
The Business Clarity & Growth 
Playbook 

Closing the gap between how you see your business and how your customer sees it 
 



The Core Idea 
You see your business from the inside. Your customer sees it from the outside. Those are two different 
views of the same thing, and most of the confusion, stuck growth, and wasted marketing spend in a business 
comes from the gap between them. 

From the inside, you think about your expertise, your process, your equipment, your years of experience, 
the features you built, the care you put into your work. That is where your attention naturally goes, because 
that is the part of the business you actually did. 

From the outside, none of that is the starting point. Your customer is thinking about their own problem, their 
own situation, what they will get, whether they can trust you, and whether it is worth the money. They do 
not experience your business the way you built it. They experience it the way it shows up in their life. 

This playbook is built around one question, asked over and over from different angles: what do you think 
your business is, and what does the person on the other side actually see, understand, value, and experience? 
Every section exists to help you answer that question a little more precisely, and to tell you what to do once 
you have. 

How This Playbook Works 

Each section follows the same shape. First it explains a part of your business in plain language — what it is, 
why it matters, what people usually get wrong about it, and what a strong version of it looks like. Only after 
that does it ask you questions. 

The questions move from basic to harder. Some you will answer instantly. Some you will not be able to 
answer at all, and that is useful information, not a failure. An honest 'I don't know' is worth more than an 
invented answer, because it tells you exactly where to go get evidence instead of guessing. 

After the questions, the playbook helps you read your own answers — what they suggest, whether they are 
backed by evidence or just belief, and where the gap sits between your inside view and the outside view. 
Then it tells you what to decide and what to do about it before moving to the next section. 

By the end, you will have a short, plain map of your business: what it is, who it is for, what the offer looks 
like, how you should talk about it, where the growth is actually stuck, and what to work on first. Not a 
bigger pile of ideas. A clearer, smaller one. 

Levels of Evidence 

Through this playbook you will be asked to sort your answers into different levels of confidence. Learn to 
hear the difference between these, because it changes how much weight an answer should carry: 

• I believe / I assume — this is your instinct, formed from being close to the business. Useful, but 
unverified. 

• I have observed — you have noticed a pattern, but haven't confirmed it's the reason behind anything. 



• Customers have told me — direct evidence, though a small number of people can still mislead you. 

• My data shows / I have tested — the strongest form of evidence, because it isn't filtered through anyone's 
memory or opinion, including yours. 

'I think my customers want this' and 'thirty customers have told me this and my sales data backs it up' are 
not the same claim, even though they can feel equally true when you say them out loud. Notice, section by 
section, which one you're actually making. 

A Note Before You Start 

I've spent five years in marketing, helping businesses go from just starting out to scaling into multiple 
millions. I started as a copywriter, and copywriting taught me something most business owners never get 
told directly: persuasion doesn't fail because the words are wrong. It fails because the business hasn't 
figured out, clearly enough, what it actually is to the person on the other side of it. 

That's why I don't work in copy-paste techniques. My way is to audit, talk it through, and coach the 
business itself to change — because most of the time, the thing that's actually stuck isn't the marketing. It's 
the clarity underneath it. This playbook is that process, in a form you can run yourself. 

 



01 — Business Foundation 
WHAT THIS MEANS 
Your business foundation is the honest answer to what you actually do, why it exists, and what it's for — 
not the version written for a website, the actual one. Most owners can describe their business in industry 
language fluently. Far fewer can say, in one plain sentence, what changes for someone after they pay them. 

This section is not about your mission statement. It's about stripping the business down to its working parts: 
the problem it solves, the outcome it produces, the stage it's currently at, and what you personally want out 
of it. Everything else in this playbook builds on what you write here, so it's worth being blunt rather than 
polished. 

WHY THIS MATTERS 
If the foundation is fuzzy, everything built on top of it — your offer, your marketing, your sales 
conversations — will also be fuzzy, because they're all just extensions of how clearly you understand what 
you're actually selling and why. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners commonly describe their business by its activities ("we do lash extensions") rather than its outcome 
("you wake up ready in ten minutes instead of forty, for the next six weeks"). Activities describe your day. 
Outcomes describe why someone pays. 

THE OUTSIDE PERSPECTIVE 
A customer doesn't care what you "do." They care what happens to their situation after they work with you. 
If your description of your business is a list of services, you're speaking a language your customer isn't 
fluent in. 

QUESTIONS — THE INSIDE VIEW 
—​ In one sentence, with no industry jargon, what does your business actually do? 

—​ What specific outcome does a customer walk away with after working with you? 

—​ What problem does your business exist to solve? 

—​ If your business disappeared tomorrow, what would your customers lose access to? 

—​ What stage is the business at right now — just starting, established but plateaued, growing steadily, in 
transition? 

—​ What are you personally good at within the business, and what are you avoiding or bad at? 

—​ What do you want this business to become in three years? 

—​ What do you personally want from this business — income, freedom, impact, an exit? Be honest even 
if it's unflattering. 

QUESTIONS — THE OUTSIDE VIEW 
—​ If you asked five customers what your business does, would they describe it the same way you just 

did? 

—​ Would a stranger reading your description understand who it's for within five seconds? 



—​ Is there a difference between what you think you sell and what customers say they got? 

HOW TO ANSWER 
Write the one-sentence description as if explaining it to a smart friend outside your industry, at a dinner 
table, with no chance to elaborate. If you find yourself reaching for words like "solutions," 
"comprehensive," or "strategic," that's a sign you're describing the business from the inside rather than the 
outcome from the outside. 

EVALUATE YOUR ANSWERS 
An assumption here sounds like "I think people hire me because of my experience." Evidence sounds like 
"in the last ten sales calls, seven people specifically said they were hiring me because of X." If you've never 
actually asked a customer why they chose you, treat your answer as a hypothesis, not a fact. 

