sam and Sam Well woman Oh and the time how many girls that behind every right three days to thank you know now that you saw coming out of the picture is this every good going for all our back here what we say we're we go for

03:16:45:22 - 03:17:39:06
Unknown
the hell yeah we now said hey, hey hey hey hey hey how we're doing Thank you I'll.

03:17:39:06 - 03:17:43:20
Speaker 2
Get it myself.

03:17:43:22 - 03:17:59:23
Unknown
I used to bite my tongue and hold my breath scared to rock the boat and make a mess. So I sit quietly every day like me. I guess that forgot how to choose that you push me past the breaking point.

03:18:00:00 - 03:18:06:01
Speaker 2
I students snuck. Amazing. So watch out for everything that you have me down.

03:18:06:05 - 03:19:25:12
Unknown
But I got to hear my voice here. That's from the vanishing crowd. You have me down. But I got to get. I've had enough. I see it. I see. I got the I am dancing and you and me me now go in like a man I like to be. I you to my hearing. You have me down. But I got already hear my voice that's on the ground to shake the ground You have me down, bad guy.

03:19:25:14 - 03:21:56:12
Unknown
Get cause it's hard enough. I see. I see. I got the dancing See I knew. Yeah, me I got the. I have the tie. Yeah, Young guy. The tough cookie with a long history breaking little hearts, not wanting me. That's okay. She's doing good. I'm so. Let's dance with the best shot. Wow. Your best shot with the best shot.

03:21:56:14 - 03:22:24:14
Unknown
Firing away on man the company. Don't fight them. That's okay. See you back. Yeah. Song is back. I get back on the beat. Why don't you hit me with that guy?

03:22:24:16 - 03:22:26:20
Speaker 2
That sound.

03:22:26:22 - 03:23:02:23
Unknown
Faraway, Real tough cookie.

03:23:02:23 - 03:23:19:13
Speaker 2
With a long history. Little hearts, Michael Gordon, maybe another. Not in my case. Better shell, you fella. And by the way, your best shot.

03:23:19:15 - 03:23:24:24
Unknown
Down with the best shot. With the.

03:23:24:24 - 03:23:34:15
Speaker 2
Best shot with especially.

03:23:34:17 - 03:24:07:20
Unknown
One genuine shot. Shot with the best shot. See? And you look.

03:24:07:22 - 03:24:11:10
Speaker 2
Good. Nothing great.

03:24:11:12 - 03:24:26:19
Speaker 2
People say. Mm. That's what people say. Mm. I go on so many different but I can't make you stay. At least people say Mm mm.

03:24:26:21 - 03:24:32:03
Unknown
Say you got, I can't stop.

03:24:32:03 - 03:24:37:17
Speaker 2
That's still.

03:24:37:19 - 03:25:14:15
Unknown
Got my. I'll be all right. Take my lead. Hey baby, sit down. De de de de de de de de de de de. She get a nice and big a light in on the feet and that's a fatal thing.

03:25:14:17 - 03:25:17:23
Speaker 2
That's what.

03:25:18:00 - 03:25:38:21
Unknown
I'm. That's what they got. The green man got me.

03:25:38:23 - 03:25:40:02
Speaker 2
It's gonna be all.

03:25:40:02 - 03:26:09:02
Unknown
Right Here's the take De de de de de de de de de de de de de de de situation. She said.

03:26:09:04 - 03:26:18:17
Unknown
I say si, si, si. Hey.

03:26:18:19 - 03:26:28:05
Speaker 2
Hey, hey. Just single. You bring it down and then add about the letters and the dirty, dirty cheats of the world. You could have been getting to this sick.

03:26:28:07 - 03:26:39:02
Unknown
Beat my ass, man. But his new girlfriend, she's like, Oh my God, I'm still shaking. 2000 hella good. How would you come.

03:26:39:06 - 03:26:42:03
Speaker 2
Over, baby, with a shake, shake, shake.

03:26:42:04 - 03:28:03:01
Unknown
Yeah, yeah. He's. She sick shaking, shake, shake, shake, shake it, shake it. Yes. So crazy right now, girl. Oh, my God. Oh, oh, oh, oh, oh, oh, oh, oh, oh, oh, oh. So, so crazy right now.

03:28:03:03 - 03:28:11:20
Speaker 2
So even at such a moment every time we meet. I'm begging you to go call your name to three times in the world.

03:28:11:22 - 03:28:20:05
Speaker 4
That's a funny thing for. Me to try to explain. Oh, Belinda McBride is the one to blame. Yeah, So I don't have to stop. You can do.

03:28:20:08 - 03:28:43:21
Unknown
Knowing I'm doing the right stomach. Crazy, right? Right now. My. I'm saying right now. Ow, ow, ow, ow.

03:28:43:23 - 03:28:56:03
Speaker 2
Ow, ow, ow, ow, ow! My dream's over. I need to be thinking. Look, you want to teach me to do some?

03:28:56:03 - 03:29:02:18
Unknown
Even if you ain't nobody else in the world know what I'm gonna know?

03:29:02:20 - 03:29:10:09
Speaker 2
The beads in my. But you don't say that. You know, You don't know.

03:29:10:11 - 03:29:39:15
Unknown
What is right, Right, right. Now, I'm my last Scott Young old. Ya know, when I was young, being in the old home.

03:29:39:15 - 03:29:49:20
Speaker 2
You want to know but in the pocket this band like Tony Soprano in the back handle like a sheik. But he's making it next to the genuine article. I do not say.

03:29:49:21 - 03:29:51:14
Speaker 3
No I'm pulling off anything.

03:29:51:14 - 03:29:58:09
Unknown
I bring. You sound like we go. Whoa, whoa, Brick Crazy gringo say crazy and deranged.

03:29:58:09 - 03:30:15:13
Speaker 2
Crazy and deranged. They can't figure them out. They like crazy, insane. I'm cut from a typical. My texture is the best thing I've got. The name of the game, so call back over to play the king.

03:30:15:17 - 03:30:31:23
Unknown
For the rap. One. So crazy. I'm baby.

03:30:32:00 - 03:30:34:02
Speaker 2
So me and baby, you're making.

03:30:34:02 - 03:30:39:04
Unknown
A fool, baby you got.

03:30:39:06 - 03:30:40:13
Speaker 2
You got a little crazy.

03:30:40:13 - 03:31:08:21
Unknown
Baby. Right, right, right, right, right, right, right, right. That's coming. Right, right, right, right.

03:31:08:23 - 03:31:16:21
Speaker 2
Right, right, right.

03:31:16:23 - 03:31:54:16
Unknown
Hand paintings to me. To the Sundance Film Channel way. I'm like a domino on the bus, man. By now, I got the.

03:31:54:16 - 03:32:24:06
Speaker 2
Money on the back. I'll snap the teeth on cigaret and walk like an Egyptian.

03:32:24:08 - 03:32:27:03
Unknown
On waitresses, take their trays, spin.

03:32:27:03 - 03:32:29:00
Speaker 2
Around in the front.