WHAT YOUR ANSWERS MEAN 
If your one-sentence description is longer than two sentences, or requires you to explain a term before 
continuing, that's not a small wording issue — it usually means the offer itself hasn't been simplified yet, 
and no amount of copywriting will fix that from the outside. 

IDENTIFY THE GAP 
Rate your foundation as: clear and evidence-backed, clear but assumption-based, or genuinely unclear. Most 
owners land in the middle — they have a description they believe, but haven't tested it against what 
customers actually say. 

DECIDE & IMPLEMENT 
If your description is assumption-based, your next task isn't to rewrite it — it's to ask five recent customers, 
in their own words, why they hired you and what changed for them. Rewrite the description only after 
you've heard the pattern in their answers, not before. 

Section Output — Clear Business Foundation 

Write your business foundation in four lines: what you do, who it's for, the problem it solves, the outcome it 
creates. 

 



02 — Market & Demand 
WHAT THIS MEANS 
Demand is the difference between a problem existing and a problem being urgent enough, and common 
enough, that people will pay to solve it right now. Plenty of real problems have no real market, because 
people tolerate them, solve them for free, or don't rank them as a priority. 

This section asks you to separate the story you tell about your market from what you can actually point to as 
evidence that the demand is real and current. 

WHY THIS MATTERS 
A weak offer in a market with strong, urgent demand can still sell. A brilliant offer in a market with weak or 
occasional demand will always struggle, no matter how good your marketing gets — because marketing 
can't manufacture urgency that doesn't exist. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often confuse "this problem is real" with "this problem is urgent and people are actively trying to 
solve it." Those are different claims. A problem can be real, mildly annoying, and permanently ignored. 

THE OUTSIDE PERSPECTIVE 
Your customer isn't shopping in your category the way you think about your category. They're often not 
comparing you to competitors at all — they're comparing your solution to doing nothing, to a cheaper 
workaround, or to a completely different type of business solving the same underlying frustration. 

QUESTIONS — THE INSIDE VIEW 
—​ Who specifically has this problem? 

—​ How often does the problem occur — constantly, occasionally, or rarely? 

—​ How urgent is it when it happens — do people drop what they're doing, or let it slide? 

—​ What do people currently do instead of hiring someone like you — ignore it, DIY it, hire a competitor, 
hire someone adjacent? 

—​ What evidence do you have that this demand exists beyond your own belief — inquiries, search 
volume, sales history, competitor activity? 

—​ What market or seasonal conditions currently help or hurt you? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If a stranger with this problem searched for a solution today, would your business be an obvious 

answer, or would they land somewhere else first? 

—​ What are people in your market actually comparing you against — is it who you think it is? 

HOW TO ANSWER 
Separate what you know from a spreadsheet or inbox (inquiries, lead volume, repeat requests) from what 
you know because it "feels" true based on conversations you remember. Recent, counted evidence outranks 
memory every time. 

EVALUATE YOUR ANSWERS 



"I assume there's demand because everyone needs this" is the weakest possible claim in this section. "We 
get a steady stream of inbound inquiries without paid ads" is strong evidence of real, active demand. 

WHAT YOUR ANSWERS MEAN 
If your only evidence of demand is that the problem sounds important, and you cannot point to inquiries, 
sales, or search behavior, your bottleneck may not be marketing execution — it may be that you're guessing 
at demand rather than confirming it. 

IDENTIFY THE GAP 
Mark demand as confirmed (you have counted evidence), likely (some signals, not tested at volume), or 
unproven (belief only). 

DECIDE & IMPLEMENT 
If demand is unproven, don't invest further in scaling marketing yet. Spend two weeks doing direct outreach 
or conversations to confirm urgency before building funnels around an assumption. 

Section Output — Market & Demand Map 

Write one paragraph stating your evidence level for demand, and the single strongest piece of proof you 
actually have. 

 



03 — People / Customer 
WHAT THIS MEANS 
This section goes past demographics. Age, income, and location tell you almost nothing about why 
someone buys. What actually predicts a purchase is the situation someone is in, the deeper problem 
underneath their stated problem, what they're afraid of, what they've already tried, and what has to be true 
for them to trust you enough to pay. 

Building a real People Map means understanding your customer's decision, not just describing your 
customer. 

WHY THIS MATTERS 
Every downstream section — offer, messaging, sales, content — is really just a translation of what you 
learn here. Get this wrong and everything built on top of it will miss, even if it's well executed. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners frequently describe their "ideal customer" using traits that make the customer easier to imagine, not 
traits that actually predict who buys — things like age and job title, rather than the situation and trigger that 
made them start looking for a solution. 

THE OUTSIDE PERSPECTIVE 
Customers rarely buy for the reason you'd guess from watching them. The surface problem ("my lashes 
don't last as long as they used to") is often standing in for a deeper one ("I don't trust this technician the way 
I trusted my last one, and this is the part I can point to"). The same pattern shows up in service businesses 
— "my invoices keep coming in late" standing in for "I don't feel like this business is actually being run." 
Marketing that only addresses the surface problem gets ignored; marketing that names the deeper one gets 
remembered. 

QUESTIONS — THE INSIDE VIEW 
—​ Who is your best customer, specifically, not generically? 

—​ What situation are they in right when they start looking for someone like you? 

—​ What is the surface problem they'd state out loud, and what's the deeper problem underneath it? 

—​ What does it cost them — emotionally, financially, in time — to leave the problem unsolved? 

—​ What do they actually want to feel or become, beyond the literal deliverable? 

—​ What have they already tried before finding you? 

—​ What makes them hesitate to buy, even when they want to? 

—​ What makes someone a poor fit for your business, even if they can pay? 

QUESTIONS — THE OUTSIDE VIEW 
—​ What specific words do customers use to describe their problem — not your words, theirs? 

—​ What do customers say caused them to finally act, rather than keep putting it off? 

—​ Why have past customers left, if any have? 



—​ What do customers trust before they trust you — reviews, referrals, content, a conversation? 

HOW TO ANSWER 
Go back through actual sales conversations, inquiry messages, or reviews and pull direct language. If you're 
inventing what a customer would say rather than recalling something they actually said, mark it as 
assumption and go find the real quote before finalizing this section. 

EVALUATE YOUR ANSWERS 
"I believe people come to me because they're too busy" is an assumption. "In the last fifteen inquiries, 
twelve people opened with some version of 'I don't have time to keep doing my own gel refills'" is evidence. 

WHAT YOUR ANSWERS MEAN 
If you can describe your customer's demographics fluently but go blank on their deeper motivation or what 
makes them hesitate, that's a sign your offer and messaging are probably built around a surface-level 
understanding — which is often exactly why marketing that "should" work doesn't land. 

IDENTIFY THE GAP 
Score your People Map as deep (situation, trigger, and objections are evidence-backed), partial (you know 
demographics and surface problem, not the deeper layer), or thin (mostly assumption). 

DECIDE & IMPLEMENT 
If your map is thin or partial, your next task is five short conversations — with current or past customers — 
asking what was actually happening in their life or business right before they hired you, and what almost 
stopped them. 

Section Output — People Map 

Write a half-page profile of one real customer (not a composite), in their own words where possible, 
covering situation, deeper problem, trigger, and hesitation. 

 



04 — Customer Perception 
WHAT THIS MEANS 
This section directly compares two lists: what you believe customers understand, value, and experience 
about your business, versus what they actually say, in reviews, calls, testimonials, and feedback. The gap 
between those two lists is often where growth is quietly stuck. 

WHY THIS MATTERS 
You can't fix a perception problem you haven't measured. Owners routinely spend money trying to convince 
customers of something the customers already believe, while ignoring the actual objection or 
misunderstanding sitting in plain sight in their reviews. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
It's common to assume customers value the thing you're proudest of — your process, your credentials, your 
years in business — when customers may actually value something adjacent, like how responsive you are or 
how they felt understood, and barely register the thing you lead with. 

THE OUTSIDE PERSPECTIVE 
Read your last twenty reviews or testimonials and count what people actually praise. It is very often not 
what's on your homepage. 

QUESTIONS — THE INSIDE VIEW 
—​ What do you think customers understand correctly about your business? 

—​ What do you think customers misunderstand or get wrong? 

—​ What do you believe customers value most about working with you? 

—​ What do you personally think is your biggest strength? 

QUESTIONS — THE OUTSIDE VIEW 
—​ What do customers actually mention most often in reviews, testimonials, or thank-you messages? 

—​ What language do they use to describe the result, unprompted? 

—​ What do customers complain about, even mildly, or ask you to clarify repeatedly? 

—​ Is there anything you're proud of that customers never mention at all? 

HOW TO ANSWER 
Do this as a literal side-by-side exercise: write your "I believe" list first, without looking at anything. Then 
go pull ten to twenty real reviews or messages and write down what's actually said. Compare the two lists 
line by line. 

EVALUATE YOUR ANSWERS 
If your "I believe" list and your "what's actually said" list mostly match, your self-perception is 
well-calibrated — rare, and worth confirming with more data before assuming it holds. If they diverge, the 
divergence itself is the finding. 

WHAT YOUR ANSWERS MEAN 



If customers consistently praise something you consider secondary (for example, communication style, over 
your technical process), your messaging is probably underselling your actual biggest asset in the market. 

IDENTIFY THE GAP 
Classify the gap as small (mostly aligned), moderate (some real surprises), or large (your internal belief and 
the external record don't match on the main points). 

DECIDE & IMPLEMENT 
Wherever the gap is large, rewrite the relevant piece of messaging to lead with what customers actually say, 
not what you assumed they'd say. Do this before touching ad copy, offer language, or your website headline. 

Section Output — Business Perception Gap 

List three things you assumed customers valued, and three things they actually said, side by side. 

 



05 — Offer 
WHAT THIS MEANS 
An offer is not a list of what you provide. It's how you package a solution around a specific outcome a 
customer wants, at a specific price, with a specific level of risk removed. Two businesses can provide 
identical deliverables and have very different offers, because the packaging, framing, and risk are different. 

WHY THIS MATTERS 
A weak offer makes every other part of the business harder — sales conversations get longer, objections 
multiply, and marketing has to work overtime to compensate for something the offer itself should be doing. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners frequently describe their offer by listing inclusions ("you get X, Y, and Z") rather than by naming 
the outcome and the risk being removed. A list of inclusions is a menu. An offer answers "what do I get, 
and why is saying yes to this safe?" 

THE OUTSIDE PERSPECTIVE 
A customer is silently asking: what do I get, what does it cost me, what could go wrong, and is this the 
smallest reasonable first step, or am I being asked to trust you completely, immediately? If your offer 
doesn't answer that, price becomes the only thing left to negotiate. 

QUESTIONS — THE INSIDE VIEW 
—​ What outcome does the offer promise, not what does it include? 

—​ What's explicitly included, and just as important, what's explicitly excluded? 

—​ How is it priced, and why that structure specifically? 

—​ What risk exists for the customer in saying yes, and what have you done to reduce it? 

—​ What makes this offer different from the obvious alternative, in the customer's terms, not yours? 

—​ Is there a lower-commitment entry point for people not ready for your main offer? 

—​ What would a premium or upgraded version look like? 

—​ What natural upsell, cross-sell, or renewal exists after the first purchase? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If a customer described your offer to a friend in one sentence, what would they say it does for them? 

—​ What do prospects most often ask about or hesitate on before buying? 

HOW TO ANSWER 
Write the outcome-based description first, then check whether your current sales materials actually lead 
with it or bury it under a list of features and inclusions. 

EVALUATE YOUR ANSWERS 
"I think the price is fair" is an opinion. "Nobody has pushed back on price in the last ten conversations, but 
three people hesitated on the length of commitment" tells you exactly where the real friction is. 