03:32:29:02 - 03:32:44:06
Unknown
You've got to drop your drink. Then they bring you more. Still get some guys smokes smoking middle man metal band series The Walking Lookin Gypsy and all the kids in the market.

03:32:44:06 - 03:33:35:21
Speaker 2
Listen walk like an Egyptian selected street band.

03:33:35:21 - 03:34:01:06
Unknown
Just that to run Then let's talk, you know, let's try the blues on Cadillac You wanna find all the hanging out in the donut shop down the block. The party boys call the Kremlin Chinese. No way. They walk the line like.

03:34:01:08 - 03:34:48:16
Speaker 2
She and the that look like an Egyptian or like you take.

03:34:48:18 - 03:35:07:14
Speaker 4
Our I.D., Jay. We got a good stop now. Nothing. Come back in the room, everybody. Encourage you to get up. Move your energy, Randolph, wherever you are. The handcuffs, like, move that in there.

03:35:07:16 - 03:35:10:03
Speaker 2
At least some people say.

03:35:10:05 - 03:35:16:04
Speaker 4
Yeah, yeah, they're going to make people say, I'm not letting heels come off.

03:35:16:06 - 03:35:24:20
Unknown
I can't stop. That's still got my You may want to.

03:35:24:20 - 03:35:33:09
Speaker 4
Dance with me. We'll spotlight you. I'm back in the room ready for a great afternoon. There she.

03:35:33:09 - 03:35:38:06
Speaker 2
Is. She takes action I.

03:35:38:08 - 03:35:49:09
Speaker 4
Down the song. Anybody else love the song? They think maybe not Maddie. And you may check it out on it.

03:35:49:09 - 03:35:52:23
Tania B
And you know you want to be in it.

03:35:53:00 - 03:35:55:02
Speaker 4
I'm doing the dance party.

03:35:55:04 - 03:35:59:23
Speaker 3
My eight year old love this. That's her favorite singer right away.

03:36:00:00 - 03:36:04:01
Speaker 2
That's why I love it, my friend.

03:36:04:01 - 03:36:06:07
Tania B
I see that child.

03:36:06:09 - 03:36:12:11
Speaker 3
We have a little South Florida joke. I don't know if you heard it. What's the difference between Taylor Swift and the Miami Dolphins?

03:36:12:13 - 03:36:13:22
Speaker 2
Oh, what is it?

03:36:13:24 - 03:36:16:16
Speaker 3
They are Swift. Actually went to the Superbowl recently.

03:36:16:18 - 03:36:22:17
Speaker 2
Oh, sure.

03:36:22:19 - 03:36:28:01
Speaker 2
Oh, it's the Dolphins. I don't know. That's in 72.

03:36:28:03 - 03:36:36:16
Speaker 4
83. All right, so everybody's still coming in. Did anybody visit our sponsor booths? Raise your hand if you visited our sponsor.

03:36:36:16 - 03:36:40:23
Speaker 3
This Somebody tried to, but we didn't connect. So it.

03:36:41:00 - 03:36:57:23
Speaker 4
All right. Eddie says come back on the next break. You come back on the next break if you want to talk to him. Yeah, this is the time you get to ask your questions and really get to get in there and see what our sponsors have to offer. Anybody else? Attend a booth from a jump into a booth.

03:36:58:00 - 03:37:23:04
Speaker 4
All right, Well, you're going to have another chance. They're all coming in now, so we're going to give it away. And also, when you attend those booths and you post on and we show the Facebook post, you could if you need to put something there to be eligible, visit our sponsors and post something that you learned, post something that you learn.

03:37:23:04 - 03:37:43:04
Speaker 4
Now, this is a wide open contest, so for those who take action will be considered. So we want you to definitely do that. So our next break, you'll be able to pop back in and see our sponsors and chat with them. But we're going to get into some great content. We're going to get into some. Really? Oh, thank you.

03:37:43:04 - 03:38:06:04
Speaker 4
This is how you do it. Now, if you go to the and you don't see that blue button, this is visit Booth, then just hit refresh and you'll be able to pop in there and visit each one. And we have all kinds of lovely sponsors to cover all your needs. And I want to quickly let everybody else come back and get you settled.

03:38:06:04 - 03:38:24:19
Speaker 4
Okay. We're going to be working out of the workbook this afternoon, so we want to get that up and ready. And I want to tell you another little known fact about Tanya, that she started working. She got her first job at the age of 13 years old. Anybody else did that?

03:38:24:21 - 03:38:25:20
Speaker 2
Anybody else?

03:38:25:22 - 03:38:49:03
Speaker 4
Okay. So she knows. She knows how to get it done. Eddie has Eddie has done it. So you're in the club. You're in the club of the young entrepreneur. So I'm so glad that she is our guide and I'm going to welcome her back to the afternoon to our virtual stage. Please put your hands together and bring back Tanya martinelli.

03:38:49:07 - 03:38:52:05
Speaker 4
Come back.

03:38:52:07 - 03:39:05:02
Tania B
Yes. Thank you. Thank you. Okay, so we're going to dive right back in. Let me heroine go.

03:39:05:04 - 03:39:06:12
Speaker 2
Okay.

03:39:06:14 - 03:39:33:07
Tania B
So we're going to dive right back in. Feelings are when it comes to your revenue and profits, you could be working very hard and think you're making income when you're really not. You have know your numbers. You also have to look at the whole picture. If you're getting checks in and not looking at your expenses, you could be setting yourself up for a rude awakening.

03:39:33:09 - 03:39:56:18
Tania B
It's the same if you're not projecting income and expenses, if you don't know that you're coming up on a half front, you can't get ahead of it and you will find yourself stressed and scrambling to put out the fires instead of preventing them from happening in the first place. Also, make sure that you have someone else doing the books for you.

03:39:56:20 - 03:40:28:22
Tania B
You are on the same page. Okay, We all how it is, how easy it is to shape financial statements, to tell different stories. So and that's without actually fudging any numbers. It's just a different way of doing it. It's a different story that they're used to telling. So make sure if you have someone else doing your books for you that you're both on the same page so that you can understand your numbers the way you need to.

03:40:28:24 - 03:40:29:20
Tania B
With that being.

03:40:29:20 - 03:40:31:20
Speaker 2
Said.

03:40:31:22 - 03:41:08:13
Tania B
Let me talk to you about the almost downfall of Converse. So the company was founded in 1908 as a rubber company, but in 1917 they released the all star sneaker. By 1979, they had achieved unprecedented sales and profits. However, they started falling into debt and 2001 they actually filed bankruptcy. This was due to their not knowing their numbers and spending more than they could afford.

03:41:08:15 - 03:41:40:00
Tania B
Thankfully, Perseus bought them out and brought them out of bankruptcy. They changed the management and had to make the hard decision of cutting costs. However, by changing their numbers, Perseus was able to turnaround. Less than two years later and sell the company to Nike for a whopping $305 million. And by 2017, Converse was netting $28 million in sales per year.