WHAT YOUR ANSWERS MEAN 



If most objections are about risk or commitment rather than price, discounting won't fix your conversion 
problem — restructuring the entry point or adding a guarantee will. 

IDENTIFY THE GAP 
Rate the offer as strong (clear outcome, addressed risk, evidence of demand at this price) or weak (feature 
list, no risk reversal, price is the main objection). 

DECIDE & IMPLEMENT 
If weak, rewrite the offer description starting from the outcome and the risk removed, not the deliverables. 
Then test the new framing in your next five conversations before changing anything else. 

Section Output — Offer Architecture 

Write your offer in this order: outcome, what's included, what's excluded, price and reasoning, and the 
specific risk being removed for the buyer. 

 



06 — Positioning & Messaging 
WHAT THIS MEANS 
Positioning is the decision about what you want to be known for, and what you're deliberately choosing not 
to compete on. Messaging is how that decision gets said out loud. Most owners try to write messaging 
without ever making the positioning decision first, which is why the words keep changing but never land. 

WHY THIS MATTERS 
Without a clear position, your messaging tries to appeal to everyone and ends up specific to no one — 
which reads as generic even when every individual sentence is true. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often think differentiation means listing more features or more experience. Real differentiation 
usually comes from being specific about who it's for and what you refuse to do, not from being more 
comprehensive than competitors. 

THE OUTSIDE PERSPECTIVE 
A customer scanning your website or ad has about five seconds to decide if it's for them. In that window 
they're not evaluating your full range of expertise — they're pattern-matching to see if you sound like you 
understand people in their exact situation. 

QUESTIONS — THE INSIDE VIEW 
—​ What do you do, who do you do it for, and why does it matter to them — in three short sentences? 

—​ What do you want to be known for in your market? 

—​ What are you currently emphasizing that customers don't actually care about? 

—​ What makes you genuinely different, described in outcomes and approach, not credentials? 

QUESTIONS — THE OUTSIDE VIEW 
—​ Describe your business the way you currently do publicly. Is that description clear, specific, and 

customer-focused, or generic and feature-heavy? 

—​ Could a competitor's website swap in for yours with only the logo changed? 

HOW TO ANSWER 
Write your current public description, then genuinely test it: could this sentence describe several other 
businesses in your space with no changes? If yes, it isn't positioning yet, it's category description. 

EVALUATE YOUR ANSWERS 
Weak evidence: "we're known for quality." Nearly every business claims this, so it can't function as 
positioning. Stronger: a specific outcome, approach, or audience nobody else in your market is claiming as 
clearly as you are. 

WHAT YOUR ANSWERS MEAN 
If your messaging is accurate but generic, the fix isn't more information — it's narrowing. Naming a 
specific audience or specific outcome, even at the cost of sounding less "impressive," almost always 
converts better than sounding comprehensive. 

IDENTIFY THE GAP 



Classify current messaging as differentiated (specific, customer-focused, hard to copy) or generic (accurate 
but interchangeable with competitors). 

DECIDE & IMPLEMENT 
If generic, rewrite your core description around the single outcome and audience you're strongest with, and 
delete anything that's trying to also appeal to a second audience at the same time. 

Section Output — Positioning & Messaging Framework 

Write one sentence: what you do, who it's for, why it matters to them — with no jargon and no attempt to 
cover every service you offer. 

 



07 — Sales 
WHAT THIS MEANS 
The sales process is everything that happens between someone noticing you and someone paying you: lead, 
inquiry, qualification, conversation, offer, follow-up, close. Most businesses can name this sequence in 
theory but can't say, with any precision, where in that sequence people actually drop off. 

WHY THIS MATTERS 
Owners often try to fix low sales with more marketing, when the real leak is earlier or later in the sales 
sequence — slow response times, weak qualification, or follow-up that quietly stops after one attempt. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
"We need more leads" is the default diagnosis for almost every revenue problem, even when the actual issue 
is that half of current leads never get a real follow-up. 

THE OUTSIDE PERSPECTIVE 
From the buyer's side, the sales process is really a trust-building sequence, not a pitch sequence. Every step 
either builds enough trust to continue, or introduces enough doubt to stall. Buyers rarely announce that 
they've stalled — they just go quiet. 

QUESTIONS — THE INSIDE VIEW 
—​ Where do most of your leads actually come from right now? 

—​ How quickly are inquiries responded to, on average? 

—​ What does qualification look like — do you have criteria, or do you talk to everyone? 

—​ What questions do you ask in a sales conversation, and are they about the customer's situation or 
about your services? 

—​ What objections come up most often, and how do you currently handle them? 

—​ What does your follow-up sequence look like after a conversation that doesn't close immediately? 

—​ What's your rough conversion rate from inquiry to sale, even estimated? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If you tracked exactly where leads go cold — no response, after the call, after the proposal — where 

would most of them be sitting? 

—​ What do prospects say when they decide not to move forward, in their own words? 

HOW TO ANSWER 
Walk through your last ten leads individually, from first contact to outcome, and mark exactly where each 
one stalled or converted. Patterns across ten real cases beat a general impression of "sales feels slow." 

EVALUATE YOUR ANSWERS 
"I think people just aren't ready to buy" is a guess if you haven't asked them. "Eight of the last ten stalls 
happened after I sent a written proposal with no follow-up call" is a specific, fixable finding. 

WHAT YOUR ANSWERS MEAN 



If most of your leads convert once you get on a call, but few book the call, your bottleneck is early-stage 
friction or response time, not your ability to sell — and no amount of sales training will move the number 
that matters. 

IDENTIFY THE GAP 
Identify the bottleneck stage: lead generation, response speed, qualification, the conversation itself, or 
follow-up. Pick the one with the most evidence, not the one that feels most fixable. 

DECIDE & IMPLEMENT 
Fix the single stage with the most leaks first. If it's follow-up, build a simple, non-negotiable sequence (call, 
email, call) before investing in anything upstream of it. 

Section Output — Sales Process & Improvement Plan 

Name your single biggest sales bottleneck, backed by evidence from your last ten leads, and one change 
you'll make to it this month. 

 



08 — Marketing Strategy 
WHAT THIS MEANS 
Marketing strategy is the decision about who you're talking to, what they need to hear at their specific stage 
of awareness, and where they'll actually encounter it — made before any decision about which platform or 
tactic to use. Channel choice is the last decision, not the first. 

WHY THIS MATTERS 
Picking a channel before answering these questions is how businesses end up posting content that gets likes 
but produces no leads — the tactic was executed well, but aimed at nobody in particular. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
"We should be more active on social media" is usually a tactic in search of a strategy. It skips the harder 
questions about audience, message, and awareness stage entirely. 

THE OUTSIDE PERSPECTIVE 
A stranger encountering your marketing for the first time is not thinking about your brand. They're deciding, 
in seconds, whether this is relevant to a problem they already have. Marketing built around what you want 
to say, rather than what stage of awareness they're at, gets scrolled past. 

QUESTIONS — THE INSIDE VIEW 
—​ Who, specifically, is this marketing for — the same person from your People Map, or a broader 

guess? 

—​ What single message matters most to them right now? 

—​ What stage of awareness are they at — do they know they have this problem, know solutions exist, or 
already know your business? 

—​ Where do they actually spend attention, and where do they search when the problem becomes active? 

—​ What builds trust with this specific audience before they'll consider paying? 

—​ What's currently causing people to take action versus just watching? 

QUESTIONS — THE OUTSIDE VIEW 
—​ Which channels are actually producing inquiries right now, versus which ones just feel productive 

because you're active on them? 

—​ If you paused every channel except the one producing the most real leads, which one would that be? 

HOW TO ANSWER 
Answer the audience, message, and awareness-stage questions completely before revisiting your channel 
list. If you can't answer those, no channel decision will fix the underlying vagueness. 

EVALUATE YOUR ANSWERS 
"Social media is where our audience is" is weak unless you can say why, specifically, for this audience. 
"70% of inquiries in the last year came from referrals and search, and social media has never produced a 
sale" is strong, and often uncomfortable, evidence. 

WHAT YOUR ANSWERS MEAN 



If your energy is concentrated on a channel with no track record of producing leads, the honest read isn't 
"we need to try harder there" — it's that the channel may be the wrong bet for this audience, however much 
content momentum you've built on it. 

IDENTIFY THE GAP 
Mark your strategy as aligned (channels match where your specific audience actually is and converts) or 
misaligned (channels chosen by habit or preference, not evidence). 

DECIDE & IMPLEMENT 
Reallocate effort toward the channel with actual evidence of producing leads, even if it's less exciting, 
before adding a new one. 

Section Output — Marketing Strategy 

Name the one channel with the strongest evidence of producing real leads, and the one you'll deprioritize. 

 



09 — Content 
WHAT THIS MEANS 
Content has a job at each stage of the customer's journey: creating awareness, building trust, removing 
objections, demonstrating proof, or supporting people after they've bought. Content without an assigned job 
is just activity — it can look consistent and still not move anyone toward a decision. 

WHY THIS MATTERS 
Businesses that post frequently but grow slowly often have content that's all doing the same job (usually 
awareness or credibility) while leaving trust-building, objection-handling, and proof completely uncovered. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
"We need to post more" treats volume as the fix, when the actual gap is usually variety of purpose — plenty 
of visibility content, almost nothing that helps a warm lead decide. 

THE OUTSIDE PERSPECTIVE 
A cold stranger and a warm lead who's been following you for months need completely different content. 
Feeding both the same material means one of them is being underserved every time you post. 

QUESTIONS — THE INSIDE VIEW 
—​ What is each piece of your recent content actually trying to do — be honest, not aspirational? 

—​ Do you have content that addresses common objections directly? 

—​ Do you have content that demonstrates proof — results, process, real examples — rather than just 
claims? 

—​ Is there content aimed at people who already know you, or does everything assume a first-time 
viewer? 

QUESTIONS — THE OUTSIDE VIEW 
—​ Looking at your last fifteen posts, what stage of the customer journey does most of it serve? 

—​ What content, if any, has directly led to an inquiry or sale, and what job was it doing? 

HOW TO ANSWER 
Pull your last fifteen to twenty pieces of content and label each one by job (awareness, trust, objection, 
proof, retention). The pattern in that list is your real content strategy, whether or not you planned it. 

EVALUATE YOUR ANSWERS 
"I feel like our content is working" is not evidence. "These three specific posts have been mentioned by 
name in sales calls" is. 

WHAT YOUR ANSWERS MEAN 
If almost everything you post falls into the awareness category and nothing addresses objections or proof, 
warm leads have nothing to push them from interested to ready — which shows up as followers who never 
buy. 

IDENTIFY THE GAP 
Identify the missing job: awareness, trust, objection-handling, proof, or retention — whichever has the least 
content behind it. 



DECIDE & IMPLEMENT 
Deliberately create content for the missing job next, even if it feels less natural than what you usually make. 

Section Output — Content Strategy & Content Pillars 

List your content pillars by job, and name the one job with the least content currently supporting it. 

 



10 — Website & Conversion 
WHAT THIS MEANS 
A website converts, or fails to, along a simple sequence: clarity, relevance, trust, proof, offer, call to action. 
A visitor moves through these in order, and a break at any point stops them, regardless of how good the rest 
of the site is. 

WHY THIS MATTERS 
Traffic sent to a website that breaks this sequence is traffic wasted — which means fixing the website can 
sometimes produce more sales than any amount of additional marketing spend. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often judge their website on how professional it looks, when visitors are judging it on how quickly 
they understand if it's for them and whether to trust it. 