03:41:40:02 - 03:42:08:19
Tania B
And all of that was because of knowing their numbers. And yes, this might seem like big numbers to you, but numbers are numbers. Margins are margins. Okay. And you can do the same thing for your business. Now, your action plan is that you need to have at least a 12 to 18 month budget projection. How many of you have at least a business budget?

03:42:08:21 - 03:42:45:10
Tania B
Huh? Usually when I ask that question, this is what I get right? I don't see any of you raising your hands for the budget. So we're going to talk about the budget today and we're going to start doing one. But before we do that, let me tell you about Ellen. Ellen had just started a new business and wanted some guidance on how to move forward and the best path her once she learned these tools and created her business plan and budget, she became unstoppable and started achieving her goals immediately.

03:42:45:12 - 03:43:18:05
Tania B
As she says she was able to hyperfocus on the results she desired and take actions to achieve them. She wasting her actions on unnecessary things because she became focused. Now the first you need to do is develop your personal budget. Okay? Personal development is extremely important, so don't forget to it. That's why I have it highlighted on this.

03:43:18:07 - 03:43:19:03
Speaker 2
This.

03:43:19:05 - 03:43:45:10
Tania B
Slide, because with your personal budget you need to figure out and not just now what your expenses are now, but what do you want them to be? If you want a better home or a bigger home, write that number down as your mortgage or rent, not what you're currently doing. Okay. Remember, this is projecting the life that you want to achieve.

03:43:45:12 - 03:44:14:03
Tania B
So in that life that you envision yourself having, that you dream about having what your home going to cost you, utilities phone, are you going to have a cook? Are you going to have a housekeeper? All of those things that you think you're only dreaming of, write them down. If those are the things that you want, how much are you going to be spending on groceries and out entertainment?

03:44:14:09 - 03:44:16:22
Tania B
Hobbies? Do you want toys?

03:44:17:03 - 03:44:18:19
Speaker 2
You know.

03:44:18:21 - 03:44:46:21
Tania B
Big boy and big girl toys like boats and second homes and different cars for every day of the week? I don't know. Whatever it is that you desire that want, write that down in your personal budget and write down how much it's going to cost you your insurance, your debts. Right. If you still have any student loans, credit cards, everything, everything.

03:44:47:00 - 03:45:13:13
Tania B
If you want to give to charity, how much that would be. And once you have your personal budget, this is going to be your beginning stage for developing your business budget. Because remember, the whole point of having your own business is so that it can support you, right? And if your business can't support your personal budget and what you want.

03:45:13:15 - 03:45:17:02
Speaker 2
Then you need to change it.

03:45:17:04 - 03:45:51:18
Tania B
So dream big and don't be afraid of writing down everything that you want. It doesn't matter how big or how small, as long as it really is your heart's desire. This is your success and nobody else's. Once you have your personal budget, like I said, then you can on to your business budget. And in your business budget, which we will be working on shortly, you're going to need to figure out your income, right?

03:45:51:20 - 03:46:21:24
Tania B
Not just how much are you going to pay, make to be making in your business per month is for every single or service you need to figure out what you're going to be making or generating from that product and from that service and delineate each one by itself. Okay? Then you move on to your expenses. And don't forget, sorry, with the budget, with your income, you also might have some passive income, right?

03:46:21:24 - 03:46:47:14
Tania B
Some stocks, some other things that might generate income for you. Make sure you put those down as well, because of that works together. So for your expenses, you have your rent or your occupancy expenses. If you have a home office part of that mortgage or rent that you're paying for, your home can actually be allocated to your business.

03:46:47:16 - 03:47:29:13
Tania B
So you put that as your business expense, you have employee costs. A lot of budgets will just put an amount for the employees of what their salaries are. But I urge you not to do that. I urge you to write down their salaries how much taxes on top of their salaries you'll be paying. What paying in workman's comp or other things that are costing you because of having those employees, health care, dental, anything that you are supplying you need to write down in your employee costs and in your budget as expenses, equipment, office supplies.

03:47:29:16 - 03:47:55:21
Tania B
People forget you have to get paper, you have to get ink for printing, you have to get all of these things pens. So you can write, all of these office supplies do cost. You might not need to buy office supplies for three or four months at a time, but you still have to put those costs in your budget and you put them down where you know you're going to need to expend that money.

03:47:55:23 - 03:48:18:23
Tania B
If you have any dos subscriptions for the business. For example, as an attorney, I have licensing dues. I have to pay the Florida bar every year to keep up with my license. And I know every June a certain amount of money is going to come out. So I put that amount into my budget in June because I know that's when I'm going to expend it.

03:48:19:00 - 03:48:45:06
Tania B
You have any marketing expenses? Remember, we went through with the business plan and wrote down what we were going to be spending on each marketing avenue. So you add all that up and you put it in your budget as a marketing expense. If you have auto expenses, right? As a business owner, you can reimburse yourself for certain auto expenses.

03:48:45:06 - 03:49:19:06
Tania B
You can reimburse yourself for your use of your vehicle for business purposes. So put those down if you are unclear as to what you or cannot use for your business as an expense, talk to your CPA. Most of them are very eager and happy to help you figure it out. Figure out exactly how much of the percentage of your home you can use as a business expense, etc. So don't be afraid to use the people that are around you and your connections for their knowledge.

03:49:19:06 - 03:49:25:01
Tania B
That's what they're there for. Now, if you have any communications.

03:49:25:04 - 03:49:27:01
Speaker 2
Phones.

03:49:27:03 - 03:50:01:00
Tania B
Per professional development, if you need to take any courses continuing education, if you are any seminars that you're taking that help you with your business, all of those can go into your budget so that you know how much money you're going to need every month to achieve all of your goals travel, taxes, write meals and entertainment that you're spending on your business.

03:50:01:00 - 03:50:27:07
Tania B
When you take referral sources out, when you take out clients or potential clients, all of those are business expenses. If you're a business owner, if you want your business to give charitable contributions, that's another thing that you put into your budget interest expenses if you think you're going to be moving. Okay, all of these things need to be in your budget because have to account for them.

03:50:27:09 - 03:50:49:06
Tania B
If you know that these expenses are coming up, then you can figure out how much income you're going to need to be able to pay for these expenses. Once you figure out how much income you're going to need, you can figure out how many people in prospect X you need to talk to you based on your conversion rates.

03:50:49:10 - 03:51:24:19
Tania B
Right. And we talked about conversion rates previously and sales and marketing. And this is how they all go into gather and they all help you figure out what your path is and how to reach your business goal. I can't tell you how important. I cannot stress enough how important it is to have your business budget. Okay, I don't care if it's going to change, do it as days progress, as things progress as things come up, you can always go back and tweak it.

03:51:24:21 - 03:51:55:08
Tania B
If you find yourself in June and you have a 12 month budget already done and you find that, Oh no, I need more space or I need to move because the the building I am in is getting sold, right? You can go ahead and change your budget and project how much it's going to cost you to move and you can pivot yourself to be able to get to that level.