THE OUTSIDE PERSPECTIVE 
A first-time visitor gives a website a few seconds before deciding whether to keep reading. If they can't tell 
what you do and who it's for immediately, design quality won't save the page. 

QUESTIONS — THE INSIDE VIEW 
—​ Can someone understand what you do within five seconds of landing on your homepage? 

—​ Does the homepage speak to your specific customer, or to a general audience? 

—​ Is the benefit to the visitor clear, or does the page lead with your process or credentials? 

—​ Is there enough proof — testimonials, results, examples — on the page, and is it near the claims it 
supports? 

—​ Are common objections addressed anywhere on the site? 

—​ Is there one clear call to action, or several competing ones? 

QUESTIONS — THE OUTSIDE VIEW 
—​ Does the website match the promise made in your marketing, or does it feel like a different business 

once someone clicks through? 

—​ If you watched a stranger land on your homepage, where would they hesitate or get confused? 

HOW TO ANSWER 
Have someone unfamiliar with your business read your homepage for ten seconds, then ask them to explain 
what you do and who it's for. Their answer, not your intention, is the real test. 

EVALUATE YOUR ANSWERS 
"I think the website is clear" carries little weight if you wrote it and already know what it means. A 
stranger's ten-second summary is stronger evidence. 

WHAT YOUR ANSWERS MEAN 
If your marketing generates clicks but the website doesn't convert them, the leak often sits in a mismatch 
between the ad's promise and the page's opening message — fixable without touching the marketing at all. 

IDENTIFY THE GAP 



Score the site against the sequence: clarity, relevance, trust, proof, offer, CTA — and name the first point in 
that order where it breaks down. 

DECIDE & IMPLEMENT 
Fix the earliest break in the sequence first. A trust problem on page three doesn't matter if visitors already 
left during the first unclear five seconds. 

Section Output — Website Conversion Plan 

Name the first point in the clarity-to-CTA sequence where your website currently breaks down. 

 



11 — Lead Generation & Funnel 
WHAT THIS MEANS 
The funnel is the path from a stranger's first exposure to your business through to becoming a customer: 
traffic, lead, nurture, sales, customer. Mapping it means naming what actually happens at each stage today, 
not what the ideal version would look like. 

WHY THIS MATTERS 
You can't fix a leak you haven't located. Businesses often try to pour more traffic into the top of a funnel 
that's already losing most people somewhere in the middle. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
"We need more traffic" is the default answer to slow growth, even when the honest bottleneck is that the 
traffic already arriving isn't being captured or followed up with. 

THE OUTSIDE PERSPECTIVE 
From the outside, a lead doesn't experience your "funnel" as a funnel. They experience a series of moments 
— did this feel relevant, did anyone follow up, did I forget about it. Each moment either keeps them moving 
or lets them drift. 

QUESTIONS — THE INSIDE VIEW 
—​ Where does your traffic actually come from right now, ranked by volume? 

—​ Do you have a way to capture a lead before they're ready to buy, such as a lead magnet or 
low-commitment offer? 

—​ What happens to a lead immediately after they show interest? 

—​ What does your nurture process look like between initial interest and a sales conversation? 

—​ Where, specifically, do people seem to fall out of the funnel? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If you traced the last twenty leads from first contact to outcome, where would most of the drop-off 

cluster? 

HOW TO ANSWER 
Draw the funnel as it actually operates today, stage by stage, and mark where volume drops most sharply 
between stages using real numbers if you have them, or your best honest estimate if you don't. 

EVALUATE YOUR ANSWERS 
"I think people forget about us" is an assumption. "Of the last twenty leads, twelve never received a second 
touchpoint after the first message" is an evidenced, fixable finding. 

WHAT YOUR ANSWERS MEAN 
If the sharpest drop-off is between lead and nurture, more advertising spend will produce more leads, but 
the same proportion will still be lost — the funnel leak has to be patched before traffic growth pays off. 

IDENTIFY THE GAP 
Name the single stage with the sharpest drop-off: traffic, capture, nurture, or sales conversion. 



DECIDE & IMPLEMENT 
Build or fix the process at that exact stage before adding new traffic sources on top of it. 

Section Output — Lead Generation & Funnel Map 

Draw your funnel in five stages and mark the one stage where you lose the most people. 

 



12 — Email Marketing 
WHAT THIS MEANS 
Email's job is to maintain a relationship with people who aren't ready to buy yet, and to deepen one with 
people who already have. It sits across the whole customer relationship: welcome, nurture, sales, follow-up, 
onboarding, post-purchase, retention, reactivation, reviews, referral. 

WHY THIS MATTERS 
Most of a business's revenue potential sits with people who've already shown interest but haven't bought, or 
already bought once and could buy again — email is the lowest-cost way to stay in front of both groups. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often only email when they have something to sell, which trains a list to associate email from them 
with a pitch, rather than with anything worth opening. 

THE OUTSIDE PERSPECTIVE 
A subscriber isn't waiting for your email. They're deciding, in the two seconds before opening or deleting, 
whether this sender has been useful or relevant before. That reputation is built over many emails, not the 
next one. 

QUESTIONS — THE INSIDE VIEW 
—​ Do you have a welcome sequence for new subscribers or leads? 

—​ Do you nurture leads who aren't ready to buy, or only email when you have an offer? 

—​ Is there a follow-up sequence for people who showed interest but didn't purchase? 

—​ Do you have onboarding, post-purchase, or retention emails for existing customers? 

—​ Is there any reactivation process for people who've gone cold, or a referral or review request built in? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If you look at your open and reply rates honestly, do people seem to want to hear from you, or are they 

tolerating it? 

HOW TO ANSWER 
List every type of email your business currently sends and map each one to a stage of the relationship. 
Empty stages in that list are the real gap, not the quality of any individual email. 

EVALUATE YOUR ANSWERS 
"I don't think people read our emails" as a belief means little without checking open and click data, which is 
directly available and should be checked before drawing conclusions. 