03:51:55:10 - 03:52:23:02
Tania B
So in your workbook we're going to take a few minutes now and let you start inputting your numbers for this month. Okay. Once you figure out all of your personal budget numbers again, you will know how much you need to take home and, then work backwards to create your business budget. You want to make sure that your business can achieve your personal goals.

03:52:23:04 - 03:52:52:01
Tania B
Otherwise will need to change your business, Add new products, lower expenses, add team numbers, whatever the case might be. So Go to page 13 of your workbook and let's start inputting some numbers now and again, don't worry about being 100% accurate. That will come later. For now, just input all of the numbers that you know for January and see where that takes you.

03:52:52:03 - 03:56:35:17
Tania B
We're going to take about 3 minutes to let you do that. Okay. Now, who wants to share? I don't want your numbers. I don't need to know what they are, but I want to know if writing them out.

03:56:35:19 - 03:56:36:01
Speaker 2
Has.

03:56:36:01 - 03:57:15:15
Tania B
Given you any insight now that you've written out numbers for January, is eight the same as you had envisioned or what you thought? Is it different? I just want you to share, if you had any insight from doing this and what that insight was, who wants go first? Okay, I'm going to call on you then. Renee Levine. I knew you were going.

03:57:15:15 - 03:57:38:07
Speaker 2
To call on me, but I actually just hopped on the meeting because I ran overtime in the booth during lunch. I apologize. So I'm actually looking at this page right now, but I haven't written anything in and I have to be honest with you, I'm not exactly sure how to because, you know, the 20 plus years I've been doing this for myself and, you know, the 30 years I've been doing it in general, I've never really sat down and written a budget.

03:57:38:09 - 03:58:00:08
Speaker 2
I was just paid for things as they came. And so I know, like I have my monthly parking, I kind of an idea what it is, my cell phone bill, my jeweler's block insurance policy. I don't have any employees. I don't pay myself a regular paycheck, which I have been thinking about to get myself a regular salary and do those taxes at that time, which I need to speak with Terry about, obviously.

03:58:00:10 - 03:58:10:03
Speaker 2
So I'm probably the worst person that you could have picked on. I was just going to kind of listen to what everybody had to say and maybe learn from that, if that's okay.

03:58:10:05 - 03:58:37:12
Tania B
That is perfectly okay. But you are definitely not the worst that I could have picked on to do this, because you're not the only one who has a business who doesn't know what their budget is or what income they've into and what expenses they've had. This is normal. This is why I have this course, because so many people don't do this don't take the time, don't think or don't know about it to begin with.

03:58:37:14 - 03:59:06:11
Tania B
Right. So as you're doing your budget, a lot of you probably are going to be in the same position as Rene. What you're going to have to do is go back to your bank accounts and figure out how much income did you actually receive from your business this month and what your expenses were for your business. And then write them out into your budget.

03:59:06:13 - 03:59:32:08
Tania B
Okay, This is just your starting point because from this you're going to have to project what your income's going to be next month, what your expenses are going to be next month. Some expenses are going to be exactly the same. Some are going change, right. And you won't know that until you start doing that process. Okay. So this is good.

03:59:32:09 - 03:59:37:20
Tania B
The insight you receive is, I don't know my numbers.

03:59:37:22 - 03:59:44:11
Speaker 2
Yeah, I really don't. Plus my income fluctuates. Obviously certain months are busier for me in certain times of year are busier for me.

03:59:44:13 - 04:00:14:01
Tania B
Yes. And that's exactly why you need to have a 12 to 18 month budget, because I would assume around the holidays, your income would be higher. Maybe Valentine's Day might be even the highest, you know, just from my opinion, I don't know. That's what you know. So when you're doing your budget, you can accommodate for those fluctuations because know your business.

04:00:14:01 - 04:00:42:18
Tania B
You know what your production is, you know how much income you get and certain times. Right. And that's why you need to do the budget so that you can see those fluctuations, so that you can plan on when you might have cash crunches, when you're going to have an influx of income and lower expenses. Right? Right. And that will also show you what your profitability is going to be at the end of the year.

04:00:42:20 - 04:00:59:18
Tania B
So that if you want to take out money throughout the year as distributions, you know, when those times are, how much. Okay. So it's basically a plan, a business plan with numbers.

04:00:59:20 - 04:01:00:11
Speaker 2
Right.

04:01:00:13 - 04:01:21:15
Tania B
Now. Okay. So Why don't you take some time and try to start inputting some of those numbers for January and I will see about someone else may have known at least some of their numbers and what this exercise did for them. Thank you so much, Rene, for sharing. Very good.

04:01:21:15 - 04:01:24:13
Speaker 2
Thank you.

04:01:24:15 - 04:01:33:03
Tania B
Okay, let's see. Okay, Edie.

04:01:33:05 - 04:01:34:16
Speaker 2
Yeah.

04:01:34:18 - 04:01:57:07
Speaker 3
We're yeah. So, Mike, obviously me being a finance guy, this is the part that I hopefully will get right? Right. So I left the corporate during the midst of the pandemic, and the pandemic kind of gave birth to my business. So when I was given a nice severance package and, you know, I knew exactly what I need, I knew what my expenses are.

04:01:57:11 - 04:02:15:18
Speaker 3
I also knew that I can operate lean and mean. I didn't need a fancy office for this offer virtually. So my business expenses are fairly pretty pretty much very minimal you know, I have my my guy that maintains my website, my other person that maintains my Google suite, and it all comes off my business credit card. I just paid off.

04:02:15:20 - 04:02:37:15
Speaker 3
But for the most part, my initial goal was just to replace the income I was earning in my corporate setting. And then from there, once I bring a sustainable level income to meet or exceed that number, I would just build it from there. Just like at least it might be expenses. But, you know, I my overall expenses as a whole is about four grand a month.

04:02:37:17 - 04:02:52:00
Speaker 3
So as long as I'm bringing in, you know, six, eight, ten grand a month, I'm pretty comfortable. I'm really like about meeting like a right there that with a little cash crunch situation, you know, and obviously living within my means has a lot to do with that. You know, early in the business as I'm building.

04:02:52:02 - 04:02:52:23
Speaker 2
You know. Okay.

04:02:53:02 - 04:03:20:06
Tania B
So again, I don't want your numbers because this will be shared. And I don't want you know, this is your own information. However, I also want you to remember that it's about what you're making right now. Okay. Right now we're putting in the numbers for January just so that you guys can get a taste of what it means to actually draft or create a budget.

04:03:20:08 - 04:03:24:24
Tania B
Okay. What is going to happen? And I what I want you all to do.

04:03:25:03 - 04:03:25:16
Speaker 2
Is.

04:03:25:16 - 04:03:45:01
Tania B
When you go back to finish up your business plan, what you're going to do is figure out your personal budget. You're going to know your conversion rates, you're going to know how much income you're going to be getting from each product or service so that you can project.

04:03:45:03 - 04:03:46:18
Speaker 2
What you want to.

04:03:46:18 - 04:04:19:09
Tania B
Make at the end of 2022. Okay. And it's not necessarily what you're making, right? And if living within your means and making what you're making now is what you want to do, and that's what's going to make you happy, then that's okay. And that's how you move forward with your budget. If you want more, that's okay too, because this is your budget, this is your life, this is your business.

04:04:19:11 - 04:04:28:04
Tania B
And this whole exercise is to make you happy, make you achieve your goals that you want to achieve.

04:04:28:06 - 04:04:29:14
Speaker 2
Okay.

04:04:29:16 - 04:05:05:02
Tania B
So when it comes to, again, your budget, write down your offerings. What are your products or services and how much from each one are you getting? So did anybody here? Was anybody here able to do that to write down their numbers for January and see where they are? Just like Eddie did he? He's living within his means. He's making the income that he needs to pay for his expenses.

04:05:05:04 - 04:05:17:04
Tania B
Okay. And is I'm assuming actually, because I didn't get to ask you, that is what you expected right when you did that. Okay. You're.

04:05:17:06 - 04:05:18:04
Speaker 2
Yep.

04:05:18:06 - 04:05:50:01
Tania B
Okay, good. Now, we had a question in that chart that said what if you will not receive income until after a project is finished and it's not monthly? Well, again, that's why your budget is a projection. So if you know you have a four project and you're not going to get the money until the end of the fourth month, then you know, on your budget, that's when you put the income that's coming from that project.

04:05:50:03 - 04:06:23:05
Tania B
Okay, So there's nothing wrong with having income coming in. Now, tomorrow a year from now. That's good. It's good to know that you have income coming in. But in order to be able to plan what you're doing today, you need to have it all written down and written out. Now, if you know you're going to have money in four months and you don't have any income coming in now, well, how are you going to pay your expenses?

04:06:23:07 - 04:06:48:10
Tania B
You can figure that out because you know what? Your expenses are. You'll know what you need. You might be able to go to Eddy or some other financial institution and say, hey, look, here are my numbers. This is my budget, these are my expenses, this is the income that I'm getting. Maybe they'll give you a loan, right? So you but you will have those projections and you will have that in a written format.

04:06:48:12 - 04:07:14:05
Tania B
The budget is not just for your own sanity and for your own planning, but it's also to help business and to help you move forward and figure out what you need to do. And like I said, it helps you figure out when your cash crunches are going to happen. Okay, There are times where you might not be getting any money in from your products.

04:07:14:05 - 04:07:49:19
Tania B
I don't know if you're seasonal business, and that's okay because if you budget correctly and you know what your expenses are, then when your is there, you will know how much money you need to generate in order to carry the off season. Does that make sense to everybody? Okay, so who else wants to share what insight they received from doing this quick exercise?

04:07:49:21 - 04:08:02:14
Tania B
I'm going to take one more person. I want to know how you felt. But David.

04:08:02:16 - 04:08:04:11
Speaker 2
I just felt that I could just feel.

04:08:04:11 - 04:08:05:21
Speaker 3
That that energy.

04:08:05:21 - 04:08:14:06
Speaker 2
Coming my way. Why is that? People never want to volunteer. But then when you call on them, they always have something insightful they want to add. No, I was thinking.

04:08:14:06 - 04:08:15:03
Speaker 3
What you just said about.

04:08:15:03 - 04:08:22:16
Speaker 2
The the word that comes to mind that has been challenging to me with the budgeting expenses and everything is because when these chunks of money come in.

04:08:22:22 - 04:08:23:20
Speaker 3
That are deposits.

04:08:23:20 - 04:08:26:19
Speaker 2
For keynote speaking and things and then you won't, you'll.

04:08:26:19 - 04:08:32:13
Speaker 3
Get a couple of one month and then the next month you won't have anything. Is The word that I always struggle with is discipline.

04:08:32:15 - 04:08:34:20
Speaker 2
So you put the money in the checking account.

04:08:34:20 - 04:08:39:15
Speaker 3
Or in the savings account, and then you draw out what you need for your expenses every month. I've always been really good.

04:08:39:15 - 04:08:41:02
Speaker 2
On projecting my.

04:08:41:02 - 04:08:44:08
Speaker 3
Expenses because those are relatively fixed and I know how much the mortgages and.

04:08:44:08 - 04:08:45:08
Speaker 2
So forth.

04:08:45:10 - 04:08:48:10
Speaker 3
But because especially once the pandemic hit, as I was going into.

04:08:48:10 - 04:08:50:12
Speaker 2
My business full stride, like all.

04:08:50:12 - 04:08:54:12
Speaker 3
Of us, the pandemic hit and I had a dozen talks. It all went down the tube.

04:08:54:18 - 04:08:56:10
Speaker 2
That I had counted on and that so that made.

04:08:56:10 - 04:08:57:23
Speaker 3
It different. But as I'm kind of getting back.

04:08:57:23 - 04:09:03:18
Speaker 2
Into it now, it's just made me really understand that more not as much about the expenses.

04:09:03:24 - 04:09:06:04
Speaker 3
But the discipline piece of putting it.

04:09:06:04 - 04:09:08:19
Speaker 2
Aside and having the ability to.

04:09:08:19 - 04:09:10:00
Speaker 3
Take out X every.

04:09:10:00 - 04:09:12:24
Speaker 2
Other Friday or whatever you need instead of wanting to.

04:09:12:24 - 04:09:18:09
Speaker 3
Spend all this money cause you have this deposit in the. And then there's one that came in yesterday that talks a lot of money.

04:09:18:14 - 04:09:22:17
Speaker 2
The talks not even October. So it's like four, you know, nine or ten months away.

04:09:22:17 - 04:09:24:21
Speaker 3
So but just to answer.

04:09:24:21 - 04:09:27:19
Speaker 2
To back on the expense sheet just reminded.

04:09:27:19 - 04:09:38:01
Speaker 3
Me of things that I don't include on mine was a really good part of the exercise to travel expenses and just different office expenses. Things that I don't think about was very, very helpful.

04:09:38:01 - 04:09:41:03
Speaker 2
So that was a good exercise. Yeah.

04:09:41:06 - 04:10:09:10
Tania B
And you mentioned the discipline, and I love that because that's exactly what the budget is there for it so that it can help you discipline yourself to know what you can take out and what needs to say it, right? So not tempted to spend all that money and it helps you figure out whether or not what you're doing now to generate income is sufficient.

04:10:09:12 - 04:10:21:07
Tania B
And if you need to up your game and start talking to more prospects so that you can convert more clients, so that you can have the income level that you need to reach your goals.

04:10:21:09 - 04:10:27:05
Speaker 2
Yeah, right. True. Okay. Thank you, David.

04:10:27:07 - 04:10:43:09
Tania B
I am grateful for your insight. Okay, that's good. So now moving on to the next topics. We have excuse and KPI.

04:10:43:09 - 04:10:45:23
Speaker 2
Is.