WHAT YOUR ANSWERS MEAN 
If nurture and post-purchase stages are both empty, you're likely losing revenue twice — once from leads 
who cool off with no follow-up, and again from customers who never hear from you again after paying. 

IDENTIFY THE GAP 
Name which relationship stages currently have no email at all. 

DECIDE & IMPLEMENT 



Build the single most valuable missing sequence first — usually nurture or post-purchase — before adding 
more one-off promotional emails. 

Section Output — Email Marketing System 

List the relationship stages with no email sequence, and the one you'll build first. 

 



13 — Customer Experience & Retention 
WHAT THIS MEANS 
This is everything that happens after someone pays: onboarding, delivery, communication, support, 
follow-up, satisfaction, reviews, repeat business, referrals, loyalty. It's frequently the least designed part of a 
business, because attention naturally flows toward getting the sale, not what happens after. 

WHY THIS MATTERS 
Referrals, reviews, and repeat business — usually the cheapest sources of new revenue — all come directly 
out of this stage. A weak post-purchase experience quietly caps growth no matter how well the front end 
performs. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often assume that doing good work is enough to generate referrals and reviews on its own. Good 
work is necessary but rarely sufficient — most satisfied customers simply never think to refer or review 
unless asked at the right moment. 

THE OUTSIDE PERSPECTIVE 
A customer's experience of your business doesn't end at delivery. Their overall impression is shaped by 
what happens in the days and weeks after, including whether anyone checked in, and whether asking for 
help afterward feels welcome or like an imposition. 

QUESTIONS — THE INSIDE VIEW 
—​ What does onboarding look like for a new customer? 

—​ How is progress or delivery communicated during the engagement? 

—​ What happens immediately after delivery is complete? 

—​ Do you ask for reviews or referrals, and if so, when and how? 

—​ What causes a customer to become a repeat customer, if that happens? 

—​ What has caused past customers to leave or not return? 

QUESTIONS — THE OUTSIDE VIEW 
—​ If you asked recent customers to describe their experience after paying, not during the sales process, 

what would they say? 

HOW TO ANSWER 
Walk through the actual experience of a customer from the moment they pay to a month later, listing every 
touchpoint that currently exists, and being honest about the gaps. 

EVALUATE YOUR ANSWERS 
"Our customers seem happy" without asking is an assumption. A short post-delivery survey or a direct 
question on a call produces real evidence. 

WHAT YOUR ANSWERS MEAN 
If referrals are rare despite good results, the likely gap isn't quality — it's that you're not asking at the 
moment satisfaction is highest, which is usually right after a clear win, not months later. 



IDENTIFY THE GAP 
Name the weakest point in the post-purchase experience: onboarding, communication, delivery, follow-up, 
or referral/review asks. 

DECIDE & IMPLEMENT 
Build a simple, repeatable process at that weakest point — for example, a standard check-in at the 
two-week mark, or a review request built into the close-out of every project. 

Section Output — Customer Experience & Retention Plan 

Map your customer's experience from payment to one month later, and name the weakest point in it. 

 



14 — Data & Decision-Making 
WHAT THIS MEANS 
This section asks what you actually track versus what you're deciding based on instinct. Not every decision 
needs data, but the biggest ones — where to spend, what to change, what's working — are much safer made 
with numbers than with a feeling that's been shaped by whichever recent event you remember most vividly. 

WHY THIS MATTERS 
Without basic tracking, you can't tell the difference between a bad week and a real trend, or between a 
channel that's actually working and one that simply feels active. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
Owners often believe they're tracking enough because they check revenue. Revenue tells you the outcome, 
not where in the business the outcome is being won or lost. 

THE OUTSIDE PERSPECTIVE 
This section has no outside perspective in the usual sense — it's about whether your internal 
decision-making is grounded in reality or in memory and mood, which affects every other section indirectly. 

QUESTIONS — THE INSIDE VIEW 
—​ Do you track number of leads, and where they come from? 

—​ Do you track conversion rate from lead to customer? 

—​ Do you know your average customer value? 

—​ Do you track repeat purchase or retention rate? 

—​ Do you know your cost to acquire a customer, even roughly? 

—​ Do you know what percentage of revenue comes from referrals versus other sources? 

—​ Where, right now, are you making decisions with no real information behind them? 

HOW TO ANSWER 
Go through the list above and mark each one as tracked, roughly estimated, or unknown. Unknown is a 
completely valid answer — it simply tells you where to start measuring. 

EVALUATE YOUR ANSWERS 
There's no assumption-versus-evidence distinction to make here in the usual sense; the exercise itself is 
about upgrading from assumption to evidence across the board. 

WHAT YOUR ANSWERS MEAN 
If most of your list is marked unknown, that's not a data problem to solve everywhere at once — pick the 
two or three numbers most tied to your current biggest question (usually leads, conversion rate, and 
customer value) and start there. 

IDENTIFY THE GAP 
Identify the two or three most important unknowns given your current stage and biggest bottleneck from 
earlier sections. 

DECIDE & IMPLEMENT 



Set up simple tracking for those two or three numbers this month, even in a basic spreadsheet, before trying 
to build a full dashboard. 

Section Output — Business Data Dashboard 

List what's tracked, estimated, and unknown, and name the two numbers you'll start tracking this month. 

 



15 — Final Business Diagnosis 
WHAT THIS MEANS 
This section pulls together everything from the previous fourteen into a single honest picture: what's clear, 
what's unclear, what's strong, what's missing, what's assumption, what's evidence, what's inconsistent, 
where the friction is, what the biggest bottleneck is, and what the biggest opportunity is. 

WHY THIS MATTERS 
Without this step, the playbook is just fourteen separate exercises. This is where they become one diagnosis 
and, more importantly, one decision about what to work on first. 