04:10:46:00 - 04:11:38:01
Tania B
Let me reshare my screen. Okay. Technical. My mouse wanted to stop. Here we go. Yeah. Okay. So what are excuse and KPI and do I really need them? And the answer is yes, you do need them. And you might be thinking, I've heard of asking use for products, but for services. What's that? And I'm here to tell you that stock keeping units can be used both for products and for services.

04:11:38:03 - 04:12:01:12
Tania B
Everyone knows them as that little barcode that you scan when you go grocery shopping or the tag on your clothes that has that barcode. That's what the SKU is. But there's more to them. There's much more to them than that. They are a way to your profitability for each item or service. So let me tell you about.

04:12:01:14 - 04:12:03:19
Speaker 2
Fran.

04:12:03:21 - 04:12:30:22
Tania B
And Fran, who is an amazing intuition coach. As you all have seen from her presentation. We're struggling in her business because she was overwhelmed and stressed with too much to do and not enough time. And she took my training. She is now doing a fantastic job. I'm working on her business and implementing the tools that she learned with less daily stress and more certainty.

04:12:30:24 - 04:13:05:04
Tania B
She was selling herself short with prices that were way too low and unsustainable. And now she has raised her prices to better reflect the value that she's providing while still keeping them more than affordable and aligned with her mission of helping those who need her. So Now, how do you actually assign and ask you, Let's see, The first thing you need to do is make a blueprint of your services or product.

04:13:05:06 - 04:13:53:07
Tania B
And for each of those you need to chart a workflow. And for each workflow step, you document your staffing needs. For each staffing need, you evaluate the capacity and efficiency. And finally, you assess your cost of labor and your pricing. So we're going to go through all of these to kind of give you a better understand. And here's an example for selling widgets, whatever they may be, you get a lead, you talk to the lead, you order the widget, you process the payment, you produce the widget, you package the widget, you ship the widget, and then you follow up with the client.

04:13:53:09 - 04:14:19:02
Tania B
So this is basically your workflow for a product. There could be other steps in your own this is just an example. Now here's an example for selling a service. You get a lead, you talk to the lead, you order server, they order the service. So you have to input the order, you process the payment, and then you provide the service.

04:14:19:02 - 04:14:55:03
Tania B
Step one, step two, Step three. However many steps that you have and you follow up with the client. So this is your workflow for that service before this, the workflow for your widget. And moving forward, we're going to take a few minutes and go out and break out rooms, use page 15 of your workbook and write out the steps for least one of your products or services.

04:14:55:05 - 04:21:33:13
Tania B
And we're going to take about 5 minutes for this to give you some time to think about and to write them out, because I know it's a lot more difficult to actually do it and figure out your steps. So Go ahead into the breakout rooms page 15 of your workbook and be ready to share.

04:21:33:15 - 04:21:35:17
Speaker 2
Okay.

04:21:35:19 - 04:21:47:03
Tania B
So who wants to share one of their workflows? Okay, Renee and then Lovisa.

04:21:47:05 - 04:21:53:14
Speaker 2
Hold on. Okay. So we're talking about how the process would happen. Let's say I meet a client. Is that is that what that says?

04:21:53:16 - 04:21:59:19
Tania B
Yes. So one of your services, which service are we talking about? First.

04:21:59:21 - 04:22:21:10
Speaker 2
I would talk about my favorite first, which is meeting with an engagement ring client, because I just think that's the best thing ever to be a part of. So typically I would have a phone conversation with somebody and I would ask the questions. I asked to try and hone in on what it is they're looking for, and then I would source, you know, several options in diamonds and settings, either that they have in mind or if have pictures.

04:22:21:12 - 04:22:50:23
Speaker 2
I would start speaking to my designer who does custom design pieces and we would meet in person and try and finalize a stone option, either a setting that I have with me or customizing a setting and then know the process would continue. And then typically, I mean, it's like a one or two day turnaround time. If it's not something complicated, I, my jeweler set and size a ring and then if it has to be designed, it's usually like about a two week process start to finish to design something and get it delivered.

04:22:51:00 - 04:22:55:19
Speaker 2
And then I would just meet to deliver and get paid.

04:22:55:21 - 04:23:01:06
Tania B
Oh, you have the process. Did you put it in steps?

04:23:01:08 - 04:23:02:02
Speaker 2
Yes.

04:23:02:04 - 04:23:04:01
Tania B
So the first step is.

04:23:04:03 - 04:23:07:06
Speaker 2
Having a conversation about what client's looking for.

04:23:07:08 - 04:23:10:22
Tania B
Okay. The second step is.

04:23:10:24 - 04:23:18:02
Speaker 2
Meeting the person to show that the options that I've come up with.

04:23:18:04 - 04:23:25:17
Tania B
Okay, so the first step is talking to them. The second step is coming or.

04:23:25:19 - 04:23:27:02
Speaker 2
Sourcing the merchandise.

04:23:27:04 - 04:23:54:21
Tania B
You're coming up with the things. Then the third step is meeting with them, right? So As you can see, you should be detailed and you need to find all of the time that is spent on each service or so. Now we have meeting with them, figuring out the ideas that you're going to present to them. Third step is actually them.

04:23:54:21 - 04:23:58:06
Tania B
Those ideas.

04:23:58:08 - 04:23:59:05
Speaker 2
Yes.

04:23:59:07 - 04:24:00:23
Tania B
Okay. And then what's the fourth.

04:24:00:23 - 04:24:07:02
Speaker 2
Step on putting everything together?

04:24:07:04 - 04:24:18:14
Tania B
Now, let me ask you, do you always get the decision at the third step or do.

04:24:18:14 - 04:24:25:17
Speaker 2
You not always there? There are times where maybe I don't have the right option, the first meeting and we have to do a second meeting.

04:24:25:19 - 04:24:29:14
Tania B
Okay. So put that in there as well.

04:24:29:16 - 04:24:30:11
Speaker 2
Okay.

04:24:30:13 - 04:24:48:24
Tania B
Okay. Because even though sometimes you won't have to, sometimes you do. And I want you to capture all of the steps that you have in every service or product. Okay Okay. And you'll see why as we continue with this.

04:24:49:01 - 04:24:51:22
Speaker 2
Okay. Gotcha. Okay.

04:24:51:24 - 04:25:00:02
Tania B
So then you meet with them again, you show them the products and they make the decision.

04:25:00:04 - 04:25:00:18
Speaker 2
Yes.

04:25:00:20 - 04:25:05:17
Tania B
Right after they make the decision, what's the next step?

04:25:05:19 - 04:25:34:24
Speaker 2
It depends if I have the options with me, like if it's a pretty standard ring and they pick the ring and the diamond in person with me, then it goes straight to my jeweler just to get the stone set up and sized. And if they don't pick something that I already have and they have a very specific idea in mind, then I have to get with my designer and, discuss the options that they want, and then the designer designs it and I send the design for approval to the client and then the process starts, you know, getting ring custom made.

04:25:35:01 - 04:25:35:21
Speaker 2
Okay.

04:25:35:23 - 04:25:40:21
Tania B
So that is a process that you have for getting that one, right?

04:25:40:23 - 04:25:41:17
Speaker 2
Yeah.

04:25:41:19 - 04:25:44:18
Tania B
That's great. Okay. Thank you for sharing.

04:25:44:24 - 04:25:45:20
Speaker 2
Thank you.

04:25:45:22 - 04:25:50:10
Tania B
Okay, Avitia hang out.

04:25:50:12 - 04:25:52:10
Speaker 2
I was trying to go back and get.

04:25:52:10 - 04:25:53:23
Speaker 4
A little more detail after.

04:25:53:23 - 04:25:57:15
Speaker 2
That. I did my kind.

04:25:57:15 - 04:25:59:10
Speaker 4
Of generally at first, but.

04:25:59:12 - 04:26:11:18
Speaker 2
Going back in my I tried to do a kind of bigger picture and I don't have my husband here who is the main knowledge of the construction field. But what we normally what I've seen him us.

04:26:11:19 - 04:26:15:16
Speaker 4
Do at this point is either find a lot or some land or either a.

04:26:15:16 - 04:26:18:10
Speaker 2
Person us, and they have their lot.

04:26:18:10 - 04:26:22:17
Speaker 4
Or land already because our mission is to do affordable homes in areas of.

04:26:22:17 - 04:26:30:09
Speaker 2
Need. We've known so far we've found lots those areas to build on. And then from there, if we have.

04:26:30:09 - 04:26:43:21
Tania B
A four minute stop you for one second and I'm sorry, I will be interrupting people. Okay. So what's the first step, the first initial step that you take in the business.

04:26:43:23 - 04:26:45:15
Speaker 4
Looking for some land.

04:26:45:20 - 04:26:48:21
Speaker 2
At least that's what we've been doing so far.

04:26:48:23 - 04:26:50:24
Tania B
With no clients.

04:26:51:01 - 04:26:51:20
Speaker 2
No client.

04:26:52:01 - 04:26:58:09
Tania B
Just the area. Okay, So first is looking for the lands, the plots and the area.

04:26:58:11 - 04:27:19:14
Speaker 2
Okay, Then at that point, well, I guess that's what we I'm going by what we've done so far. So at that point we do start putting out about, you know, talking to people about whether or not they want to get a house or not in that area.

04:27:19:16 - 04:27:30:10
Tania B
Okay. So first you find the land, then you try to find a client who might want to build on that land that's affordable for them. Yes. Okay.

04:27:30:12 - 04:27:31:17
Speaker 2
Because we're okay.

04:27:31:17 - 04:27:32:11
Speaker 4
Go ahead. Sorry.

04:27:32:12 - 04:27:34:01
Tania B
No, go ahead.

04:27:34:03 - 04:27:35:08
Speaker 2
So because we're.

04:27:35:08 - 04:27:37:17
Speaker 4
Affordable homes in areas.

04:27:37:20 - 04:27:47:00
Speaker 2
That are in certain areas, we are we have two blueprints already that they have a choice out of. Okay. So we start talking to them.

04:27:47:00 - 04:27:48:13
Speaker 4
About these options.

04:27:48:15 - 04:27:50:17
Speaker 2
If they're interested.

04:27:50:19 - 04:28:03:06
Tania B
Okay. So you to find the land, find the client, right? And then you show them the blueprints.

04:28:03:08 - 04:28:04:21
Speaker 2
Or the idea.

04:28:04:23 - 04:28:08:06
Tania B
Okay, They decide on one of.

04:28:08:09 - 04:28:31:12
Speaker 2
Those and then what in the end? Well, their job, of course, is financing in and stuff like that. But in some cases we have put up some and ourselves without a client. And I don't know if I'm going off what you want where you want me to go on the steps here. Okay.

04:28:31:14 - 04:28:49:00
Tania B
So the whole point of this is to for you to see what your process is and how much time you're spending on each step of the process. Right. There is no right or wrong per say.

04:28:49:02 - 04:28:51:17
Speaker 4
It's a different process varies. A little.

04:28:51:17 - 04:28:56:04
Speaker 2
And that's it just depends on which route we go.

04:28:56:06 - 04:29:01:09
Tania B
Okay. So in that case, you need to do more than one workflow.

04:29:01:11 - 04:29:02:05
Speaker 2
Okay?

04:29:02:07 - 04:29:04:19
Tania B
For each variation.

04:29:04:21 - 04:29:05:08
Speaker 2
You do.

04:29:05:08 - 04:29:40:05
Tania B
A workflow. Okay. So if there are instances where a client might contact you first, then you find the land, you do that plant for instances where you find the land and then find the client, you do that client. And then when they are getting their own financing. You do a workflow for that. If your getting you're giving them financing, you do a for that so that you were capturing every step.

04:29:40:07 - 04:29:41:21
Speaker 2
Because.

04:29:41:23 - 04:29:49:24
Tania B
We're going to figure out how much it's going to cost you. So we need to know all the steps.

04:29:50:01 - 04:29:50:10
Speaker 2
Okay.

04:29:50:12 - 04:29:59:00
Tania B
Okay, okay. And then we'll figure out how much time each step takes. So but that's a very good start.

04:29:59:02 - 04:30:02:08
Speaker 2
Okay I know in general.

04:30:02:10 - 04:30:04:23
Speaker 4
In our just past experience, our time is.

04:30:04:23 - 04:30:05:16
Speaker 2
About a six.

04:30:05:16 - 04:30:05:23
Speaker 4
Month.

04:30:05:23 - 04:30:15:10
Speaker 2
Process, but that sometimes can be without a client. And I'm sorry, in just putting up the home itself and then finding a client.

04:30:15:12 - 04:30:20:08
Tania B
Okay, so then you do that, and I'm not talking about the time frame.

04:30:20:10 - 04:30:20:16
Speaker 2
From.

04:30:20:16 - 04:30:38:06
Tania B
Start to finish, although that does come into the process for the ask you. I'm talking about the time you spend. So within that six month process, how much time are you spending per house?

04:30:38:08 - 04:30:39:19
Speaker 2
Okay.

04:30:39:21 - 04:31:08:00
Tania B
Right. Between talking to people and finding the lots. And, you know, sometimes they will defer, but you need to have the workflows for each and then you can average out and see what your stop keeping unit is to see how much it's going to cost you and how much you need to charge to be profitable and sustain your business and continue to help other people.

04:31:08:02 - 04:31:15:10
Tania B
Okay? Okay. All right. Thank you. Thank you, Eddie.

04:31:15:12 - 04:31:17:20
Speaker 2
Oh, okay.

04:31:17:22 - 04:31:39:04
Speaker 3
So, you know, you kind of said some words that, you know, it's a creative thought, you know, that the successful people I, I worked around in the sales world, I've always had first and foremost a structure and a process, and they never deviated from their process or was consistent. So, you know, the flow is just part of my process and I don't deviate from it.