WHAT BUSINESS OWNERS COMMONLY MISUNDERSTAND 
The instinct at this point is often to try to fix everything that came up. That instinct is exactly what this 
section exists to stop. 

THE OUTSIDE PERSPECTIVE 
There's no new outside-perspective question here — this section is where every outside-perspective finding 
from the earlier sections gets weighed against every inside belief, all at once. 

QUESTIONS — THE INSIDE VIEW 
—​ Looking back across all fourteen sections, what came up as clear and evidence-backed? 

—​ What came up as unclear or assumption-based? 

—​ What's the single most consistent theme across multiple sections? 

—​ Where did you find the biggest gap between what you believed and what the evidence showed? 

HOW TO ANSWER 
Go back through each section's output line and lay them side by side. Look for the same issue showing up in 
more than one place — that repetition is usually the real bottleneck, not any single section's finding on its 
own. 

EVALUATE YOUR ANSWERS 
Trust the pattern across sections more than any single section's finding. One weak section might be noise. 
The same underlying issue appearing in customer perception, offer, and sales is a signal. 

WHAT YOUR ANSWERS MEAN 
The sections that keep resurfacing are your real priorities. Everything else can wait. 

IDENTIFY THE GAP 
Summarize, in a few lines each: what's clear, what's missing, what's assumption versus evidence, and what's 
creating the most friction right now. 

DECIDE & IMPLEMENT 
Name your single biggest bottleneck and your single biggest opportunity, even if they turn out to be related, 
which they often are. 

Section Output — Final Business Diagnosis 



Write your Final Business Diagnosis in one page: clear, unclear, strong, missing, assumption, evidence, 
friction, bottleneck, opportunity, and what should happen first. 

 



How To Prioritize What You Just Found 
By now you likely have a list of things that feel unfinished, unclear, or in need of fixing. That list can easily 
turn into a dozen open tasks, which is the opposite of what this playbook is for. Not everything you found 
deserves equal attention right now. 

Sort what came up using three questions: does fixing this affect other areas of the business (dependency), 
how much is it currently costing you (impact), and how soon does it need attention (urgency). A messaging 
problem that's making your offer harder to sell affects everything downstream of it. A missing 
referral-review process is real, but it can wait a month without the business suffering. 

Once sorted, put everything into one of four buckets: 

• Critical — fix this first, because other areas depend on it (commonly: foundation clarity, offer clarity, or a 
major perception gap). 

• High Priority — a real bottleneck or growth opportunity, but not blocking everything else. 

• Medium — worth doing, not urgent, doesn't limit growth right now. 

• Optimization — genuinely useful, but only once the foundation underneath it is solid. 

The instruction that matters most here: do not work on everything at once. Pick your top three from the 
Critical and High Priority buckets and start there. Everything else stays written down, but untouched, until 
those three are handled. 

Turning This Into Action 
Every section in this playbook ends the same way — not with more questions, but with a decision and a 
next step. If you finish a section and aren't sure what to actually do, that's usually a sign you don't yet have 
enough evidence to decide, not a sign you need to think harder. In that case, the correct next action is 
always to go gather the missing information — a handful of customer conversations, a look at real data, five 
reviews reread with fresh eyes — before making the call. 

This playbook works best used in order, section by section, over time — not completed in one sitting and 
filed away. Revisit it every few months as the business changes, because the answers to these questions shift 
as you grow, and a foundation that was accurate a year ago may not be anymore. 

 



Your Business Clarity Map 
Once you've worked through the sections, fill this in using your own section outputs. Keep every line short. 
If a line is more than two sentences, it probably still needs simplifying. 

Business:   

Customer:   

Problem:   

Desired outcome:   

Offer:   

Positioning:   

Sales process:   

Marketing strategy:   

Content direction:   

Customer journey:   

Retention:   

Data to track:   

Your Biggest Gaps 

1.   

2.   

3.   

Your Biggest Opportunities 

1.   

2.   

3.   

Your Top Priorities 

1.   

2.   



3.   

Your Next 30 Days 

1.   

2.   

3.   

Your Next 60–90 Days 

1.   

2.   

3.   

This map is what you carry forward, not the fourteen sections of working notes behind it. If someone asked 
you to explain your business in two minutes using only this page, you should be able to do it — and it 
should sound like a business you actually understand, from both sides. 

 



Why I Built This 
I've been in marketing for five years now, working with businesses from the very start through to scaling 
into multiple millions. I started as a copywriter, which sounds like a narrow skill — finding the right words 
— but it teaches you something most people in business never get told outright: persuasion has almost 
nothing to do with clever sentences. It has everything to do with whether the business behind those words 
actually understands what it looks like from the outside. 

That's the reason I don't work in copy-paste techniques, and never have. Handing someone a template, a 
script, or a content calendar doesn't fix anything if the business underneath it is unclear about what it does, 
who it's for, and why people actually buy. My way is to audit the business, talk it through with the owner, 
and coach the changes — because the real work usually isn't marketing at all. It's helping someone see their 
own business the way their customer already does. 

I've watched that gap sit underneath almost every stuck business I've worked with — the ones that look fine 
on the outside but have quietly plateaued, and the ones that are growing but can't explain why certain things 
work and others don't. Service-based and beauty businesses in particular tend to sit right in this gap, because 
the owner is usually excellent at the actual work — the skill, the craft, the results — and has never had to 
translate that into how a stranger decides to trust them with their time or their appearance or their money. 

This playbook is the closest thing I have to handing someone the exact process I run with clients at 
Webflicky: get painfully specific about the gap between the inside view and the outside view, then close it, 
one section at a time, before touching a single ad or post. 

If you worked through this and found real gaps — good. That means it worked. If you'd rather have 
someone sit across from your business and do this with you, asking harder questions than you'd ask yourself 
and pressure-testing the answers, that's exactly the work we do together. 

Work with me:  Book a 30-minute call — https://calendly.com/webflicky-com/30min 
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