04:31:39:06 - 04:32:03:13
Speaker 3
And the more I stay consistent with it, the better the results. However, obviously, depending on the prospect in front of you, you may have to take extra steps or shorten a step right? So sometimes I meet with a client in our initial discovery session, which is part of the resource, and from that Discovery session I already know what direction or the Discovery session may need to have a part to because it turned out to be a more complex situation than I anticipated.

04:32:03:15 - 04:32:25:22
Speaker 3
And I may have to bring in a third party and other specialists to have like part two of that discovery search. And then based on what we gather from Discovery, we'll come back and do a presentation of solutions, maybe one, two, three options. Try not to keep it more than three and kind of explain based on what we gathered, why we feel these options are suitable for the situation, how it benefits them.

04:32:25:22 - 04:32:40:12
Speaker 3
And so it's an environment and obviously the solution that fits best. And then once we gain a commitment, we move to the next step to get them approved and so on. So if more than once we're approved, it's done. I mean, we seal the deal and the next day.

04:32:40:14 - 04:33:04:13
Tania B
Okay, so you have your process and you know what steps you need to take. And it's good that, you know, sometimes you might need extra, sometimes you might need less. So write those processes out as well. Okay. And you'll see why this is important again in the next slides, because it's all about the profitability.

04:33:04:15 - 04:33:04:23
Speaker 2
Correct.

04:33:05:00 - 04:33:12:06
Tania B
Now I have time for one more Frida and then because we are going to have another breakout.

04:33:12:06 - 04:33:13:12
Speaker 2
Room.

04:33:13:14 - 04:33:17:18
Tania B
And there are some other exercises, so I apologize because I am going to have to.

04:33:17:18 - 04:33:19:03
Speaker 2
Move.

04:33:19:05 - 04:33:24:22
Tania B
Forward after Frida. So what's your process?

04:33:24:24 - 04:33:47:04
Speaker 2
So I am selling a product, but basically my product is so I do not have to order and the company will ship it out. So majority of my time is actually getting the lead because I always wanted to educate people. So anyway, so that's where I need to write out the process and see how much time is spent.

04:33:47:04 - 04:34:07:12
Speaker 2
I talk to people and I meet people, I talk to people, I send out samples. I have them come to the workshop and then the real thing happened. So I don't have exact number. But basically what I do is really need to do that because I basically kind of need to figure out which would, you know, Working Group is more efficient for me to get to that step.

04:34:07:12 - 04:34:19:00
Speaker 2
And also I realized I need to working on more, getting a group they are because that's where my majority of my time is spent. So yeah so this is this is good. Thank you.

04:34:19:02 - 04:34:33:00
Tania B
Okay so yes, the first step in your is to find people, right? And then you go from there. But don't forget, even though you're ordering from the other company or from main company.

04:34:33:01 - 04:34:33:09
Speaker 2
Yeah.

04:34:33:11 - 04:34:44:06
Tania B
Ordering is part of your process and then following up or tracking, you know, what's informing is also part of your process, right? If you.

04:34:44:06 - 04:34:45:04
Speaker 2
Have.

04:34:45:06 - 04:35:07:20
Tania B
After they receive the product, do you ever follow up with them again in a month or two. Okay, so those are all parts of your process that you need to account for. MM Yeah. Okay. Five Okay. Thank you for sharing. And let's see.

04:35:07:22 - 04:35:21:08
Speaker 2
Where did I go? Okay. Technical difficulty or you go, Okay.

04:35:21:10 - 04:35:50:04
Tania B
So now that you know what your process flow looks like, we need to get the staffing needs for each step. And I know most of you are doing every step by yourself now, but the whole point of having a business that's going to work for you is to hire other people to do these processes for you. What happened to my screen?

04:35:50:06 - 04:35:52:05
Speaker 2
Okay.

04:35:52:07 - 04:36:22:12
Tania B
So now when you get a lead, you need a receptionist to answer the phone, talk to the lead and get their information, get what they need from them. Okay, Now who's going to talk to the lead? Is it going to be a salesperson or is it going to be you? Ideally, as you grow your business, it's going to be a salesperson because you are going to be working your business more than in your business.

04:36:22:14 - 04:37:07:03
Tania B
So we need a receptionist, We need a salesperson who's going to order product or you want to have an intake person, the receptionist, the salesperson, right? So for each one of those steps, who can you utilize to actually do those steps? And then you need to assess your cost of labor and your pricing for those steps. So the first thing is, on average, receptionists get paid about $26,000 a year, right?

04:37:07:05 - 04:37:42:19
Tania B
And the average cost, actual cost of an employee is 1.3 times their pay. So a receptionist making $26,000 a year is actually going to cost you 33,800. Does that make sense to because you have to pay taxes? There's overhead. There's all kinds of other expenses that come with having an employee. So the average full time hours work per year are 2008.

04:37:42:21 - 04:38:21:06
Tania B
Now, if you divide your cost that employee by the average amount of hours that they work, you will get their hourly rate. So for a $26,000 a year receptionist the hourly rate would be $16.25. And you have to do this for every single employee so that you can get the proper care. And again, I know this is something that you are all probably doing on your own, but we talking about projections and we're talking about your business.

04:38:21:06 - 04:38:34:23
Tania B
When it becomes your dream business, when you have other people doing these things. So that you don't have to worry about these day to day operations. So put down all of the people that you will be using.

04:38:35:00 - 04:38:36:18
Speaker 2
And.

04:38:36:20 - 04:38:39:04
Tania B
Why is that not coming up. There we go.

04:38:39:06 - 04:38:40:02
Speaker 2
Okay.

04:38:40:04 - 04:39:11:08
Tania B
So for our example, as you see in the chart, we have the receptionist is going to talk to the lead. It's going to be about 30 minutes when she's she or he are talking to the lead to get the information, to input, to figure out what they're looking for, etc.. So when you break that down, it's $9.10 because we had free oh, I apologize, my numbers are off.

04:39:11:08 - 04:39:23:22
Tania B
I just realized. But assuming that they're getting paid 18, 20 an hour at a $14 an hour pay rate, half an hour of their time is $9 and ten.

04:39:23:22 - 04:39:24:21
Speaker 2
Cents of.

04:39:24:21 - 04:40:00:20
Tania B
Your. And then you do that for every single step and every single person. So the salesperson talking to the lead for an hour is $35.10 for the order being placed. You have a processor that you're paying $19 an hour, so it's going to cost you $6.18. Now, this is all just an example. This is not the actual time that it might take you or your staff because all of your businesses are different.

04:40:00:22 - 04:40:29:08
Tania B
So your salesperson might only need 10 minutes, your salesperson might need 2 hours. I don't know that you do. So you have to figure out on average, how long does it take you to do these things or how long it should take a person in that position. To do those things does not make sense to everybody. I don't see anyone anymore.

04:40:29:10 - 04:40:33:13
Tania B
Okay, so now.


